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ABC Members 
Asked to Decide 
Free-List Issue 


New York, April 20—A “hot po- 
tato” proposal that the Audit Bu- 
reau of Circulations extend its 
auditing to include an occupational 
breakdown for the unpaid portion 
of business paper circulation was 
one of the principal items on the 
menu when the ABC board met 
here this week. 

Although ABC officials dodged 
any announcement, ADVERTISING 
AcE learned that the board has 
decided to let the membership 
settle this issue. Copies of two new 
statements—one containing a para- 
graph referring to unpaid circula- 
tion and the other omitting it— 
will be mailed to members with a 
request for their choice. 

The extension of auditing to in- 
clude a classification breakdown 
for unpaid copies has stirred con- 
troversy among ABC members for 
several years, and had been cited 
by business publications in several 
instances as the reason for resig- 

(Continued on Page 119) 


Merger Trend, 
Private Labels 
Threaten BNF 


Brand Names Group 
Reelects Taylor, Abt; 
Lauds Retailers of Year 


New York, April 19—The Brand 
Names Foundation held its annual 
meeting and dinner here yesterday, 
reelected some officers and a new 
board of directors, gave awards to 
retailers—and talked about its need 
for more money. 

In the annual meeting, President 
Henry Abt and Chairman E. R. 
Taylor, of Motorola Inc., repeated- 
ly emphuasized the handicap im- 
posed on BNF’s work by its short- 
age of funds. In Mr. Abt’s report, 
he revealed that the foundation’s 
income rose from $256,899 in 1954 
to $261,934 in 1955, but mergers 
hurt BNF’s funds. 

Actually, the foundation gained 
$31,230 in new member revenue 
and increases of previous annual 
subscription rates, while $26,196 
was lost through mergers and in- 
tegrations. 


= George Tormey, vp of Dancer- 
Fitzgerald-Sample, the agency that 
organized this year’s BNF cam- 
paign, showed magazine, newspa- 
per, car card and tv copy for BNF. 
He pointed out that, for the first 
time, all campaigns would run con- 
currently and repeat the same copy 
theme. 

He indicated media participation 
would be good, saying 107 farm 
and consumer magazines and sup- 
plements had pledged cooperation. 
He estimated that 600-800 newspa- 
pers would be carrying ads by 
September. Car cards will appear 

(Continued on Page 8) 


Congressmen Hear 
‘Burnett, Ellis Defend 


Postal Rate Boost 


Wasuincton, April 20—Presi- 


dents of two large advertising| § 


agencies came to the support of 


Postmaster General Arthur Sum- 
|merfield yesterday. They assured 
|Congress that the publishing busi- 
ness and the advertising business 


ministration’s plan for a 30% in- 
crease in first, second and third 
class postal rates.” 

With hearings entering the final 
stage—the department’s top offi- 
cials are to sum up next week— 
James H. S. Ellis, president of 
Kudner Agency and a member of 
the Post Office Department’s ad- 
visory committee, addressed him- 
self to the point frequently raised 
by publishers and direct mail ad- 
vertisers—that an increase in mail 
rates might result in curtailed ad- 
vertising and injury to the econ- 
omy. 

A 3% advertising rate increase 
would cover all the increased post- 
al costs which would be incurred 
by the Curtis Publishing Co., he 
said, adding that a 2% hike would 
cover the second class increase. 
He pointed out that Curtis has had 
advertising rate increases ranging 
from 5% to 13.4% in six of the 
past seven years “without impair- 
ing this company’s growth.” 


s There is no evidence, he said, 
that a 2% or 3% increase in ad 
rates would result in curtailed ad- 
vertising. Referring to a tabulation 
of advertising expenditures by 100 
large companies printed in ApvEeR- 
TISING AcE Aug. 8, 1955, he noted 
that the ratio of advertising to 
sales ranged from 1% to 7%. 

“If you take 3% of 7%,” he 
said, “it is about one-fifth of 1%, 
which is not an alarming in- 
crease.” 

Seen on the over-all basis of ad- 
vertising expenditures, he said, the 
impact is even less, since magazine 
advertising is only $723,000,000 of 

(Continued on Page 8) 


$450,000 Lever 
Order Given to 
‘Chicago Tribune’ 


Record-Breaking Ad 
Campaign Calls for 
104 Color Comics Pages 


New York, April 20—The larg- 
est advertising order ever placed 
with any newspaper by a single 
national advertiser has been for- 
malized, with the signing of a con- 
tract by Lever Bros. calling for 
104 pages of full-color advertising 
in the Chicago Tribune Sunday 
comics. 

The order, originally reported 
pending in the April 9 issue of 
ADVERTISING AGE, calls for net pay- 
ment to the Tribune of $450,000, 
after maximum discounts have 
been earned. 

Five Lever Bros. products will 


(Continued on Page 115) 


“will still manage to be prosper-| 
ous if Congress approves the ad-| 
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CHANGE—Benson & Hedges is in- 
troducing its Parliaments with sev- 
eral “news”—package, price, filter, 
size and flavor—with ads like this 
one in the April 16 Toledo Blade. 
Other introductory cities are Prov- 
idence, Youngstown and Rochester. 
Benton & Bowles, New York, is 
the agency. (Story on Page 8.) 


TV Tape Steals 
NARTB Spotlight 
from Color TV 


Cuicaco, April 19—From the 
standpoint of immediate interest 
NARTB’s radio-tv engineering 
conference found itself riding the 
wrong horse this year. 

The agenda of the conference, 
held concurrently with the broad- 


NARTB Meeting 
—Engineering— 


casters’ convention, concentrated 
on color tv; but out in the corri- 
dors the engineers and their broad- 
caster bosses were obsessed with 
magnetic tv tape, the big techno- 
logical surprise of the convention. 

It appeared on the scene last 

(Continued on Page 115) 
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"We Welcome Investigations’... 


FCC ‘Won't Be Stampeded’ in UHF 
Hassle, McConnaughey Tells NARTB 


|UHF Men Apply 
Political Leverage 
to Force FCC Action 


Cuicaco, April 18—The newly 
organized Committee for Competi- 
tive Television this week came up 
with a fighting plan to break the 
Washington stalemate on the uhf- 


'|vhf allocation situation. 


The uhf group, which is headed 


|by John G. Johnson, WTOB-TV, 
|| Winston-Salem, detailed its strat- 
|| egy at a closed meeting held on the 


NARTB Meeting 
—The UHF Struggle— 


eve of the opening of the NARTB 
convention here this week. 

Battle cry of the movement, 
which hopes to mobilize all uhf 
operators, is “FCC action by June 
1 on the rule-making procedures 
that have been under consideration 
for two years.” The group is not 
supporting any specific solution to 
the dilemma of the mixed-up uhf 
and vhf channels, but its frequent 
use of the phrase “all-channel tel- 
evision” makes it clear that uhf 
operators do not believe there can 
be a truly competitive national tv 
system without the high-band sta- 
tions. 


= June 1 was selected as the sug- 
gested FCC decision deadline for 
an obvious reason. Congress is ex- 
pected to adjourn by June 1 and 
it is by working through Congress 
—and specifically through the 
Senate interstate and foreign com- 
merce committee—that the group 
hopes to spur the FCC to action. 

This is how the committee out- 
lines its strategy: 

“Ours is a political battle in an 
election year. 

“Our immediate target is the 
Senate interstate and foreign 
commerce committee and through 
them the Federal Communications 
Commission. 


(Continued on Page 119) 


Last Minute News Flashes 


Chunky Chocolate Shifts Again—This Time to Grey 

New York, April 20—Chunky Chocolate Corp., which switched its 
account from Hilton & Riggio to Batten, Barton, Durstine & Osborn 
just a month ago (AA, March 19), reportedly is moving the $400,000 
account to Grey Advertising Agency. A conflict in accounts prompted 


the shift from BBDO. 


Wander Co. Tests ‘Instant’ Version of Ovaltine 

Cuicaco, April 20—Wander Co. is conducting a national marketing 
test of Ovalmix, described as Ovaltine with dry milk solids so that 
only water need be added. Packaged in a key-opened tin, the product 
is in Syracuse and other test markets, with newspaper color pages and 
spot tv being used. Tatham-Laird is the agency. 


New Canadian Cigaret Maker Names Walsh 


Toronto, April 20—Walsh Advertising Co. Ltd. has been appointed 
to handle the $250,000 account of Canadian Tabacofina Ltd., the coun- 


try’s newest cigaret manufacturer. 


Tabacofina plans to make a filter 


and a Virginia cigaret by May or June, 1957, with production hitting 


250,000,000 cigarets a month. 


(Additional News Flashes on Page 119) 


He Urges ‘Crash’ Effort 
to Find Technological 
Cure for Channel Woes 


Cuicaco, April 19—The shadow 
of tighter government regulation 
loomed over the heads of the 2,000 
broadcasters in attendance at the 
34th annual convention of the Na- 
tional Assn. of Radio & Television 
Broadcasters here this week. 

There was a call from FCC 
Chairman George C. McConnau- 
ghey for a “crash research pro- 
gram” to help get uhf on its feet. 
There was an assertion from key- 
note speaker Robert Kintner, pres- 
ident of American Broadcasting 
Co., that networks cannot operate 
at their present standards without 
option time agreements with their 
stations. There were warnings that 
the industry had better clean up 
commercial abuses where they ex- 
ist before the government steps in. 

There was action from the affili- 
ates of all three national tv net- 
works, defending the networks in 
their fight to keep the option time 
privileges. ABC-TV and CBS-TV 
affiliates will ask for an opportu- 
nity to appear before the Senate 
interstate and foreign commerce 
committee to explain why they 
think these network arrangements 
are essential. NBC-TV affiliates 
individually will ask to testify 
(see story on Page 2). 


s Richard Moore, head of KTTV, 
Los Angeles, who started most of 
the current furor over the future 
of the network-station relation- 
ship in a recent appearance before 
the Senate group, got no public 
support from other station oper- 
ators at the meeting. 

However, there were indications 
that his side of the case—that is, 
that networks exercise excessive 
program control primarily through 
option time regulations—will be 
getting backing from independent 
film producers, who are now in 
the midst of efforts to set up a 
producers association. 

Leaders in the move to establish 
an association are Screen Gems, 
Television Programs of America, 
Official Films, Guild Films and 
Ziy Television Programs. 


= This group, which has assigned 
Harry Plotkin, former assistant 
general counsel for the FCC, to 
prepare a presentation to be shown 
to the FCC, huddled here briefly. 
The film producers have been 
asked to appear before the FCC 
special network study group. It is 
also likely that they will be given 
(Continued on Page 118) 


More NARTB Stories 


In addition to stories on Page 1 
and pictures on Page 80, addition- 
al coverage of the NARTB con- 
vention will be found on the fol- 


lowing pages: 

TV Affiliates Page 2 
FM Radic Page 3 
TV Film Page 3 
Celer TV Page 4 
Ad Council Exhibit ...........................Page 2% 
Radio Page 115 
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Affiliates Defend 
Networks Against 
Blasts of Critics 


Cuicaco, April 18—The tv in- 
dustry is digging in for a battle 
against the network critics. 

If any of the congressional in- 
vestigators had any doubts that 
the family would stand together to 
Stave off further government reg- 
ulation of television, they were re- 


NARTB Meeting 
—TV Afitiliates— 


moved here this week at the an- 
nual convention of the National 
Assn. of Radio & Television Broad- 
casters. 

With all the zing of a small boy 
standing up for his father in an 
argument with the kid next door, 
the affiliates of ABC-TV, CBS- 
TV and NBC-TV rushed to the de- 
fense of their networks. In sepa- 
rate closed affiliates meetings the 
ABC and CBS groups voted to ask 
for an opportunity to appear be- 
fore the Senate interstate and for- 
eign commerce committee to ex- 
plain the necessity for option time 
and other network-affiliate prac- 
tices. 


# Plans were set in motion for 
appearances before the Senate 
investigators through strongly 
worded resolutions passed unani- 
mously by both groups. Howard 
Lane of KOIN-TV, Portland, Ore., 
chairman of the CBS television af- 
filiates advisory board, already has 
named a coordinating committee 
to make arrangements for the CBS 
group’s appearance before the 
committee. 

NBC-TV affiliates did not hold 
a general meeting, though there 
was a meeting of the executive 
committee of the affiliates and top 
network bosses. It was called to 
outline new afternoon program- 
ming plans and to obtain the af- 
filiates’ approval of a shift in 
~~ cama option hours (AA, April 
16). 


= At mid-week the NBC commit- 
tee forwarded a letter to all of the 


(Continued on Page 76) 
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BEDFELLOWS’ PUSH—Simmons Co. gets on the bandwagon with a spring 

“election” campaign: “Strange bedfellows agree ... when it comes to 

sleep, they both vote the ‘independent ticket.’” This color spread is 

scheduled for The American Weekly, Family Weekly and Parade for 

April 29, and the April 30 Life. Simmons’is also running a $128,400 

contest for retail bedding salesmen on a “profit-making platform.” 
Young & Rubicam, New York, is the agency. 


RCA Victor Group Discount Aims to ‘Expose’ 
People to Color; Spoil ‘em for B&W TV 


Campen, April 18—RCA Victor 
Tv today announced a “public ex- 
posure program” offering organi- 
zations throughout the nation 21” 
RCA color receivers at greatly re-| 
duced prices as part of a program 
to induce sales. 

James P. Bannon, general sales 
manager of RCA, said, “Our ob-| 
jective is to place color tv sets 
where the greatest number of 
people can watch color television 
regularly. We know that once a 
person has enjoyed color spectac- 
ulars, sports events or other pro- 
grams in color, he will want a set 
for his own home.” 

Some 80,000 letters were mailed 
this week to leaders of country 
clubs, civic organizations, Amer- 
ican Legion posts and other clubs. 
Mr. Bannon said it was too early 
to ascertain the amount of interest, 
but he said he expected it would 
be considerable. No cut-off date 
has been set for the promotion. 


| 
| 
| 


s Reply cards have been sent with 
the promotion letters. Local deal- 
ers will be used by RCA to quote 
prices to interested organizations. 
Though the extent of the “favor- 
able” discount was not revealed, 
Mr. Bannon said the price will be 
“attractive.” 

Organizations may choose from 


ABP Honors 53 Advertisers, Agencies 
for Industrial, Merchandising Ads 


Derrorir, April 20—The annual 
Associated Business Publications 
awards for the most effective in- 
dustrial advertising campaigns of 
1955 were presented here today to 
24 industrial advertisers and their 
agencies. (Reproductions of the 
winning ads appear on Page 80.) 

Two days eariier, ABP presented 
in New York its annual advertising 
awards to 29 merchandising paper 
advertisers and their agencies for 
the most effective use of business 


paper advertising during 1955 (See | 


Page 116). 


The industrial awards here were | 
co-sponsored by the Industrial | 


Marketers of Detroit and the Ad- 
craft Club of Detroit. The awards 
in New York were sponsored by 
the Advertising Club of New York. 
The ABP awards for industrial 
advertising were made in six dif- 
ferent categories as follows: 


Advertising of maintenance & service 
equipment: First award: Bulldog Electric 
Products Co., Detroit (MacManus, John & 
Adams, Bloomfield Hills, Mich.). Awards 
of merit: Burndy Engineering Co., Nor- 
walk, Conn. (Wexton Co., New York); 

(Continued on Page 36) 


three models... Director 21, which 
lists at $895; the Seville 21, which 
lists at $795, and the Haviland 21, 
at $995. 

Mr. Bannon said that in addi- 
tion to being a drawing card for 
clubs and organizations, he felt the 
use of the sets would be “a power- 
ful magnet for new membership.” 


Bachelder Uses 
Props to Debunk 


Research ‘Gimmicks’ 


Boston, April 17—Joseph E. 
Bachelder, director of the Indus- 
trial Advertising Research Institute 
of NIAA, gave an all-day market- 
ing clinic last week some object 
lessons in basic problems of adver- 
tising research. Getting people to 
buy is the central problem, he said, 
emphasizing his discourse with 
such props as a white coat, a blow- 
up cushion, a pipe and a pair of 
black-rimmed glasses. 

The clinic was sponsored by the 
Eastern New England chapter of 
the National Industrial Advertisers 
Assn. 

“We want to find out actually 
who does the buying; why do they 
buy; how can we get them to buy; 
what can we tell them to make 
them buy.” However, he said, 
“nobody agrees on who does the 
buying.” 

He burlesqued the so-called 
“scientific research,” donning a 
white coat; the “burned peat” type 
of research, which he said de- 
manded a “charcoal gray coat and 
an address on Madison Ave. or 
State St.”; “the case approach,” 
which he contended was brought 
about by “not having enough evi- 
dence to justify conclusions,” and 
the “three-martini approach,” fea- 
turing “intricacies in human be- 
havior.” 


s “Basic research” came in for a 
ribbing by Mr. Bachelder, who 
donned black glasses, clenched a 
pipe between his teeth and set a 
package of pipe tobacco on the 
rostrum. “Faddy research,” in- 
dulged in by interviewers, was il- 
lustrated humorously with a self- 
inflating pneumatic cushion and 
interviewing couch. 

“Research is not to be confused 
with gimmicks,” Mr. Bachelder 
said. “Everyone is a researcher 
when he looks for information. 


|Research is a way of helping peo- 


Tailor Your TV 
Show to Pinpoint 
Market, Says Ascher 


New York, April 18—Many 
sponsors are making a mistake by 
“rushing in to buy a show because 
of its high rating and/or preferen- 
tial time slot,” Sidney H. Ascher, 
president of Teen-Age Survey, told 
the Retail Club at the New York 
City Community College of Ap- 
plied Arts and Sciences here to- 
day. 

“Millions of dollars are spent 
for programs which often produce 
less in sales than lower-budget 
shows,” he said. “A sponsor is 
frequently in the position of pay- 
ing for a rating and reaching an 
audience with waste circulation. 

“By this I mean that while he 
may be reaching millions of peo- 
ple, actually he is appealing to a 
fraction of the audience when it 
comes to his potential customers. 

“The sponsor would be better 
off having a program tailor made 
and aimed directly at the people he 
wants to reach. Advertisers go into 
magazines with limited circulations 
in preference to mass-circulation 
publications when they know their 
customers are readers and are in- 
terested in their products. 


= “The ad rates frequently are 
higher per reader, but the adver- 
tiser is happier, because he is at- 
tracting just the people who are 
interested in and will buy what he 
offers.” 

Mr. Ascher said over-emphasis 
on ratings, which keeps writers 
and performers too tense to do 
their best work, has caused spon- 
sors to overlook the vital consid- 
eration of whether the program is 
selling their product. 

“It has been shown time and 
again that a mass audience does 
not necessarily mean mass sales,” 
he asserted. “Sometimes the star is 
so overwhelming that sponsor 
identification is lost. Shows have 
to be entertaining to gain an audi- 
ence but they should also have 
merit and ability to sustain them- 
selves indefinitely. 

“Here, too, sponsors miss the 
point, because they are impatient. 
They overlook programs that in 
the long run would outlast the cur- 
rent hot programs. This is due to 
the rating bugaboo. 


= “The sponsor wants his show to 
hit the top right off the bat. Tele- 
vision should not be hampered by 
ratings. Mr. and Mrs. American 
Family can show by their pur- 
chases whether or not the show is 
effective. And that, in the final 
analysis, is exactly what the ad- 
vertiser is spending his money for 
—to sell, sell and sell. Ratings 
should serve as a guide, not as a 
master.” 


Canco Starts Two Campaigns 


American Can Co. plans two|{ 


new ad programs. A consumer pro- 
gram will begin with a four-color 
spread in the April 23 Life and 
May 5 Saturday Evening Post; this 
series is part of the company’s 


long-range program to promote the | 
prestige of canned foods and other | 
items packed in cans—with the | 


emphasis this year on the quality 
of the container itself. A sup- 
plementary campaign will spot- 


light recent container develop-| 


ments originated by Canco. This 
series will start in May in Busi- 
ness Week, Fortune, Newsweek 
and U. S. News & World Report. 
Compton Advertising, New York, 
is the agency. 


Advertising Age, April 23, 1956 Y, 


Do TV Viewers 
Know Sponsors? 
Mystery Deepens 


Trendex Figures Show 
8% Give Wrong Sponsor 
for ‘U.S. Steel Hour’ 


New York, April 18—Once upon 
a time there was a television spon- 
sor. And he wanted to have his 
viewers know who he was, and § 
to remember him as the sponsor of 9 
the program. 

So he called upon his agency 
man, and said to him, “What kinds 
of shows do people remember? 
That is, what kind of shows do they 
remember the sponsors of?” 

And the agency man, neatly 
dodging any question of syntax, 
whipped out the new Trendex 
sponsor identification for April, 
and summarized: 

“In the first place, you ought to 
know that there aren’t any hard 
and fast rules in this business. 
Quiz shows and dramas do very 
well, and so do variety shows. For 
instance, let’s look at all the shows 
which had an identification of 
over 70%. . .” 

“What’s identification?” the cli- 
ent growled, hoarsely. 

“Per cent of program’s audience 
correctly identifying sponsor, prod- 
uct advertised, or any product of 
the advertiser,” the agency man 
said cheerily. “Shall we proceed? 


= “‘The Amateur Hour’ (Phar- 
maceuticals Inc.), 76.5; ‘Beat the 
Clock’ (Sylvania), 83.3; ‘Big Sur- 
prise’ (Purex), 73; ‘Break the 
Bank’ (Dodge), 81.9; ‘Cavalcade 
of Sports’ (Gillette), 73; ‘Ed Sulli- 
van Show’ (Lincoln-Mercury), 
80.5; ‘Ford Theater,’ 80.5; ‘GE The- 
ater,’ 76.9; ‘Kraft TV Theater,’ 75.9; 
Lawrence Welk (Dodge), 81.8; 
‘$64,000 Question’ (Revlon), 78.5; 
‘Truth or Consequences’ (Loril- 
lard), 75.8; ‘Two for the Money’ 
(Lorillard), 71.7; ‘U.S. Steel Hour,’ 
70.2; ‘Video Theater’ (Lever), 81.9; 
‘You Bet Your Life’ (DeSoto-Ply- 
mouth), 80.6; ‘You Asked for It’ 
(Skippy peanut butter), 84.9. And 
among the multi-weeklies there’s 
‘Coke Time,’ 82.1; and Dinah Shore 
(Chevrolet), 79.7.” 

“I’m confused,” said the client. 
“What do you get out of those fig- 
ures?” 

“Some shows have higher iden- 
tification values than others,” the 
agency man replied briskly. “It 
figures.” 

The client was well-trained and 

(Continued on Page 73) 


KORERLER weer OR:LOUNGES 


DAYTIME, NIGHTTIME—Kroehler Mfg. 
Co.’s new Rutland  Sleep-or- 
Lounge will be featured im the 


ple make decisions. A professional | Cavalier Joins Mead Johnson 
researcher is called in when more | 


, | A. John Cavalier, formerly with 
facts and more time are needed. | , -mour Laboratories, Kankakee, 


All in all, research is just common) 1) ‘¢or 11 years, has joined Mead 


| sense.” | - 
| Johnson & Co., Evansville, Ind., as 
Mr. Bachelder showed slides on special projects nager in the 


(Continued on Page 116) ‘market research department. 


Advertising of construction materials: | 
First award: U.S. Steel Corp., Pittsburgh | WILLIAM M. McCORMICK, formerly as- 
(Batten, Barton, Durstine & Osborn, Pitts- | oj n manager o 
burgh). Awards of merit: Ador Sales Inc., | sistant sales 9 P f WOR, 
Fullerton, Cal. (Boylhart, Lovett & Dean, | New York Mutual radio station, 
Los Angeles); Owens-Corning Fiberglass | has been named general sales man- 
Corp., Toledo (McCann-Erickson, New | " 

York); US. Steel, Pittsburgh (Batten, | 29€T of the station. Mr. McCormick 
Barton, Durstine & Osborn, Pittsburgh). | joined WOR in 1946. 


May issues of American Home, 

Better Homes & Gardens and 

Woman’s Home Companion, as 

part of a two-month spring drive. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency. 


i" 


OE me i 


~ 


Pau ths atten he tn one C8 Gy hd ie eS en a eR eee Wee i. eee UES Sn — ates i i ech e!  k Seene mmes e a 
Ey tga ia ee ie ease eee \ ieee es ee i ee UCU 
a eedeng <M a ae “ais f ‘ sp ST ei ioe) 4 * - Sar 7 % enn es 32 s' PO Fe eee TY SS ae 
“ay taney i r ~ 7 ‘ 5 ; : 4 
Oo lem ' - , 
re eee - ‘ 
‘aie 
Bora =. . 
se, 58 Sleae 
Je ee 
Mumia ah 
ont 
* i ~ | 
oe cave Dy 7 Ld lag | 
ese | faume| NN REAUTYREST-THE ‘SLEEPERS CHOI 
Daas, “ == 
tt Gs cke | 
pat oe 
re ) - | | 
BS ae , . } oo pm —a | 
ae > - ae eS 
po eae e ‘% , : 
eee Fo © os . ai 
+ yet Se: hs 4 Ni 
aes | Sette. = & ee Brees 
ae. : y ar ot ao 
} Ws ee we 
toy Se gf ‘ - - Fs 
eae $ wl Thus 1S OUR PLATFORM | 
es ae “4 = trans techtiews core : 
tate —_———— KNOW THE CANDIDATES- x\ | 
ee tee z DONT BE FOOLED ! us : 
os “ en ew owacow... For eerren Res! | 
cae & fe F == A 
Whe a Siena ie 4 uJ mia P a BEAUTYREST 
fares | — — i oat eure 
Pie | outnemen SIMMO 
th, aa ——<—< on oe ——-— - 
43 > be = = . 78 | 
Ne Ee ae. ---oeoe er +o 
eer 
 - 
ies 
es 
ee. 
tau 
se 
ass, 
oe SSE ee RE es ib om cae a eer 
Bee 2, 
4 i 
eat 
wat 
ie 
ee 
ee 
pees 
TS 
a 
ee 
jt. 
eo : 
B esi 
Bhs - é 
Rhee”! 
mee" 
baer 
fers 
ta 
Cs Ss | 
een 8 
aye t J 
dln Bo " 
Fh 
a 
es, e | 
ek N 
. Sia 
sey 
Pe te ie 
tet 
ies | 
j he 
at 
ese 
ot 
rie 
cae 
ee ee 
Wh, 
Se LSS a 
feel 
= at 
Mee 
ge 
eer, 
Beka 
Robes 
Be: ee 
ve 
Pe, : rah, | 2 
Ae ae ee 
Re ar“ ee S a 
3 ° et 5 re... aa 
a ae i es ee ee 
Me ———_— ss oa preety nee see a 
igi — 8 — , 
be ~~ 
Pai . 4 
is . . z: - — ‘ ~ = Pe 
ie ; 
fs ey 
cae r 2 
it: , EE : 
18 _———— 3 TE ae 
4 Po ’ = : : | ‘ a 7 
th ‘ey Yr ‘4 \ | 
eh . ? eee . 
es ss ong ee : 
xia > 2 : 
. - ; | 
eek | 
woe . 
Sol ; 
oa 
a 1 
iM 
pt 
<i: 
pee ‘ 
Be: | 
. oe = ¥ ' 
Bees o ‘ 
i a 
JCS ae a pane Mike, “Pataca tae ce re 
eas eh Mm erst Peal xr a ai os "4 a. =f a E , nee 
ee Pa PEI pe as | bee le aE ncan me _ ; t , Rik a oa a Aa 7 : tet alla pete pe : 
wl 


Advertising Age, April 23, 1956 


‘Chicago Tribune’ Had ‘Wrong Facts’ in 


Criticism of Fort Wayne Study. NBC Says | 


‘laboratory,’ conditions,” NBC says | ” 


New York, April 16—National |‘ 
Broadcasting Co. doesn’t think! 
much of the Chicago Tribune’s| 
criticism of its Fort Wayne tv) 
study, “Strangers into Customers” 
(AA, March 5). 

In sum, NBC says the Tribune 
has gotten all its facts wrong and 
also has erred in its interpreta- 
tion of what the study was sup- 
posed to do. For NBC asserts that, 
contrary to the Tribune’s charge, 
the study was not an attack on 
other media. 

“Strangers into Customers’ was 
basically an attempt at a system- 
atic investigation of the effects of 
our own medium—television—un- 
der carefully controlled, almost 


Week-Long Study of 
Transport Ad Market 
Is Set for April 23 


New York, April 17—The week 
of April 23 has been designated as 
research week by the National 
Assn. of Transportation Advertis- 
ing. During the week member com- 
panies will make simultaneous sur- 
veys in 20 cities of various sizes, 
using identical questionnaires and 
survey procedures. The findings 
then will be compiled into a com- 
posite report. 

The survey will consist of a can- 
vass of riders while they are at 
loading points waiting for public 
transit buses or cars. The inter- 
views will be allocated geographi- 
cally and by hours to produce a 
significant sample. 

The questionnaire is designed to 
bring out salient facts about the 
riders interviewed, the degree to 
which they use public transit and 
the purpose of their trips. It is 
intended to point up the riders’ 
potential market. 


s Allan B. Chalfant, managing di- 
rector of NATA, said the coopera- 
tive survey is part of a larger pro- 
gram of research projects which 
the association intends to develop 
over a period of time. Joseph E. 
Wellman, president of Transporta- 
tion Advertising Co., Detroit, is 
chairman of the research commit- 
tee. 

In preparation for the coopera- 
tive 20-city survey, Mr. Chalfant 
said, a pilot study was made in 
Newark, N. J., in January, with 
the cooperation of Public Service 
Coordinated Transport. That study 

(Continued on Page 121) 


Bill Bros. Gets 
Option on ‘Tide’ 


New York, April 17—Bill Bros. 
Publishing Corp. has secured an 
option to purchase Tide from Bill- 
board Publishing Co. 

Raymond Bill, board chairman, 
said that in view of the option sta- 
tus it was premature to release 
any details about future plans for 
Tide, beyond saying that the Bill 
Bros. organization looks forward 
“to its continuation as an import- 
ant business magazine.” 

Mr. Bill denied that Bill Bros. 
will take over control of the ad- 
vertising fortnightly next week. 
He said that he had authorized no 
statement that it was planned to 
continue Tide in its present form, 
nor that no personnel or other 
changes were contemplated. 

He emphasized that negotiations 
had not been completed, and that 
until they are, no statement re- 
garding Bill Bros.’ plans for the 
magazine will be made. It may be 
a month, he said, before negotia- 
tions are completed. 


® Billboard Publishing Co. bought 
Tide in 1953 from Magazines of 
Industry Inc., which at the same 


‘criticisms one by one and answers | 


(Continued on Page 73) 


in a bulletin. 
| 
= NBC takes up the Tribune 


them. 


To the criticism that the study | 
investigated a new one-station | 
market, NBC replies that this) 
would be a weightier criticism if 
NBC had made only one such | 
study. The network points out it | 
has made three previous studies of | 
a similar nature, all of which dealt 
with “well-established multi-sta- 
tion tv markets.” 

NBC says it undertook the 
“Strangers” study on recommen- 
dation of advertisers and agencies 
who wanted a survey of a given 
market before and after tv. 

The Tribune’s second charge that 
the group unexposed to tv is “in- 
ferior for comparison” to tv set- 
buyers, because the buyers are a 
more responsive group, “misses 
the essential point of the before- 
and-after design,” NBC says. 

“The very object of the study is 
the comparison of the same person 
before he got a tv set with himself 
after he got a set... The unexposed 
group was likewise treated in this 
same fashion, comparing the same 
persons with themselves to show 
what changes took place without 
tv,” NBC says. 


s The Tribune’s charge that “tv 
(Continued on Page 6) 


FM Stations Join 
for Defense of 
Band Allocations 


Cuicaco, April 17—Two major 
problems perplexed broadcasters 
at an NARTB session on fm radio 
yesterday—encroachment on fm 
bands by other interests, mainly 
tv, and multiplexing—but the fm 
broadcasters seem to be on the way 
to solving both. 

The biggest worry for most of 
the fm operators is that part of 


NARTB Meeting 
—FM Radio— 


their fm band is going to be taken 
away. Several proposals to the 
Federal Communications Commis- 
sion have been filed suggesting 
changes in the existing structure 
of allocations, which might leave 
little for fm. 


Among those who advocate oth- | 
er uses for the band are several 
NARTB members, including Co-| 
lumbia Broadcasting System and 

(Continued on Page 121) 
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CHILLY NUPTIALS—This is the open- 

ing ad in a regional promotion an- 

nouncing the change of name of 

Aristocrat ice cream to Foremost. 

Bauer & Tripp, Philadelphia, is the 
agency. 


‘Aristocrat Is 
Foremost Now,’ 
Say New-Name Ads 


PHILADELPHIA, April 17—Phila- 
delphia Dairy Products, subsidiary 
of Foremost Dairies, is undertaking 
what is believed to be the most in- 
tensive regional advertising and 
promotional campaign in the in- 
dustry to change the name of a 
product. 

Philadelphia Dairy’s Aristocrat 
brand is being changed to Foremost 
in a marketing area covering 
eastern and central Pennsylvania, 
part of New York, Delaware and 
southern New Jersey. 

The company’s famous Dolly 
Madison premium brand, the first 
such premium product in the coun- 
try, and its lower price Adelphia 
brand of ice cream will continue 
under their present names. 

The ad drive is being planned in 
two segments. The first is a heavy 
13-week campaign in daily news- 
papers, tv and radio. This is de- 
signed to tell the consumer that 
“Aristocrat is Foremost Now.” 
Taking advantage of the Kelly- 
Rainier nuptials, the headline in 
the opening ad announced a 
“brilliant Philadelphia (ice cream) 
wedding.” An introductory rhyme 
reads: 

“Today’s the day we change 
our name. 

“We've wed an ice cream of 

great fame, 
“A happy blending we do 
vow— 

“Aristocrat is Foremost now.” 

The illustration features two ice 
cream cones dressed as bride and 
groom. Copy tells a flavor story. 


s The changeover actually began) 


in upstate Pennsylvania and Bing- 
| hamton, N.Y. Central Pennsylvania | 
(Continued on Page 6) 


|They’re On and Running . 


Coopers Saddled a Bikini, Rode 


| Now on TV, Jockey Ads, 
Guided by Motivation 
Research, Stress Style 


By John S. Lynch 
Kenosna, April 18—The ancient 
Chinese who once pegged the value 
of a picture at 10,000 words has 
lat last been outpriced. There is 
now record of some clever occi- 


‘You Can Steal’ TV 
Set, Says Ad, But 
Attempt Is Foiled 


Cuicaco, April 17—LeRoy Park- 
er, a driving instructor, is a man 
who has faith in advertising and 
believes what he reads. His faith 
in printed ads was shaken yester- 
day. 

DeForest-Sanabria Corp., dis- 
tributor of television and _ hi-fi 
equipment, ran a small copy block 


the Chicago Sun-Times. The 
ad said, “We’re whispering a real 
tip-off to you. There’s confusion 
about color tv, people are looking 
but not buying. You can steal a 
b&w set or a hi-fi combination in 
any of our showrooms, but do it 
today. Courage and sanity will re- 
turn tomorrow.” 

So Mr. Parker high-tailed it out 
to one of the company’s show- 
rooms. He located the tv set desig- 
nated as a “steal” and was prepar- 
ing to cart it out the door when a 
salesman grabbed him. Police were 
called, but they released Mr. Park- 
er (minus the set), when he pro- 
duced the ad. 


Sales Pitch by Star 
Lessens Credibility of 
Radio-Tv Ads: Alberti 


Hartrorp, April 17—Television 
and radio personalities should not 
become the “pitchman” for their 
sponsors’ products, according to| 
Jules Alberti, president of En- 
dorsements Inc., New York. 

Mr. Alberti, in a talk before the 


centered on a big white page in); 


Advertising Club of Hartford, was) 
sharply critical of the practice of 
complete identification of radio-tv | 
stars with sponsors and their prod- 
ucts. 


This practice, he asserted, is | 
breaking down the credibility of | 
| advertising. His research shows, he| 
said, that consumers have — 
|siderably less belief in the sales 
story of a product if it’s presented | 
by the star of that product’s show.” 


Highlights of This Week's Issue 


ABP gives 21 business pa-| 
per editors Jesse H. Neal | 
WOE nw 60 shes enenan 

Assn. of Canadian Advertisers 
says 20% tax will hurt Cana- 
dian magazines 
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for sporting goods ....Page 24 
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automobile upholstery ..Page 30 

Ziv tv March contracts hit $1,- 
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Huber Corp. inserts litter bag in 
its quarterly in “Keep America 
Beautiful” campaign ..Page 40 

Sinclair’s safety-reminder radio 
spots for Power-X gas prove 
highly successful 


reeee 


|Hertz builds car rental business of 
$89,100,000 with ads ....Page 56 
Home builders disturbed ‘ty high- 
er rediscount rates, tapering of 
GI loan money 
General Foods starts sampling of 
Kool-Shake on May 1..Page 59 
Chicago grocers gird to fight off 
trading stamp plans ....Page 62 
Original, indirect ads are replacing 
nuts-and-bolts type, Gumbin- 
ner’s Goodman says ....Page 66 
Storecast expands into 1,000 more 
supermarkets from Chicago to 
New England Page 67 
West Coast admen ponder the de- 
tails of running an agency at 
meeting 
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program for best efforts in in- 
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dustrial advertising ....Page 72 
Radio is not over-commercialized, 
RAB’s Kevin Sweeney tells Bos- 
ton broadcasters 


REGULAR FEATURES 


Advertising Market Place 
Chain Store Sales 
Coming Conventi 
Creative Man's Commer oo... cccccceseen 
Editorials 
Getting P ated 
Be ee a en 
Leoking at Retail Ads 
Obituaries 


On the Merchandising Front ..................06 
Photographic Review 80 
Rough Proofs 2 
Salesense in Ads 99 
Television Rati 104 
This Week in Washingten ............................58 
Voice of the Advertiser nr Pea 


¥e Jockey Briefs to Win by a Length 


dentals who got hold of a picture 
one time and managed to parlay 
it into a multi-million dollar indus- 
try. 

This has been the achievement 
of Coopers Inc., manufacturer of 
the world-famous Jockey knit 
brief shorts for men, whose de- 
velopment of the brief style in 
1934 gave rise to a knit brief un- 
derwear industry that now fills 
about 50% of the two-piece men’s 
underwear market. 

And it all started with a photo 
of a man sunbathing on the French 
Riviera clad in a 1934 male version 


MOTIVATED—The style and travel 

theme, suggested to Coopers by 

motivation research, is reflected in 

this b&w ad slated to appear in the 
June 25 Life. 


of a Bikini. The idea for the knit 
brief that sprang from this picture 
not only saved Coopers from going 
under in the dark days of 1934, but 
launched the company into a pro- 
duction field which, through some 
impressive pioneering merchandis- 
|ing work, has made Coopers today 
“the largest single producer of 
quality knit briefs in the country.” 


® Celebrating its 80th anniversary 
this year, Coopers now has three 
manufacturing plants in the South 
in addition to its home plant in 
Kenosha. Overseas, Jockey shorts 
now are being produced in 15 
|countries, where licensed manu- 


(Continued on Page 116) 


TPA’s Sillerman Tells 
‘How Films Outdrew 
Live Network Shows 


CuicaGco, April 18—For the 
first time at an NARTB conven- 
tion, tv film this year was recog- 
nized with a spot of its own on 
the program. 

A panel discussion featured two 
telecasters and two syndicators 
and would have had questions 


NARTB Meeting 
—Television Film— 


from the floor except for a jammed 
up schedule. 

The growing importance of the 
tv film business was dramatically 
pointed up by Michael M. Siller- 
man, vp of Television Programs 
of America. Mr. Sillerman reported 
that Hollywood is now producing 
almost four times as much film 
for tv as it does for theatrical re- 
lease. 

He added that film now provide: 
more than half of the tv program- 
ming seen in the U.S. and that nv 
fewer than six of the Nielsen t\)) 


What They're Saying 


(Continued on Page 48) 
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The NEWS of the ROCKIES 


Denver radio-TV set dealers placed 
67.7% of their linage and 59.9% of 
their dollars in the Rocky Mountain 
News in 1955. 


(Media Records) 


No. 60 of a series 


Color TV Men 
Say It's Easy, 
But Costs More 


| CuHicaco, April 18—Color tele- 
|vision provided one of the live- 
liest sessions at the NARTB meet- 
| ing. 

The cast included four “pio- 
|neer’’ color station operators. Their 
views ranged from “full speed 
ahead on color” to “today is not 
the time for another false color 


NARTB Meeting 
—Color Television— 
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| start.” The station men also were 

at odds as to how difficult it is to 
| operate in color effectively and as 
| to how tint tv should be priced. 


On the last point, Robert D. 
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Instant Coffee goes {ast...in lowa! 


THE DES MOINES 
REGISTER anv TRIBUNE 


An“‘A’’ schedule newspaper in an “‘A-I’’ market! 


Gardner Cowles, President 
REPRESENTED BY 


Scolare, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—Los Angeles and San Francisco 


Whether they take it black or use cream and 
sugar, lowans are definitely drinking more 
instant coffee than ever before. What's more, 
our BRAND INVENTORY* shows one 
brand, not in the market in previous years, 
has suddenly corralled a big chunk of con- 
sumer sales. And one of the regulars has 
chalked up a sizable increase, too. 


Evidently there's plenty of room for brand 
promotion in this market where instant coffee 
use went from 32.8% in 1953 to 53.6% in 
54. And what better way to do the job, than 
in the more-than-500,000-circulation Des 
Moines Sunday Register...the one medium 
covering cities, towns, villages, farms—in 
fact, the entire state of lowa! 


*WHAT BRAND INVENTORY? Why, the 
accurate, factual, and mighty revealing 
BRAND INVENTORY IN THE HOMES 
OF IOWA SUBSCRIBERS to The Des 
Moines Sunday Register! Get your personal 
copy by simply writing us on your company 
letterhead. 


Swezey, of WDSU-TV, New Or-| ing all its live local shows in color. 
leans, urged stations to charge for 


color as an improved service 
from the beginning. “Let’s don’t 
kid ourselves. If we give some- 
thing away now, it will be very 
difficult to sell it later,” he as- 
serted. 

“Of course, if we dog it—just 


add a little tint here and there to) 


b&w—it’s not worth anything,” he 
continued. “But if color is handled 
the way it should be, it is worth an 
increased rate.” 


® Mr. Swezey said WDSU-TV has 
set up a tentative local color rate 
card which adds 10% to time 
charges for slide, film or live 
shows. For live shows, studio 
charges are 50% more than b&w. 
The advertiser also is charged for 
all out-of-pocket costs. 


“You should not oversimplify | doesn’t intend to until it can of- 
this matter; color is difficult, and | fer viewers a balanced and fairly 
it’s quite expensive,” he asserted. | ful] schedule. 

“We produce local shows from | 
|time to time, but they are special false starts and we don’t want to 
‘shows that we work on a great contribute to another one,” he said. 


| deal. ~ 


a The opposite point of view on|said WBTV has found that color 
several of these points was voiced| costs are pretty much like those of 
‘by Harold Hough of WBAP-TV,| b&w, multiplied by three. This 
Fort Worth, which has a record|formula does not hold in every 
‘of eight or nine hours a week of|case; maintenance, for example, 
\live studio colorcasts stretching | generally running about twice as 


back nearly two years. 
“During this experimental time 


we have produced almost every| Bristol-Myers Names 
kind of show,” Mr. Hough said.| Van Nostrand, Cookson 
| Richard K. Van Nostrand, for- 


“We have found that it is easy 


to create stage settings which will| merly advertising manager, has 
| been named assistant advertising 


show up well. 

“All we have to do is paint them 
correctly and that’s not much of a 
problem ...It requires five times 
the lighting of ordinary black and 
white, but it does not require any 


jextra staff and there isn’t much 


mystery about it.” 

Mr. Hough said camera tubes 
cost more—$5,100 for color, as 
compared to $1,200 to load a b&w 


camera—and that a longer warm-| 


up and camera adjustment period 
is required for color. 

The Texas telecaster advocated 
that rate adjustment for color be 
deferred until a station can offer 
its sponsors 5% to 10% saturation 
of the local tv market. 


= Most bullish on tint tv was 
Jules Herbuveaux of WNBQ, Chi- 
cago, which this week started air- 


Advertising Age, April 23, 1956 


Mr. Herbuveaux reported that 
this conversion was accomplished 
with relative ease. He said settings 
for color are costing less and that 
“we haven’t changed our format, 
audience or clients.” Lots of addi- 
tional lighting is required, but no 
additional personnel, except one 
technician to each crew of engi- 
neers and a makeup artist once in 
a while, he stated. 


s A telecaster who is easing into 
color is Thomas Howard, of WBTV, 
Charlotte, though the North Caro- 
lina station is fully equipped for 
color and could convert to a full 
color schedule on ten days’ notice. 

WBTV is carrying CBS’ tint 
shows, plus a little local color film 
and two half-hour live color tele- 
casts a week. Mr. Howard said the 
station has not indulged in any 
sustained promotion of color and 


“Color tv has been plagued by 


| 


On the business of how much 
‘color costs a station, Mr. Howard 


much as for b&w, he said. 


R. Van Nostrand John R. Cookson 
director of the Bristol-Myers prod- 
ucts division, New York. 

John R. Cookson, formerly as- 
sistant to the research director of 
Vick Chemical Co., has joined the 
division as advertising manager for 
Minit-Rub, Mum Mist and Am- 


! 


mends powder. 


(ADVERTISEMENT) 


The man from Cunningham & Walsh 


... stacking frozen food 


Meet Jack Williams, a vice 
president and director of our 
advertising agency. As you see, 
he is working in a grocery. 

Unusual? Not for us! For 
what Mr. Williams is doing here 
is repeated almost every week of 
the year ... in department stores, 
gasoline stations, supermarkets. 


It’s a fixed policy of our agency 


Thited Press photo 


for our writers, art directors, 
executive and account people to 
work at the point of sale one 
week a year. 

It may take some pep out of us, 
but it puts more selling pep into 
our advertising. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 
MUrray Hill 3-4900. 
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pray for rain, 


stand under 


the BIG cloud 


If youre gonna 


TOTAL CIRCULATION 

Circulation Source: 

THIS WEEK — combined ABC averages ended 9/30/55 for 36 newspapers 
Other magazines — ABC average ended 12/31/55 

LIFE — circulation base 


this Week 


MAGAZINE 


AMERICA’S LARGEST FAMILY MAGAZINE 
READ BY 11,000,000 Famities Every SUNDAY 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,145,777 5,600,000 4,764,879 4,061,572 3,776,538 


SHARES THE POWER AND PRESTIGE OF THESE 36 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 
Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 


The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 


New Orleans Times-Picayune-States - New York Herald Tribune + Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 
Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 


The Spokane Spokesman-Review - The Syracuse Post-Standard* - The Washington Sunday Star - The Wichita Sunday Eagle Effective July 1, 1966 


‘The written message is the one that LIVES 
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$340,354,161 


° 


Rect See ie $106,449,630—38% Gain 
Dept. Store ane ae 17,813,361—22% Gain 
Home Appliances _. 2,639,319—18% Gain 


-— * Source: Sales Management 


Michigan Dept. of Reve- 
nue reports show Lan- 
sing retail sales up 14% 
in 1955. 


Population 
Retail Sales 


LANSING 


MICHIGAN 


~ _. Capital City — 
- ef Michigan - 


FOR COMPLETE RETAIL SALES REPORT WRITE: R. J. Bowerman, Gen, Adv. Mor. 


_ THE STATE JOURNAL | 
Member of Federated Publications _ 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


(Continued from Page 3) 

was operating in a vacuum” since 
“20 of the 35 brands were not 
using newspapers” and were there- 
fore not “well advertised in other 
media” is met by NBC with the 
remark: “Isn’t this a bit presump- 
tive? Are newspapers to be consid- 
ered the only ‘other media’ besides 
tv? In actual fact, these brands 
were well advertised in other me- 
dia.” 


= Nor are the results of the study 
attributable to deal activity, as the 
Tribune says, NBC insists. “Un- 
fortunately for the Tribune’s point, 
|deals seem to make little difference 
lin this study. Brands with no 
deals gained about as much (29%) 
as brands which increased their 
deal activity (30%).” 

As to whether gains shown in 
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Advertising Age, April 23, 1956 


‘Chicago Tribune’ Had ‘Wrong Facts’ in 
Criticism of Fort Wayne Study, NBC Says 


the study could be due to the fact 
that some brands maintained or 
increased their newspaper linage 
purchases, NBC replies, “The 
brands which maintained or in- 
creased their newspaper schedules 
showed only a 22% buying-in- 
crease among the set-buyers, while 
the brands which decreased or 
eliminated newspapers gained 
26%.” 

The Tribune also charged that 
“of the nine non-tv brands that 
slipped in brand preference, eight 
were not, as the study implies, well 
advertised in other media.’”” NBC 
counters: “Again the Tribune has 
its facts wrong. All but one of 
these brands were advertised in 
other media, and all but two were 
advertised in more than one other 
medium. Eight of the nine were 
using magazines and six, radio.” 


s “At several points in its analy- 
sis,” NBC says, touching on the last 
point of criticism, “the Tribune 
implies that newspapers, rather 
than television, may well have 
been responsible for the buying 
increases observed for tv brands. 
“If the newspaper influence is 
indeed responsible, then brands 
which were using newspapers in 
addition to tv in the post-tv period 
should show greater gains than 
brands using tv without newspaper 
support. To test this hypothesis 
systematically, we divided all 24 
brands on which we had purchase 
information in two groups. Both 
used tv, but one group also used 
newspapers; the other did not. Half 
the brands fell into each group. 
“The brands using tv plus news- 
papers showed an increase of 23% 
among the set-buyers. The brands 
using tv without newspapers in- 
creased 42%. It seems doubtful 
that the results of this study can be 
written off as being due to newspa- 


” 
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‘Aristocrat Is 
Foremost Now,’ 
Say New-Name Ads 


( Continued from Page 3) 
advertising breaks April 26, and 
Delaware, Philadelphia and New 
Jersey ads start May 10. 

Timed to coincide with target 
dates in each area are new point 
of sale aids, flavor boards, stream- 
ers, signs, etc. 

Ads will include b&w pages and 
four-color pages in this city, Lan- 
caster and Harrisburg. This will be 
followed up with other large-space 
ads. 

The second half of the campaign 
is designed to establish brand 
preference for Foremost. With 
stress on the teen market, the 
theme will be: “The Dreamiest Ice 
Cream in Town.” The slogan for 
both phases will be: “The Great 
New Taste in Ice Cream.” 

Philadelphia Dairy Products be- 
came a subsidiary of Foremost last 
fall. 

Bauer & Tripp, Philadelphia, is 
the agency. 


Does It Make Coffee? 

A super-deluxe coffeemaker— 
solid gold, studded with diamonds 
and rubies and worth $50,000— 
—marks manufacture of the 15th 
million Universal coffeemaker pro- 
duced by Landers, Frary & Clark, 
New Britain, Conn. Unveiling of 
“the world’s most expensive coffee- 
maker” will take place on the 
Coffeematic production line of the 
114-year-old manufacturing com- 
pany on April 26. Thereafter the 
pot will be shown on the NBC 
“Home” show on April 30, and on 
the next day will begin a tour of 


department stores in metropolitan 
areas across the country. 
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Eastern Office: 110 E. 42nd St., New York 17 e Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
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The Detroit News 


DMB—DETROIT MEANS BUSINESS! 
And business means THE 
NEWS — Detroit’s HOME 
newspaper. The News has the 
largest ABC-recognized home- 
delivered circulation of any 
newspaper in the nation, and 
the largest total and trading 
area circulation of all Michi- 
gan newspapers. 


Because it produces RESULTS, The 
Detroit News carries TWICE 
AS MUCH ADVERTISING 
LINAGE AS EITHER OF 
THE OTHER TWO DETROIT 
NEWSPAPERS! 


Largest Weekday and Sunday Circulation of all 
Michigan Newspapers (ABC 9-30-55) 
Weekday 452,721—Sunday 557,740 


THE HOME NEWSPAPER 
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Merger Trend, 
Private Labels 
Threaten BNF 


(Continued from Page 1) 
in 73,000 vehicles, and, he said, he 
feels confident that radio and tv 
participation can be measured. 


® Seymour Preston, of Arndt, 
Preston, Chapin, Lamb & Keen, the 
agency handling, for the second 
year, the retail relations end of 
the drive, showed business paper 
advertising and posters for Brand 
Names Week which appeared in 
100,000 windows. He reported “tre- 
mendous” retailer participation. 

Later, BNF awarded plaques to 
H. M. Dancer, chairman of D-F-S, 
and John F. Arndt, president of 
Arndt, Preston. 

In addition, BNF: 


e Gave plaques to 25 Retailers of 
the Year, and certificates to 96 
runners-up. 

e@ Reelected Mr. Taylor, who is vp 
of Motorola, as chairman; and 
John H. Breck, exec vp of John 
H. Breck Inc., and Robert E. Mac- 
Neal, president of Curtis Publish- 
ing Co., as vice-chairmen. Thomas 
F. O’Neil, president of Mutual 
Broadcasting, was reelected chair- 
man of the executive committee, 
and Louis Hausman was reelected 
treasurer. Mr. Abt was reelected 
president. 


e Sent the winning retailers on a 
tour of Batten, Barton, Durstine & 
Osborn, Grey Advertising, Kenyon 
& Eckhardt and J. Walter Thomp- 
son Co., to a party by Life, a cock- 
tail party by newspaper publishers, 
a roof party and breakfast spon- 
sored by The Saturday Evening 
Post and the National Broadcast- 
ing Co. 


Parliament Cigaret 
Now Has New Box. 
Filter, Size, Price 


(Picture on Page 1) 

Provipence, April 19—Parlia- 
ment cigarets—with a new pack- 
age, price, filter, size and flavor— 
have been introduced here and in 
three other cities by Benson & 
Hedges, subsidiary of Philip Mor- 
ris Inc. 

Youngstown, Toledo and Roch- 
ester, N.Y., are the three other 
cities in which the new cigaret has 
been launched in a flip-top, crush- 
proof box similar to the one in 
which Marlboros were introduced 
by Philip Morris. The package is 
white, blue and gold with raised 
lettering outside and gold foil in- 
side. And the cigaret is “long-size,” 
slightly shorter than king-size. 


= The old-style distinctive Parlia- 
ment filter has been replaced with 
a conventional cigaret filter, ai- 
though the filter is slightly re- 
cessed. 

Large space ads are scheduled, 
under the theme, “The new Par- 
liament is here.” A sub-theme is: 
“So smart to smoke...and now 
just 2¢ more than regular filters.” 
Benton & Bowles, New York, is the 
agency. 

The company terms the present 
phase in the introduction of the 
new Parliament a “sales experi- 
ence market.” As with Marlboro 
and Philip Morris, the Parliament 
product and package have been 
pre-tested across the country and 
are being brought back to these 
markets to find out from smokers, 
in effect: Is this what you really 
wanted? 

This week, the company also 
launched its Philip Morris brand 
in a crush-proof box in California, 
Oregon and Nevada (AA, April 


16). 
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PLUG FOR PLUGS—Champion Spark Plug Co., Toledo, is using this 

spread as the opening gun in a campaign for its new Powerfire 

spark plug. This spread will appear in Life, Collier’s, The Saturday 

Evening Post and Look. The schedule calls for spreads in 27 maga- 

zines, followed by 96 pages in July and August. J. Walter Thompson 
Co. is the agency. 


Institutions‘ —Conover-Mast Trial Ends; 
Arguments on Briefs Scheduled for June 15 


Cuicaco, April 17—Judge Mich- 
ael L. Igoe today instructed attor- 
neys for Domestic Engineering Co. 
(Institutions) and Conover-Mast 
(Institutional Feeding & Housing) 
to file briefs of their cases by June 


Judge Igoe took the action at 
the close of the 11-day trial. Argu- 
ments on the briefs will be held 
June 15, after which Judge Igoe 
will hand down his decision. Do- 
mestic Engineering is suing C-M, 
charging unfair competition, and 
alleging that IF&H had infringed 
Institutions’ trademark and copied 
its style and editorial and adver- 
tising matter. An anti-trust charge 
against C-M was dropped by the 
plaintiffs last week (AA, April 
16). 


s Sheldon W. Sheetz, president of 
Ross Federal Research Corp., tes- 
tified that in a readership study 
conducted by his company for 
IF&H, 34% of the 1,110 persons 
who answered questionnaires said 
they were also readers of Institu- 
tions. 

Mr. Sheetz said that his compa- 
ny had nothing to do with the se- 
lection of returns showing read- 
ers of IF&H but not Institutions. 
This was done by C-M after his 
company returned the question- 
naires to C-M, he said. (Previous 
testimony brought out that C-M 
had compiled a list for selling 
purposes of certain persons who 
answered questionnaires and who 
were readers of IF&H but not In- 
stitutions.) 

Under cross-examination, Mr. 
Sheetz said Ross has taken reader- 
ship studies for other publications 
in which the stationery of the pub- 
lication was used rather than Ross 
stationery. 


s Stan M. Sargent, vp and direc- 
tor of readership studies of Daniel 
Starch & Staff, told the court that 
Starch studies of four issues of 
IF&H disclosed that 27% of the 
400 interviewed also read Institu- 
tions. The four issues were May, 
September and November, 1955, 
and February, 1956. 

C-M furnished Starch with lists 
of IF&H recipients in various 
cities but the Starch interviewer 
was free to choose any names on 
the list, he said. Many more names 
were furnished than were needed, 
he pointed out, since Starch uses 
only 100 interviews for any one 
study. 

Under cross-examination Mr. 
Sargent admitted that the first 
question interviewers asked in the 
IF&H study was did the inter- 
viewee read IF&H. If the person 
did not read IF&H, the interview 
was discontinued. Persons inter- 
viewed also were asked to leaf 
through issues of IF&H. Starch 
selected the 400 persons inter- 
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viewed from a list of 3,000-5,000, 
he estimated. Those interviewed 
also were asked what other pub- 
lications they read, he said. 


s George L. Milne, vp of Domestic 
Enginering, testified that it is the 
“usual policy” of Institutions to 
accept subscriptions for the mag- 
azine, regardless of who orders or 
pays for the publication. He said 


he did not remember a single in- | 


stance where a person who paid 
for Institutions was refused a sub- 
scription. 

C-M attorneys blasted a series 
of sales circulars which they 
claimed were issued by Insti- 
tutions. Mr. Milne admitted that 
one of them—which stated that 
“40,000 executives pay $4 to read 
Institutions”—was not entirely ac- 
curate. Mr. Milne denied writing 
or approving several promotion 
pieces produced in court by C-M. 

Following Mr. Milne’s testimony 
Casper W. Ooms, Institutions’ at- 
torney, announced that his client 
wished to drop any charge of un- 
fair competition based upon the 
use of the phrase, “Consult your 
advertising agency,” by C-M. 


Smith Leaves Publisher 
to Open Rep Office 

Fred W. Smith has resigned as a 
vp of Simmons-Boardman Pub- 
lishing Co., Chicago, to form his 
own publishers’ representative 
company in Birmingham, Ala. 
Among the business paper publish- 
ers whom Mr. Smith will repre- 
sent are Stanley Publications, pub- 
lisher of Transportation Supply 
News and Jobber Product News, 
as southeastern manager; Scranton 
Publishing Co. and Pit & Quarry 
Publications. 

Simmons-Boardman has named 
James W. Crossett to its sales 
staff, succeeding Mr. Smith. Mr. 
Crossett rejoins Simmons-Board- 
man, where he formerly was edi- 
tor of Railway Freight Traffic, 
from Vance Publishing Corp. 


Blair Adds 4 ABC Stations 

John Blair & Co. has been named 
to represent four ABC-owned sta- 
tions: WABC and WABC-TV in 
New York, and KGO and KGO- 
TV in San Francisco. The stations 
formerly were handled by Edward 
Petry & Co. Blair is also represent- 
ative for ABC’s WXYZ and 
WXYZ-TV in Detroit and WBKB, 
ABC’s television station in Chi- 
cago. 


Grayson Named Ad Director 
Robert A. Grayson has been ap- 
pointed advertising director of In- 
ternational Molded Plastics Co., 
Cleveland, maker of Brookpark 
plastic dinnerware. Mr. Grayson 
formerly was sales manager of 
Marblette Corp., New York. 


Rubel Sees Broader 
Agency Service and 
Larger Ad Budgets 


| Cuicaco, April 19—Advertising 
|is rapidly becoming the basic in- 
|gredient in the “sales mix”—the 
complex of marketing, selling and 
| promotional operations which re- 
| sults in sales—Ira Rubel, certified 
public accountant and consultant 
to agencies, told the Chicago Fed- 
erated Advertising Club today. 

“Few people, even among those 
in advertising, realize that we no 
longer live in the kind of economy 
in which the lowest priced prod- 
uct automatically makes the sale,” 
Mr. Rubel said. “Nor do we re- 
alize the enormous impact this 
fact has on advertising and adver- 
tising agencies.” 

The proportion of time, effort 
and expense devoted to advertis- 
ing must increase in such a society, 
he said, as advertising takes on 
more and more of the other func- 
tions which go to make up the 
total “sales mix.” And correspond- 
ingly, advertising agencies must 
refine and extend their services in 
order to serve the broader sales 
function called for by the times. 


# The anti-trust suit against ad- 
vertising organizations may be a 
sort of blessing in disguise, Mr. 
Rubel hinted, in focusing attention 
on the need for broader and more 
efficient service from agencies, 
and the corresponding need for 
providing more funds for creative 
services. 
An increase of 5% in budget, he 
|pointed out, if provided for crea- 
tive activities, would enable any 
agency to increase its creative ac- 
tivity on an account by 334%. 
Mr. Rubel also suggested that it 
was not completely impossible to 
make reasonable attempts to deter- 
mine how much should be budg- 
eted for advertising. Exact figures 
are probably hopeless, he said, but 
so are other figures, like charges 
for depreciation, which are used 
routinely in business budgeting. 


Congressmen Hear 
Burnett, Ellis Defend 


Postal Rate Boost 


(Continued from Page 1) 
the $9 billion advertising total— 
8%. He said that “8% of one-fifth 
of 1% is a small figure indeed.” 
He read a statement from Leo 
Burnett, chairman of Leo Burnett 
Co., Chicago, who said, “I sympa- 
thize with the problems of the 
magazine publishers, but also am 
interested in a more efficiently 
run government, and, therefore, 
support the administration’s pro- 
gram.” (Both Kudner and Burnett 
have done agency work for the Re- 
publican National Committee.) 


s Mr. Burnett asserted, “It is not 
conceivable to me that the pro- 
posed increases in the cost of de- 


and power of advertising so dis- 
tributed.” 

Two cabinet colleagues ap- 
peared in support of Mr. Summer- 
field. Commerce Secretary Sinclair 
Weeks said he is convinced that 
business favors the rate increases. 
He submitted a statement by the 
National Assn. of Manufacturers 
endorsing the rate bill and quoted 
from a “Pay-Its-Way Policy” state- 
ment adopted by the U.S. Chamber 
of Commerce three years ago. 

Treasury Secretary George 
Humphrey denied the rate in- 
creases would cut tax revenue, 
since postal rates are a business 
expense which business would pre- 
sumably recoup by raising prices. 
The Secretary warned that the 
$400,000,000 postal revenue repre- 
sents the entire surplus in the gov- 
ernment’s 1957 budget, and that 
sound fiscal policies will be un- 
dermined if the deficit continues. 
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livering mail could affect the scope 


Robert L. Moore 


Moore Heads Sales, 
Marketing Activity 
in BofA Realignment 


New York, April 19—The Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., today 
announced a realignment of its 
organizational structure. The move 
follows on the heels of the depar- 
ture from the bureau of John C. 
Ottinger Jr., who was assistant di- 
rector (AA, April 16). 

Harold S. Barnes, director, said 
the moves are aimed at closer co- 
ordination of sales and sales de- 
velopment activity. He said that all 
departments—except the business 
office—have been put under a di- 
rector of sales and marketing, a 
new post which will be filled by 
Robert L. Moore. 

Mr. Moore has been general 
sales manager and also director of 
national, chain and department 
store sales. 

Directing the sales departments, 
which include the national, chain 
and department store groups, will 
be Raymond B. Scott, who has the 
title of general sales manager. 


a Edward H. Burgeson, as direc- 
tor of sales development, will head 
the sales development section. This 
includes the promotion, market re- 
search and retail departments. 

Edward C. Raymond will con- 
tinue as business manager. Allen 
B. Sikes, as field secretary in the 
business office, will direct member 
relations, including newspaper as- 
sociation contact and speaking en- 
gagements. Continuing as promo- 
tion director is Edward A. Falasca. 

Charles Hildner is moving from 
Chicago to New York to succeed 
Mr. Scott as head of chain and de- 
partment store sales. Robert R. 
Van Slambrouck succeeds Mr. 
Burgeson as head of the retail de- 
partment. 

BofA also has appointed Rich- 
ard Parent, formerly with Hearst 
Advertising Service, an account 
executive in its Los Angeles office. 
This marks the first expansion of 
the Southern California office since 
its opening last March. 


Atkinson Leaves Agency 

Grant Atkinson, for the past 
two years director of tv and radio 
of the Chicago office of Campbell- 
Mithun, has resigned. He has not 
announced his future plans. Prior 
to joining Campbell-Mithun in 
1954, Mr. Atkinson had been with 
Kling Film Studios. 


Traffic Service Names Gay 
Harry L. Gay has been ap- 
pointed manager of the special 
service department of Traffic 
Service Corp., Washington pub- 
lisher. He succeeds R. R. Lethem, 
who has retired. Mr. Gay has 
been with the company since 1935. 


Mitchell Leaves ‘Redbook’ 

G. L. J. (Jerry) Mitchell, west- 
ern manager of Redbook for the 
past four years, has resigned. He 
has not yet announced his future 
plans, and Redbook has not yet 
appointed his successor. 
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*POPULATION JULY 1, 1955, 
METROPOLITAN, 
OAKLAND — 


(ALAMEDA COUNTY) 


852,700 
“METROPOLITAN _ 
SAN FRANCISCO 


(S$. F. COUNTY) 


* 
alifornia State Department of Finance 


Largest Population Center 
in Northern California 


covered only by the OAKLAND TRIBUNE 


METROPOLITAN OAKLAND: (Alameda County), with a popula- 
tion increase of 15% since 1950, now leads Metropolitan San Francisco 
(San Francisco County) by more than 57,000 . . . and this is only the 
beginning. Here’s Why: 


® Strategic mainland location . . . with ample room for expan- 
sion (733 square miles) . 


® Transportation hub of the west. . . by rail, truck, sea and air. 


® Ideal climate for industry and living (Average temperature: 
Summer 62.3, Winter 50.6) . 


Reach the thousands of able-to-buy families in this great and grow- 
ing market through the newspaper they read. 


Greatest home delivered circulation in Northern California! 
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CIRCULATION (A.B.C.) SEPT. 30, 1955...DAILY, 196,044 SUNDAY, 215,600 
CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVES INCLUDING SUNDAY MAGAZINE SECTION 
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Another true-to-life story about some make-believe characters 


What made the shingle man 
hit the roof 


in Chicago? 


i once was a man in our town and he was solemn and sad. -= 


He wasn’t hitting the roof in Chicago. If you were a shingle man as he was, you’d be sorrowful, too. 


Like other roofing material manufacturers, our hero (we’ll call him Samson), 


to the building trade, with a 


- 


relied on advertising specifically directed 


once-over-lightly in national magazines. But the program wasn’t paying off in Chicago. 


So here’s where Joe came in. 


Now Joe was a man from the Chicago Tribune advertising department who specialized 
“A 


They can dress up a house or allow the owner to express his own personality 


in terms of design, color, etc. So instead of telling the builder just to put on any 


roof, most homeowners today are interested in specifying the color and style of roof they’d 


eS 


prefer. So why wouldn’t it make good sense for Samson to talk to home-owners and buyers direct? 


‘ Thig 
<= And the best way to do this is through color pages Z in the Chicago : 
aa 2 

- —— } 


bi Tribune Magazine, a homey kind of medium specially edited to interest home-living and -loving 
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It took real courage to break with tradition and dive into a consumer medium. But Samson 


crossed his fingers, held his breath and took the plunge. 


= 4 =) 
How did he come out? You guessed it. Right on top. Home-buyers ee es 
~s 


became brand conscious of roofs and Samson Shingles became an important sales point 


4 


for merchant builders. Re-roofers 


TVR 


for older houses. And as a direct result of all this action and reaction, dealers began to 


also found it easier to sell Samson Roofs 


stock bigger and bigger supplies of Samson Shingles. 


And there sat Samson. On top of the world—or that special part of it that is 


f 


Sf” 


known as Chicago. — 


Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to find out facts that vitally 


¥ Si rq); MILK 
affect your Chicago sales. It knows who your best customers are, oe Hy ry 
nSa2 am cf - 


where they live and shop, why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the 206 Chicagoland counties are big—valued 
at $17.8 billion. And the best way to sell this market is through the Tribune. Does advertising in 


the Tribune pay? ling ¢ Ss 


Goodyear Tire & Rubber, Great Northern Railway. 


Just ask advertisers like Berry Tours, Kerman’s, 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune 
(Cy 

in Chicago is just like picking posies in the spring. ASE + Almost everybody does it. 
Everybody feels its impact. Practically 7 out of 10 families sie the Chicago metropolitan area 
read the Tribune—almost half of all the families in 839 midwest towns read it. (Only 
1 out of 9 families in metropolitan Chicago tunes in on an average evening TV show—and 
national magazines reach only a fraction of the families reached by the Chicago Tribune.) 

So if you want to know something about Chicago, call in a 

joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Crib une 


THE WORLD’S GREATEST NEWSPAPER 
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The Rotten Apple Problem 


At the meeting of the National Assn. of Radio and Television 
Broadcasters last week, there was considerable comment about a 
piece ADVERTISING AGE printed a month or so ago, dealing with sell- 
ing of films for television. 

Victor Fabian, media director of C. Wendel Muench & Co., related 
some pretty hair-raising experiences about the variety of prices you 
can get when you try to buy films for television, and some of the 
other difficulties which pop up because of the wheeling and dealing 
which goes on in certain areas in this business. 

At the NARTB meeting, the point was made that the experiences 
he related have some basis, but that they are by no means “typical” 
of a business which, on the whole, is well and decently operated. 

We agree. But we also believe that in this area—and too often in 
dealings with a fringe group of radio and television stations also— 
buyers encounter practices which place the whole medium in disre- 
pute. We have heard enough stories of stations undercutting each 
other—and even of trying to cut their own representatives out of a 
sale—to know that the practice exists, and to a far greater extent 
than is the case with other media. 

Why this is so is difficult to say. But the buyer who can make a 
“deal” with a reputable magazine or newspaper publisher is a rare 
bird indeed, whereas the buyer who does not believe he has made 
some pretty sharp deals in the radio or television business probably 
does not exist. The answer probably lies in the much larger area for 
discussion and dealing which exists in the broadcast medium. 

Whatever the reasons, it is clear that broadcasting cannot support 
a fringe of wheelers and dealers and shoddy operators without hurt- 
ing the whole medium. And the greatest problem of all is the fact 
that the existence of such practices makes everyone in the business 
uneasy and uncertain. Each individual buyer is forced to bargain 
like mad merely to make certain that he is not being played for a 
sucker; and yet, no matter how enticing his deal seems when he pulls 
a smart one, he has the gnawing suspicion that some one else has 
done better, or shortly will do better. 

Exactly how the problem can be solved is not easy to determine. 
But it is clear that the greatest possible publicity and frankness will 
help. The more the deals are discussed and known, the greater the 
likelihood that they will eventually disappear because they don’t 
make any sense to anyone, and in the long run they hurt buyer and 
seller alike. 


Additional Helpful Figures 


We are pleased to see the statistics of the advertising business de- 
veioping to the point where it is becoming possible to tell what the 
score is without having to do a considerable amount of research and 
guessing. 

A couple of years ago Associated Business Publications made a con- 
tribution in this area by developing figures showing the expenditures 
of leading individual advertisers in business publications. Last year 
Outdoor Advertising Inc. released figures on leading individual users 
of outdoor advertising, for the first time. And now the Television 
Bureau of Advertising has come up with the first comprehensive re- 
port on individual users of sput telecasting. 

Some people still think these figures should be kept a deep, dark 
secret. And we might agree with them—if it were possible to keep 
the figures secret. Advertising, however, is seldom done secretly, and 
it is therefore always possible for an interested party (usually a com- 
petitor) to get a pretty good pitch on what is being spent. 

Under these circumstances, there is a great deal of value to having 
the figures gathered or audited by an independent source, and being 
made available to all. And this is particularly true of spot broadcast 
figures. We hope TvB will cont. nue to release them. 
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—John Evans, John Evans Advertising, Chicago. 
“He said if production doesn’t pick up soon in his plant he’s going 
to put in animation.” 


What They’re Saying 


The Adman’‘s Malady Is | breathe hard. 
A Disease of Distinction | The characteristic feature of 
This curious malady has become hard-sell is not its selection of 
a matter of pride because it at- | talking points (which soft-sell can 
tacks the kind of man mother | do just as judiciously). It is a mat- 
thinks she wants you to be: con-|ter of loudness and rudeness. The 
scientious, ambitious, energetic, | hard-sell apologists seem to think 
self-reliant—in short, a success. | that people won’t buy anything un- 
According to students of the hu-| less you shout at them. I don’t 
man constitution, the “ulcer type” | agree. 
even has the body build of a oll Good manners are perfectly con- 
of distinction. He is a long, lean, | sistent with good selling. People 
jut-jawed, strong, silent fellow|seldom are moved by an ad that 
whose main exercise consists in|lacks the quality of natural cour- 
thrashing around thoughtfully in | tesy. Its tone of voice may be com- 
his sleep. | RES or ingratiating, it may be 
Doctors, lawyers, executives, ad-| thoughtful or merry; it may wear 
vertising men and diplomats have |its heart on its sleeve or its tongue 
more than their share of ulcers.|in its cheek; but it must not be 
Chinese coolies, Latin American | disagreeable or sullen. 
Indians, primitives, farmers and | Pag be may a re 
mental defectives have less than| ing ; 
their share. The Army is worried 
because officers—and the most | Definition—by ‘Time’ 
valuable ones at that—have ulcers | U. S. Trustbuster Stanley N. 
almost twice as frequently as eN~ | Barnes prefers to win his victories 
listed men. Even the engineers over business monopolies by the 
with hairy ears suffer. The Life | polite method of the consent de- 
Extension Examiners are frequent- | opo¢ + 
ly retained to give gastrointestinal, jp effect, a legal document un- 
examinations to weed out the| der which the accused company 
ulcer-apt from those who apply|stoutly denies that it has really 
for overseas construction jobs. For | gone anything wrong—but agrees 
some reason, these hardy adven- to mend its ways. 
turers are more prone than stay- —Time magazine, April 9 issue. 


at-homes. 


—From “The Pridefui Ulcer” by Car- 
oline Bird in the May Esquire. 


Shouts Don’t Help Selling 

... Unpretty ads don’t necessar- 
ily sell. Soft-sell, likable-sell, fre- 
quently sells harder. 

You hear it said that hard-sell 
ads radiate a sense of urgency. I 
often feel they radiate a sense of 
desperation instead—the advertis- 


Boxes and Buttons 

Today our kids do not eat ce- 
reals because they contain vita- 
mins, minerals of health-building 
qualities, but because each box 
contains a button gadget or cou- 
pon, making each kid a member of 
the space patrol, a jet squadron or 
a backwoodsman. 

—John P. Cunningham, president, 


Cunningham & Walsh, speaking at the 
Premium Advertising Assn. in Chi- 


er’s desperation to sell his | 


They don’t sell hard; they merely cago. 


Advertising Age, April 23, 1956 


Rough Proofs | 


“FC&B studies costs, alerts all 
its clients,” headlines the world’s 
greatest advertising journal. 

The clients may be alerted to 
the idea that in some cases 15% 
isn’t enough. 


Tv producers who have been 
struggling with temperamental 
performers and union rules and 
regulations can really appreciate 
what it means to have award win- 
ners like Lassie on the payroll. 


Maybe the way to popularize 
color television is to persuade the 
baseball magnates to dress their 
players in more exciting shades 
than white or gray. 


Hint to advertising executive on 
the way up: Don’t send a 10-year- 
old photograph with the news re- 
lease of your appointment to that 
big new job. 


“If I were a candidate today,” 
asserts Bill Benton, “I would far 
rather have Harry Truman as my 
adviser than Batten, Barton, Dur- 
stine & Osborn.” 

With HST, there would be just 
one piece of advice: Give ’em hell. 


“There are more than 11,800,000 
married women working in the 
U. S.,” reports Life. 

This figure includes only the 
married women who get paid for 
working. 


Lionel Wiggam says he can earn 
more in a day of modeling than a 
magazine would pay him for a 
story it takes five weeks to write. 

Good models must be a lot scarc- 
er than short story writers. 


Fire Chief, a home fire extin- 
guisher which is soon to be adver- 
tised via radio and television, is 
the product of the Marlowe Chem- 
ical Co., not the Texas Co. 


A specialty manufacturer look- 
ing for a salesman warns, “You 
have to know when to stop talking 
and let the buyer say a word, too.” 

Salesmen who don’t know never 
find out why they lost the order. 


Sports Afield talks about the 
outdoorsman who pays $20 a lb. for 
pheasant. That’s nothing to what 
fishermen pay for the big ones that 
get away. 


Susie the sociable secretary says 
she’s so confused now she can’t tell 
the difference between de-inter- 
mixture and desegregation. 


Nestle’s report that coffee is 
rapidly catching on as Canada’s 
favorite beverage will not, it is 
hoped, weaken the ties that bind 
it to the tea drinkers in the old 
country. 


After Ken Venturi apologized for 
the “impulsive remarks” he made 
following the Masters’ tournament, 
he was easily able to understand 
why business men employ public 
relations counselors. 

Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspapers Sales Power 


TOTAL NATIONAL ADVERTISING 


P? GENERAL * AUTOMOTIVE * FINANCIAL 


How do 


national 
1 advertisers 
} rank 


Er Be = 


8,200,000 lines 7,500,000 lines 


Philadelphia swe ace | 


—— 


In 1955, The Inquirer published the largest volume of national 


) advertising ever carried by any newspaper in the history of 
Philadelphia—8,200,000 lines . . . a gain of 800,000 lines over 
+ 1954...a leadership of 700,000 lines over the 2nd newspaper. 


1955 marked the 6th consecutive year that national advertisers 
i have made The Inquirer their first choice for sales in Delaware 
q Valley, U.S.A. 


First in National Advertising 


Che Philadelphia Prguirer 


First in Retail Advertising Constructively Serving Delaware Valley, U.S.A. 


First in Classified Advertising Raat Abani teadiidiitinn 
7 NEW YORK—ROBERT T. DEVLIN, JR, 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 


DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 


First in TOTAL Advertising 
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In WICHITA, Kansas 

Hillside Appliance Store shows “how to do it” 
with Wichita Eagle advertising. Volume under 
$10,000 in 1953 grew to $%-million in 1955. 
Floor space from 600 square feet, to 4200. Ad 
budget from $250 to over $20,000! 


In WESTCHESTER COUNTY, New York 
$100,000 estate sold! Westchester Group News- 
papers advertisements consistently get results 
in top income area. Writes real estate broker 
Ruth B. Savage: “Our waterfront ad on ‘No 
Stop Signs’ did it . .. we sold a large waterfront 
estate .. . listed for $100,000.” 


In WAUKEGAN, Illinois 

Lanathan’s women’s specialty store, placed 
80% of their advertising budget in the Wauke- 
gan News-Sun. From 1954 thru 1955 volume 
doubled. Larry Turner, jovial owner, says, “We 
are still looking forward to further increases.” 


In WATERLOO, Iowa 

A suburban Waterloo appliance store literally 
started business from “scratch”. Through Cour- 
ier advertising, its business grew, enabling 
move to choice downtown location within two 
years, and with 200% business increase. An- 
other Courier success story. 


Checkout at Marsh Foodliner in Muncie, From 
one store in 1947 to 27 today! 


In VANCOUVER, British Columbia 

... as in any other sizable market, the success- 
ful growing retailers are those that use consist- 
ent newspaper advertising. Twenty-five years 
ago Wosk’s Ltd. commenced advertising with 
a 3-inch advertisement. Today they use over 
half a million lines per year and have four stores. 


In SOUTH BEND, Indiana 

Gilbert’s is one of America’s great advertising 
success stories. Paul D. Gilbert, owner, credits 
newspaper advertising in The South Bend Trib- 
une for the outstanding success of the men’s 
store. Gilbert’s is one of the 10 largest men’s 
clothing newspaper advertisers in the nation. 


In SHREVEPORT, Louisiana 

Family apparel store grows from 3rd place to 
top among five stores in same classification. 
During the 18-year period, over 90% of the 
store’s advertising budget used in The Shreve- 
port Times and Shreveport Journal. 
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In ST. PETERSBURG, Florida 

Bruce Haughton boosted a one-man power 
mower business from his backyard to a bonanza 
in just nine years! Sales up 1000%! Big modern 
building! Larger staff! How? Consistent adver- 
tising . . . consistent results . . . in the St. Peters- 
burg Times. 


KoolVent, a newspaper success, launched in 
the Pittsburgh Sun-Telegraph 


In ST. JOSEPH, Missouri 

Founded 90 years ago, Townsend & Wall, St. 
Joseph’s largest volume department store, has 
consistently spent over 90% of its advertising 
budget in the News-Press and Gazette. “News- 
papers are the action medium for us,” says 
Walter A. Bauer, general manager. 


‘§ wonderful wh 


In ROCHESTER, New York 
A consistent, year ’round advertiser in the 
Rochester Times-Union and Democrat and 
Chronicle required only one double-page spread 
in each newspaper to move more than $600,000 
worth of appliances in one week. 


In ROANOKE, Virginia 

“Newspaper advertising has played a vital part 
in our growth, and will continue to lead our 
future media planning,” says Robert L. Lynn, 
president of Heironimus of Roanoke, constant 
advertiser in The Times and The World-News 
—this month opening a great new store. 


Larry Turner, of Lanathan’s, Waukegan, 
Volume doubled 1954 thru 1955 


In PORTLAND, Oregon 

“Newspaper advertising is the life-blood of Fred 
Meyer, Inc.” So says Earle A. Chiles, president 
of the nationally known Fred Meyer stores, 
Portland’s biggest locally owned retail grocery 
business, and an Oregon Journal user. 


In PORTLAND, Maine 

From a one-inch ad in 1933 to full pages and in 
color in 1956. That’s the success story of Valles 
Steak House, the world’s largest—which bases 
its growth on linage in The Portland Press 
Herald-Evening Express. 


In PITTSBURGH, Pennsylvania 

KoolVent ventilated aluminum awnings pyra- 
mided a $5000 investment into a $50,000,000 
business through consistent use of sales-lead 
supplying coupon advertisements, initially in 
the Pittsburgh Sun-Telegraph. Now nationwide 
franchised, KoolVent uses newspapers! 


In PEORIA, Illinois 

428,608 lines of Journal Star advertising in 1955 
by department store 14% miles from loop is amaz- 
ing newspaper result story (10-year linage in- 
crease 182‘;). Rain or shine—coupons every 
Monday, double page every Wednesday, and 
fashion ads every Friday. 


In OKLAHOMA CITY, Oklahoma 
Maryland Club Coffee, within two years and 
despite intense competition, was able to climb 
up among the top sellers in this rich market. 
It has been a big and consistent advertiser in 
the Oklahoman and Times since the start. 


In OGDEN, Utah 

Conce tration of heavy newspaper advertising 
in Ogden Standard-Examiner during 1955 re- 
sulted in most active year in history for Federal 
Building & Loan. Savings jumped from $9,374,- 
ot to $11,558,000 and new accounts increased 
20%. 


t newsp 


In NEW YORK, New York 


A New York specialty shop began a series of 
small experimental ads in the Journal-Ameri- 
can five years ago, testing each ad for results. 
Response was increasing profitable. Shop now 
places % million lines in the Journal-American 
annually. 


ot 


Allan-Lewis in Bangor, Maine—in 8 eight years 
becomes one of largest in state 


In NEW ORLEANS, Louisiana 

Katz & Besthoff Drug Stores have grown from 
one to 19 stores, and have filled more than 10- 
million prescriptions over a half century and 
reached an annual volume near that—supported 
by large promotion in The Times Picayune 
States. Newspapers are K&B’s only medium! 


In MUNCIE, Indiana 

Ermal Marsh, president of Marsh Foodliners, 
says: “From the start, newspaper advertising 
has been the backbone of Marsh Foodliners 
growth and sales volume—95% of our ad budget 
goes to the Star and Press and other papers in 
eastern Indiana.” 


In MEMPHIS, Tennessee 

Using both Memphis newspapers, The Com- 
mercial Appeal and Memphis Press-Scimitar, 
as primary advertising media, a branch of one 
of the downtown department stores last year 
had to double floor space and add new —* 
ments. Second suburban branch due this fall. 


In LYNN, Massachusetts 

Durkee-Mower, Inc., persistent advertiser in 
The Daily Evening Item, has grown from a two- 
man kitchen enterprise to a $200,000 plant with 
30 employes, shipping marshmallow fluff to 
every state in 


the union. 
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In LUBBOCK, Texas 

Grocery Chain reports: “Our phenomenal 
growth in Lubbock and the Great South Plains 
of West Texas can in large measure be attrib- 
uted to our heavy advertising concentration in 
the Avalanche-Journal newspapers—our num- 
ber one medium.” 


_ 1, 


From an open-air shelter—Huntington’s new 
$500,000 B&B super market 


In LOWELL, Massachusetts 

Month by month, for 75 years, Talbot’s (Men’s) 
Clothing have placed dominant copy (including 
color) in the Lowell Sun. Continued success 
has resulted. Expansion after expansion has 
been necessary to handle Talbot’s volume. 


In LOUISVILLE, Kentucky 

Sales Furniture sent sales up during the Feb- 
ruary Downtown Louisville Day promotion. 
Advertising only in The Courier-Journal and 
The Louisville Times, Sales got results that 
matched largest days in 50 years of business. 


In HUNTINGTON, West Virginia 

From a small open-air shelter to a $500,000 
super market, largest independent in the Tri- 
State area, in 16 years—thanks to newspaper 
advertising. That’s the story of B&B Food Mar- 
ket from John Beckwith, owner. 


In HONOLULU, Hawaii 

Get a line on this: Val Super Market floundered 
expensively, unsuccessfully in miscellaneous 
media. Two years ago switched to Honolulu 
Star-Bulletin exclusively. Doubled volume, 
opened 2nd store, expects to double volume 
again. 


In GREENVILLE, Texas 


City’s biggest home builder used only The 
Banner to promote new subdivisions. Sold, then 
built for buyers, 35 new homes last half ’55, on 
way to sell 45 more this year. Credits Banner 
for “this very fine success!” 


In GREENVILLE, South Carolina 
Apparel shop owner says: “There’s no better 
medium of advertising than your local paper. I 
advertise regularly in The News & Piedmont. 
In six years I have doubled my advertising, and 
more than doubled my business.” 


In GREENSBORO, North Carolina 
Exclusive News-Record advertising enabled a 
local furniture store to register gains of 13% 
and 18% in 1954 and 1955. Inventory tripled in 
three years. In Greensboro retailers know 
News-Record advertising helps them grow! 


In GRAND JUNCTION, Colorado 
Juanita coal dealer: “When we started news- 
paper advertising we had two trucks doing 
$24,000 annually. Now we do $101,000 with 
eight trucks, hauling more of the highest price 
coal than any dealer in western Colorado.” 


In FORT SMITH, Arkansas 


A building materials and hardware store oper- 
ator began concentrating advertising in the 
Southwest American and Times Record 18 
months ago. Results—1955 biggest year in his- 
tory. Sales still climbing with first quarter 1956. 


In ELGIN, Illinois 

A Savings and Loan Association decided four 
years ago to concentrate its advertising in The 
Elgin Daily Courier-News. Result: Gross sav- 
ings in the association doubled since 1952. Total 
new accounts increased by 57% in 1955. 


In DUBUQUE, Iowa 

Hartig’s has grown from one small store to four 
super drug stores. “Our newspaper advertising 
has grown, too, and has contributed greatly to 
our success,” says Dave Hartig. “The Telegraph- 
H — really put over our 50th anniversary 
sale.” 


In DETROIT, Michigan 


Two jewelers (eastside Willens, westside Shif- 
rin) teamed up to advertise popular merchan- 
dise at fair prices in the morning Free Press. 
Ads consistently delivered sell-out results. Both 
stores grew successfully—with a big assist from 
the friendly Free Press. 


Walter A. Bauer tells how Townsend & Wall, 
St. Joseph, Mo., relies on newspapers 


In DAYTONA BEACH, Florida 

In August, 1955, a new Savings and Loan As- 
sociation opened. It began a systematic adver- 
tising campaign in Daytona Beach News-Jour- 
nal for savings accounts. In January, 1956 (five 
months) savings amounted to $1,133,733. 


é ial 


In CHICAGO, Illinois 

A Chicago furniture store explains its growth: 
“Our continuous program of advertising in the 
Chicago Daily News has made it possible to 
increase our floor area from 1200 to 10,000 
square feet within one year.” 


Heironimus of Roanoke'’s new $112 million 
store—newspapers called vital 


In BILOXI-GULFPORT, Mississippi 

A restaurant, in an out-of-the-way location, 
after six months of meager existence, agreed on 
a small daily advertisement in The Daily Her- 
ald. After just one week, volume rose 35%. 
Newspapers get action! 


apers do toa sales curve! 


In BECKLEY, West Virginia 


Alex George, of Georges Fashions, has built a 
growing, thriving business through advance 
planning and coordination of all phases of retail 
selling. He’s a consistent advertiser in the 
Beckley Post-Herald and Raleigh Register. 


In BATON ROUGE, Louisiana 

Upon assuming management of Olinde’s in 
1954, J. B. Olinde doubled newspaper alloca- 
tion, stressing furniture and appliances. From 
relatively small appliance-furniture operation, 
Olinde’s now one of three leading appliance 
dealers, among top five in furniture sales in city. 


In BANGOR, Maine 

In eight short years Alian-Lewis Co., men’s 
clothing firm, has grown from a small corner 
store to one of the largest and most modern in 
the state. The majority of their advertising 
budget has been concentrated in the Bangor 
Daily News. 


In ALLENTOWN, Pennsylvania 

Over $1-million increase annually for the last 
five years was shown by the Lehigh Valley 
Dairy largely through use of weekly advertise- 
ments in Call-Chronicle Newspapers. Adding 
color to the ads doubled increase last year! 


with The South Bend Tribune, investing $144,700 in 1955. 
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A plant can't : 
lift a pen! 


Look, Bill, you've got it all wrong if you think 
electronics is cn enormous industry. Automation ain't 
. . . TV would be twaddle . . . computers would be 
“capoof' without the energy and engineering brains 
of men! 


IRE always remembers the man! In a technical 
industry, only the engineer has the knowledge to 
buy, manage, produce and sell. The Institute of Radio 
Engineers is a membership organization that devotes 
itself to the men who do lift a pen! 


To SELL the radio-electronic industry, TELL the 
radio engineers. Your ad tells them in the magazine 
40,000 of them own, read and write—"Proceedings 
of the IRE.” 


Engineers are Educated to 
specify and buy 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the JRE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


21 Business Paper 


Editorial Staffers Win | 


ABP Neal Awards 


WASHINGTON, April 17—Jesse H. 
Neal editorial achievement awards 
were presented to 21 editorial staff 
members of nine business publica- 
tions here last week at a meeting of 
the National Conference of Busi- 
ness Paper Editors, editorial wing 
of Associated Business Publica- 
tions. 

Top award for an editorial series 
that contributed significantly to 
the field or industry served went 
to Douglas Haskell, editor, and 
Joseph C. Hazen Jr., managing 
editor, of Architectural Forum. 

For best reporting of a major 
event or project, two first prize 
awards were given. One went to 
Nucleonics staffers Jerome D. 
Luntz, editor; Thomas L. Cramer, 
Daniel I. Cooper and Raphael J. 
Jaffe, assistant editors; James J. 
Dutton, acting managing editor; 
Nancy P. Case, production editor; 
and Harry Phillips, art director. 

The other first prize went to 
Printers’ Ink staffers Harold E. 
Green, executive editor; Carroll J. 
Swan, managing editor; Nathan 
Kelne, senior associate editor, and 
Sarah Lee Gerrish, assistant edi- 
tor. 


Chatfield-Taylor to Vanity Fair 

Janet Chatfield-Taylor, former- 
ly a vp of Morey, Humm & 
Johnstone, has joined Vanity Fair 
Mills, New York, lingerie manu- 
facturer, as promotion and adver- 
tising director. 


NOW IS THE TIME 
TO BUY -AWA. 


Now is the time . . . because, by the time you get your Eastman color 
film commercials produced, and release prints delivered, motion pic- 
ture theatre attendance will be exceeding 70,000,000 people per week. 
Just imagine! You can reach a substantial part of that captive audi- 
ence of seventy million people a week with a made-to-order Eastman 


color film commercial. 


Remember, according to the Sindlinger Study of Motion Picture 
Audiences, approximately 60% are people between the ages of 15 


and 35 years, the spending years. 


Also, when you use MPA-Screen Broadcasts Advertising, you are 
in company with several of the Top 100 national advertisers, and, in 


addition, you get such advantages as... 


t. PROTECTION AGAINST COMPETITIVE ADVER- 
TISING. Only one advertiser for each product classi- 


fication in theatres selected. 


w 


theatre for a full week. 


3. FLEXIBILITY. You can use as little as one theatre 
a week or as many as 16,000 theatres a week. 

4. DRAMATIC USE OF COLOR. Made-to-order East- 
man color films can be produced in our modern air- 
conditioned studios, or in a studio of your choice. 

5. COVERAGE. A yearly cumulative audience that 
equals 90% of the persons in a community over 15 
years of age who are mentally and physically able to 


attend theatres. 


More information furnished on request 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


. MINIMUM COMPETITION FOR ATTENTION. There 
is a limit of 3 to 5 non-competing advertisers in a 


70 E. 45th St. 
New York, N. Y. 


Advertising Age, April 23, 1956 


Getting Personal 


Edward D. Clery, retiring as general manager of WIBG, Phila- 
delphia, after 25 years with the station, was honored at a testimoni- 
al luncheon at Philadelphia’s Warwick Hotel recently. Next on the 
agenda is an extended stay at Hollywood, Fla... 

Last month selected as one of greater Boston’s most outstanding 
young men of the year, Norman Knight, exec vp and general man- 
ager of the Yankee division of RKO Teleradio Pictures, has now 
been appointed to the business advisory committee of the new 
Boston College-Community Research Center... 

Peggy McCall, an account executive of Ellington & Co., New 
York, who after hours is Mrs. John Walsey, is the mother of a new 
daughter, Margaret Gordon Hall Walsey, born March 27... 

Cecil C. Agate, director of advertising, Sonotone Corp., has been 
elected president of the Military-Naval Club of New York... 

Pr man Henry Harris, who recently left DuFine-Kaufman to set 
up his own shop, is the father of his second child and first daughter, 
Susan Mindy... 


ALL THAT MONEY!—Checks totaling more than $5,000 are received by 
Donald Madick, a member of the Off-the-Street Club, as Chicago 
advertising people push their drive for $75,000 to replace burned- 
out clubhouse used by nearly 2,000 boys and girls. The Off-the- 
Street Club, a recreational and play center, is supported by the 
advertising fraternity of Chicago. Left to right are John V. Sand- 
berg, J. Walter Thompson Co., chairman of the fund-raising com- 
mittee; Helen Kellam, Industrial Bulletin, president of the Junior 
Women’s Advertising Club; Genevieve Raymond, Montgomery Ward 
& Co., president of the Women’s Advertising Club, and Gordon 
Taylor, Reincke, Meyer & Finn, vice-chairman of the fund-raising 
committee. 


Creighton University, Omaha, has awarded a citation of merit to 
former faculty member and graduate, Frank E. Pellegrin, partner 
and vp of H-R Representatives, New York... 

Wallace L. Shepardson, president of James Thomas Chirurg Co., 
Boston and New York agency, has been elected chairman of the 
New England council of the Four A’s. This 35-year-old agency 
president is one of the youngest admen to head the local council... 

Elisabeth Beckjorden, station network representative, has been 
named to the New York City committee on entertainment and 
programming for this year’s International Cadet Exchange program 
of the Civil Air Patrol... 

The address, “What Aviation Education Means to Me,” delivered 
by Arthur Godfrey, CBS radio and tv star, before The National Avi- 
ation Council in New York, has been read into the Congressional 
Record at the suggestion of Sen. Richard B. Russell (D., Ga.). Sen- 
ator Russell, in his recommendation, said: “Arthur Godfrey is 
known in every home in this country as a great figure in the enter- 
tainment field. It is not so widely known that Mr. Arthur Godfrey 
is a great expert in the field of aviation. He has not only flown 
practically every type of plane that has been in the air for the 
last 20 years, but he has made a study of aviation as related to the 
defense of the U. S.”... 

Janet Ross, radio personality celebrating her 25th year with 
KDKA, Pittsburgh, has been named “Advertising Woman of the 
Year” by the Pittsburgh Adclub... 

Broadcasters receiving 1955 Overseas Press Club Awards were 
John Daly, ABC vp and newsman, “for the best reporting originat- 
ing in the U. S. or United Nations on world affairs”; Edward R. 
Murrow, CBS reporter, “best television reporting of foreign affairs”; 
David Schoenbrun, CBS news correspondent in Paris, “best radio 
reporting from abroad”; and Eric Sevareid, chief CBS Washington 
news correspondent, “best radio interpretation of foreign affairs.”. . . 

Victor A. Bennett, president of the New York agency bearing his 
name, is in Great Britain this month on his regular spring business 
. Per 

Edward Tashjian, time buyer for Emil Mogul Co., is still passing 
out the Gold Label cigars (Mogul account) to announce the March 
31 arrival of daughter Andrea...Over at Transfilm Inc., Gary 
Haymes, laboratory expediter, is celebrating the birth of his new 
daughter, Ilene, April 4 in Brooklyn... 

“In recognition of his dramatic portrayal of the Naval service,” 
S. George Gallu, producer of “Navy Log,” has been appointed hon- 
orary admiral in the television industry by Charles S. Thomas, Sec- 
retary of the Navy... A September wedding is being planned by 
Mary Margaret Drew, librarian at Grey Advertising, New York, and 
Frederick George Weisser Jr... 

Frank V. Birch Sr., chairman of the board of Klau-Van Pietersom- 
Dunlap Inc., Milwaukee agency, has been elected president of the 
University of Wisconsin Foundation. Irwin Maier, publisher of the 
Milwaukee Journal, was named a vp of the foundation... 


—————— 


Dos as om er Pris OS git Sega oie al. wees Seely. aia Ry eg ag he ee —— ioe ae 
( ee: - - 
Be : 
Bahay 16 
bt ek PO 
de 
ee ae ig 
ae >| 
rae 
Ex i. 
ie 2 fj 
4 Cc 
oe | 
Aes | 
x | 
) 
Pt, a 
pe ‘ea 
ee p? 
na me . 
ie ' 
wfheg a 
a a2 i 
bes | i 
fe © | i) 
Ho »} 
male 
ae 
as 
4 : 
ig j 5 
rf: | 
Bi | 1 
ii = | \\ | 
Les 
ie ‘ } ee an : ie ; a ort: ee ' 
1 Bers! ae eee ae ch Be 55 oan a eee ae Z \ 
3 oe — ~~ a ee 
te ie | ? : Ls ee (ua q 
8 ¢ & ite a a : hes ae, a “4 ; 
ae | Ce 
ti if ‘ ; ee ASES ; ‘. ’ 
ae i a ’ 
Mine. fs . 4 2 — 
e a ; FE < 
Te : Ks eee : 7 eae ; ris 
he Pe cies eee } ‘" ee ~ is ‘a Pol \ 
a oe 4 ye Se 7 ae a ; ea ) a — “ie Ff af et Fu Saal * 
ogee te ° Sakae,” P . ‘: ‘= ez Be > Sain ia 
ie 404 a be ree em q a ‘ \Aa ‘ ‘a * ns tah 
sod Poet ae one a ee aie 
a ‘ Wager": 2 : 
anton | 
me 6a : 
2 SI 
~ ; 
a k 
Ws M 
hh a 
: y 
ie 
a 
~ ! 
Wee if 
& | 
Bias 
= 
aie | 
aan: 
tee ; 
B me, : 
Ps 
es Bd 
Be 
i 
| : : ee 
2 
fo ¢ 
5 a | 
BY | 
ee 
pm ee ‘ 
ie BO | 
= | 
= 
fi | 
ae | ‘ 
, | 
ae: 
ig 
er | 
4 E. a 
re 
tc e 
B | 
i ee 
2 i 
a a 
ok ft 
i 
Re if 
sa i 
o iq 
4 
> pes * ae eT i oe be, oY *. oF ames ia “ere. SEAT iO: Sg dias t nae ee eee : r i Bee s eage Ca yee sae — a ee pete. eed ' bea si ” re . . 
4 es: ~ 3 =. Biase . 


. 


ae 


S 


argest 


s 


rée 


NIC 
0 prove 


d's 
t 


RO 
d 


= 
LO 
= 


ELECT 
econ. 


eee all 
- ‘ 7 ’ : = < ov ie cS a i gs 
P cos eee wit a ee EW * a 22 
2 a Se ee cae oe eA " a el renee pp i e 
f a Poa er = Sa a an ee pe pe oy hae.” 
REC lentieersiee Man a it ae pi eae me eee tate He SS 
wae |. ae = a a <Ss ee 
‘ee soe he a — oe eS i oe (i; 2a eine It: 
os oe ys ee 7 as t. e i? ates a aoe oe ee 
oo. i pa iE ere aan Page 7 eee i a ae ee 
OS Se a De ae — Oe oe ... ae } a... a é : 
: Dye Bes ee esi . P eee iy Oe — eee es a = as es 85S Se » * 
*, Se ete | es. - ae a ea ae ee “—_ ~ ae i Faens ae ; a ag ae 
- Teas ae ahaa! ees = a ay eee bo ee 7 i, | eo oe See a ee tye, DoE 74; ee % wept r: 
by Lo ne sie = oe AGE Boe ie SS ee {= ae ies gee Se ore. we 
ge - Ags eae aaa ae ae = Fy = ee iY, pe i in ro AY 4 =e egies ad Ds Seay , 
} : ) a oe ai eee i eee 5 Bee {an (a % 
) 2 Polite (ae a Sa Ue: Si a ee - ae. Be eee a oe gat aa 
\ a ae ~ Ee bee = ue ae ees cont ee ac ee oe | Oe » Oe ee. pas cae ee Neo ael 
\ fie aie ; pee! aay for S aa s : ae re: Hay 7 Bo or aS. ba nace ae ae oe = ee ae z ae “ Peps re > 
3 er = ta 4 a a i SS ic cae 4 Se fie ase i as pa YA eS Ge ee ean ee apt Sed $ 
| 2 “Se ae ie ce, ee a es ae 4 "a A ri Bis ee tee Sones ees ae Le kor 
wed PO ati ee as ye Pe . Se = teil cle — —os- 3 ss g SC: Gee “ 7 oS AGES 
‘ de: aes ee ee. 4, ae eee aig s e Be a 2 SC —— | eke aS ze 2 #3 
= a . (aoe. ae ae = ay eee ty ee Se > -4 <a 
\ =f a —— — aa 7 eae = a td —— = ee a Rh shan oe,” on: ia ae id y ee ‘ei ay TA 
74. (ee Be = B 7 me +7 Pome ie oer) a e ee vie ef ee be ea Ps wt 
ce oe a oa ese im orgs ap eee ee a ee Ce oe y - 
Fe hates . a Boies ip a aS i” 6 oe 7 a 2 ang a é ; a Poe ae o> Sa fe tas. | 3 7 
\ oT Sarer ¥ — Ae i a a ce Ae “5 a irialaiaal . 
a eee the = ar a ck ae UES = Prothis =: 5 Le eae io ee ee ods ee 
} Ede oe ae ee ae Ree 3 =e ee NS Ee ee Pee Pale . A eee bohal &~ ees 
f fe eee aur Sa on an et ee * i. aN ae vies, ieee i Se in SS co Gee eer Bee ; ae we Bt 
i Be E Bie ha 9 ig Se ie va i eT a ae — eee Mt aed i oe Eee te ae eit ey Ha Pi 
ee ae i ae oe /  — on 2. ft os 2a ee 7) 
Ara ot oe re ot ee a 8 es oe ia pee: am ee (> ee | xt ° So ae oe Bt, Aah i i = ee 2 ee ae ee ae a> a y: 
in Spe cise fad, ee ita s a ee oe i eee oo Boe aS es [) a ee Bir fie 2 a 
ees fj tee Gee “hee s See Bry re cues in ea GS oe ee > Bag ct * ga MES Bi a ‘ot ¢ rag 
, re ie oe Oa ee a lit BS fe) et. ie. el eee Se tal ig) een = “ghee : ee eh 2 fe e ogy af = 
& Canty: Sie Sr ie ee  —- See th oA eee ae eae = one Ae ey a oe ieee, ke < Wr at ’ Mr he 
le 0 pe Fee Ue Ae A |. ee eee a See tt ae J ae 0 SP aioe ee 23 one ey et 2 ee: es Se AS ay: at ie ee 4 iy 
Z:_ = 5 acre nein: ae aes cn ae ee fe = sy gee oe ee oa as ea co) a ame tS tr i ae : eee ee pS a Ly, . 
: ee eee ye 2 ees a —— _ ae eRe ee Sd, ae ‘3 eae ee oe ee =P ae 2 Re 7 =. ae a PAS 
“ab ee heiase eee a ae aa a can , ee ae a pe aoe eae 22 tee ee os : a 
we ‘ oi ee» <i o hs 7 , = 2 ES aah. Ted i ee 5 2 7 [eo _ oe + i Se pat fy ee ae ee : » : dt 
h} ” eee ce ee | ae we eee <a eo ae oe eo “ae i -. co” 24 Ss oe 7 rhe 
1 es 5 Pi ae fos “eS i ee a  - ee ee ‘ x 2 f Meee , ee mee SS “es mae es ae . aan 
} i ae: ‘ead oe : rr A? 2 ee ee. | ie a = ‘eiten lem 4 woe ; aie 
i i) ee es apes ae a... i ary Ru ao ae ee ey ae es i ea 
: ee. pay ois ss : oe ¢ ee. tee tt <a ae >: Mieke i ae = hea ¥ 
a er i! s es ee : oT aa tee a a ey ty : 
ig 2 es i ae ao ee ee ee 2 a = , 
= . eee a me eee sire ‘i 4 > a ci, Oe 2 ie ao. ‘5 a if 
} - s pee.” (2a oy . ee. ea “pane a Lea ae ee Sr. ee ; 
: ee, Se ee ms: ae re ora 4 ~ eae ie ot (a pags, a eS aae ae 
f "i: an a ee Sq i. a > Pee tae gee > a ae ter 2 iy ‘x 
é ieee ae re” 1. ne a ee) eee Bt ad pe ero aah 
hw igi oe a ae ae le eee ‘ eo Se rang « ie 
7 ‘ a le eee "33 Bee. ee ¥ ee A € ie. ig Bis es i ae eer a, a ea 
; caked ‘a oe ec. oa " ie a ys iat oe ¢ ma ! i ae ae ape —r Bape) a earl |. 
ee ieee ee | —— oa ae Co oe a # ES fae ig ee 4 es pS eae as Spl aS sk 
jae. ae ee - . ae oo 3 ae ae ee ees a 7 ae 4 
: eo 7 Spares baer a co, tie a. as ae. a 1 Sn Te Ls ee a OS: a er. sie apa gg 3 J S. 
ee ie to 2 : eS aes ay a eo, : a a ae cee ey Cae ~~ 
ia pe ee me : ‘ -— -~ oe. oe - 32 en aa —— See rte : 
ia ae ee ay : ii! ee F a ae ee t 
2 aoe. ed: Lee . es Lo P : 
fp oo a Beas : P a + 
4 Sea sear ke ~ Batoce; : ‘bao: = 
if orca eo $i ii Fe a . = 
} . << Pai Nagegeite ioe Ss 
Pi eth. “ea ties % or save, aie 
} Mt. aa ae j =f — A 3 . ee peeve, ne: a Ne . 
{ f et ee ey : , ’ aloes : aaa jst A ? os 
) ar Aaa mes co $ 2 oe eae er a | a i) Cana 
Cae a mer mee” <2 ee. 5 — Ses i 3 
é “ee erg ut dal Sie eae ae a acest ce eee. : a ; pose : 
a) i et aes hee m 4 eg eee 2 ee a ae se 
ie. rare be! cae Lo ees os 3 SE ideas ee ee ats a ce yt ; ri ne, 
o wee = eae ee —— Bop 64 eee x pat: : fee Me, +e “ : cad 
vi Be aay ee an ee ee ets a : : % Bet 9 $ es 
‘ a ee os aes a a: Atk, i 
AG i. ee ee Bree = a _ 2 ee oS ae Es wha: reg pad oa 
d es: ae a _ x cee eT ee ae pit. = 
f , 4 tae a. ae oan ees =i s uf bs a ae ae, ee ot a a tie 
SA ae ee a —— ll” HEE eS ta. rie 
re 2 — oe - er eee : 
~~, es re ie On ta: aioe ec c ‘got ae 4 2, Pee *. iS — ‘ 
b “ugeae: ee Se a .. oe Sheol % 
7 see jones Ph ee ee: g ee , . Be tf 
es i. aed i ae i, -_ ' ; : 
' ee n> AR ° 4 ae F ——— ‘4 
i |) i ee to eee ee - : 
— ie Eom Seen e. 4 Zz ee . a : 
| F ae dina ees! ee ri a a Ee % Be Pas - er 
™* ae eh ten ae y Eee ak iy ie ‘ bes ae 
: a ag eee eS. . ee a oP bata. ot Ba a0? 
“2 2 ae ee ae _—_ ee a ; 
Be - (pee ee te "aes aa Saber : : 
Fe ‘ i ee Pu ee Pes Sor 4 
ae ere ac ae Pega ‘a S ep: : 
a ign ” > am dog = 
io ie of eae aa eles ae Nor « Ed oe he 
“om ee a4 lili et ty Mga gad nal 
1} . te ge Se :) ar ee Ese 
i‘ a oe - eee ‘eee Car <3 
ae 7a ee /e 2 a . 
a ee ae; os. oa i a : 
A ea fia Ey ai aes Pe, | . a eee pee ie eam Fee a rie 
} O32 aa ey ee ee ae. ee ok + ‘ae eg Fo. “Soca Ey TP «0 
4 Mees, sis te? See = oe : si et i ae ee} os f 
ee —— a [oa os 3 ae 
0 ee eee he .. eae x, Fa a eg at 
a on ee ee NS, air a Mags ees 
M We ss SaaS ey ae i SS oe ok cu a eee ee AEs, «Aegis 
' ire a cgay ae Se: ae J ae. ae ee, cee Sead 
ee J ee a -. = eee She eS f 
* Ar cigs eo a teen a 4 ers yt | ie eeae eg iP ca 
a = ha oP ee ee Se 3 cca, ae oe ~ _— eae 
¢ 4, a ae ee ees oe f dial Ie is 
yA ki ae ‘ne 3 ee EF ee em -%, Pais ew r eee tS See 2 
Psy ~_ i re i “a J ae. ee Te ie 3: 4 ee ae aes. oe #8 Be ne Bale 
Sy A ae “Sac. a —— lt |) lf eee * od ; fo A oe 7 ee ; : 
ee ra ae WS as £ oun Spueae - ‘. ed as oe. “a | eee Bs? 8 oS el ca ee Regn % 
irc: os ie = ae es cos ee oo a? a ae = rar ae oa ee 3 2 oe ae Prorat po , 
” ee =| pees ae ee ae es me eee > ge pre o> Gee got 9 ae “ ” & i oe” 
, See eg a er ee ee si ae Fale ee ee of, Se wy s oe” tai @& 68 8& & 
; Sees oe coo OT gee ES oe Bie err oer. rd a 4g ee eee ae rz a ee gc Sie . : 
a ae py eee ; we ae es ead + SS. is re pron : es rhs aR oe ae 
‘ ae i) A re 3 ed ee a Sig (eed a - 3 oY gee oes ee ee isk) ares : ae eas ter eee ats ieee eee a an a oF Ane 
: oe oe ae ee i Pe oe ciate’ pais LS: mehe ae eh as Sere Po» gt 3" a Ce Pee a ae ge ap oe eas 
wv eas ae Pag, — a tio “ag “oe se fal eis iad - ee gee F a a Ae 4 ae a "7 be r. oe a at : 2 va a oa Be ty pee Cas eee a ne 
Se a 7 _—" a, ° co tu. a ee Tae : Reged i Ee Bag —  ——— ae a. , . '% a ioe 
| ee Seen — ie a woe -_ oe a a ar oy ‘snr Pate eet i a Be: 22 5 ae ie ae “, ae : wil 
oo. oa ee ee eS 7 ae ie 7 a ~~ Se aoe we : oe 7 Eo : ee Eng be ‘ ia* 
ee See  *  e ea Seer ee Fae a i ' aS sg, ae ace aS we eee) ee a beers 6S 
a Lge le tae s , SS 2 ee a as - Bue 4 > 2 ae —. be ree ee” oe J Fons 
St ee ea | a Se ee lag SEE Sys ty ae ee . eee Sd at s Coe Ren pe os he ao 
Pe, ee ~ * J €-4 2 ee : or ae ee : i oe sigs o LS ee ae see a, es ee > ies eee ae oie as , 
pee ae ‘sy ‘. © oe c= eee ae, ‘ Spa pal . 2s Ae aianel e Pee 3 ae eit ae 4 ee ; 5 RG 
= ae a ne pe pe een i ee - alae se peed — nilien " aaa = rr al oe ed % ae 
; Cte oe 7 — = ; a ee ae ae Patel it eee Ea ieee ee ae Ce ee * es te . 
| 7 odes Se pe os af : Ss eT. f b —: i = Na hee = alee a Bee Se ag /< ae ee Sey ‘ ae ee . 4 a0? § 
ae ES # a. Bee ot a : es a " ee is 2 ee ae ee. < 2 ee ae ae : gee ’ 
} ‘toe os 2 & Gee . a - d ea nf Fe ae c=* " a a ae ew - y es ee 3 — my We as aR Biv Beor SES. 
{ 4 oy * ba i * Leer & 2 . 2 2 2 a id r: aes ™ Sa : Ben ig ne = a pes a ae “a : Br a ees ei = Eke od Ls ans } 
ie * f. ’ j j ; ; : : if oa Pee ee os ae . “2s. er pl pee eee tae 5 : 50: ies 
f Be — ae tte x @ ee ee fs . F - eS ~ ik eee ee a 0. eee era oe ee ‘ 
ao Se = pee i . _ ~~» ee ow . . 7 oo P : a o4 — J Se ae eet <a See lone Dee ee + 
i are i Dlg ee, ~~ ee 4 : o <a F q | i ae sede ag cate 
; ES ee ae = : : -_ = 2-9 i ieee. (es = ee se “aus FF Sy ee Pd F 
Sp es ee = eos M ‘ - ae e > Ce es Sh eee et oF es sie Seed a 
i , eye — eo : nce f, 2 a = oh ee gout” §& = hs se SS ee a ee Se 
] 2 = A Bro. a _—_—a ee ales 7h Se ae ee, | a a ae, PF Te rAS tigt se tee ae 
. = ae eee 5 8 ipa Ge 255 3 i a = tas Pe ee Ban, 2 ie eee eS ae tie, 5 5 Be tie . 
.. «a ps ee rk Meta ies oe gaeee CP a : ; a a . psi ag ae ae oS ae Sea : 
a ee “25e al 4 —_ ¢ Cae Te eae os Se oe ae * Fie ee ee aS ae ie eee Loe, 2 \ eee a a eae ; 
{ By be: oe) oe iy &. a age 3° eee Rete ss. bo ee), ae a ry aoe oa oe ae cr A eae ee oe a Tae fea 
ee er > a ee anes ese ors sa oar Z _ eee Poe sme — ees i a ane nly - 
; ee Fs Oh ‘ 2 ‘20 : a tte re i ee ai ce = Sec heh SS eee < es SS 
) — sos . a? iy = ae x _ ae “ " =n Ree a ae Ss se TE age beet aey ee 2 = 
a ie ca 8 a a % € —_— eS ck s eet es he a. cree ere 4 ertars ae 
| - 2 So | ee ee eee Wig > Aaa ees : ee ae ie Seid eee ) ee <5 oe ee 
Be | pee eee * o See See ee “Shee Pati sy ae keg 5, ae Fe oe 
‘ igen Eh Me % eee oT gets Pace See : ' a ae are : Y 
a at aS mee tees Gye = ee 6+ Bee bat Ne “ - Ra pe. Nira = v8 ay i 
4 , - ee a) a 7 —<—— ee i ree ea (tne, 2 cpt aa oa = ey 
<< ai. +S ies, ys a te se, de Dey 7 as ae oe Bega we, = =. eras 
= ie eae Ae at 7 As 1 eve aed Oe 2: eer ee Sse eee a tee RS % 
=, ) eee ee ie eo — si im a - oe rays peo * - ke. ee eee ct. raises ra 
4. a ee Ce) Ns ee 8 , : nto i. a ao ae Sennen ied a Re ene et eee Beer ee aa: oe s 
ce ae ee re > 2s ma ee -. ae ips : ea es ee a § ae 8 : 
‘ees Lee ee fl oon a “tbe ar ce es ae é ig a ier epee? ss gt Ee: id aire. be 2 — ‘ 
Co” eee” tte aaa E 5 ree . a aes bs es : Bes, ; = Mec 38 ie eel: “ ei Pate i 2 
ee ame 8 a ae i ‘i ee E ae a i Bee xc tae * idee 2 aed eee am ye am. 
eee a =, ie Fp Les ee E , i. pee >. ee = Ce age ee ce Ye ‘at 
SS i a : 2 eee aa £ cs em? ps ae : : <f ia ee ie tae = ee a 3 
. a oe Slee —— sen oH —S ips ae a. = oe ee oe ee ar 3 es : - 
tea «1 fee te a ee i eee { ae. Se ss ie eo es tes an ia . — pe ae eo “Sa aise. D : 
ees <a ee. = pie oe ¢ aS on: led cs see é ee 4 a : ike P a ge kee 
a ore ee Ee ee iat : eo oe 278 5 
ae: eae ae — = ey ee a — - | — — : = 
So ee ae ea gees Ss (ee aa ana aie a ~ wee aa ee 
set. ae ee eee pil cs oe =4 tage wee 2 i Beri the be 
. Pec al ee noe het te oe 3 eee wetiets ee os as on 3 - F P as 
“Ee i a 3 1g Pee: ok ee 7 : ey 1 igh Aaa [a = "eee ee ta « a : : 
| = oe aa ene ae. 3 a ce a = - a. a eae iq “Svea a ie Fate ‘ # ee 
a. oa a ae a? @ 0d) 33 ae a % 
2 Se 1. ae + 3 Sa pe . cae oe aie le 2 
La ee : a! = ag Le a ee = 
wo ae ae 7 a, pc ae 5 4 
, ae. Rae 2 ii ; aay Re. 
hae a) ee 7 eae ed ee 5 eu 
{ te im a a ‘ Pav tne : ‘ ; # 
\ ene 2350. . a oe re ' Ms 
Be, = ee gee oe es i aes a , = eis = | % ai ae 
So oe ae ere ots wnceiee = . ; eae ah 
Cee ee ee a” ree Pl i P ara 
{ 1 €h etn 2 ee ee . ae _ : : : . 
ee ee fe gee, foe oe ve 
bo a Tig eae i ane ———— co a ~ S— - — ms : — x 
et ) aN 8 oe eos ow ha el ay = ae a : é * i 
{ ee aa & 2. ee: : Re: ir Die teen ett le — ri ’ , . 5 
} Sh bs oy ae a oor ee + ce La : my eS cee ah i ' =“ a «te rl ’ ; 
ee ee a eer. |  & — * < i—— " ae 
Be eg i eee 1 ae a (ae se Og acl a 
{ ae a oh \2 = : an ar eee eg ; é ‘ 
q Ee 7 oe ‘te se a” = —-4 < Pie > * ¥ 
] - aoe ee =e za ss + i > 6 t * me od 
p eee ma a. . ; she 
: weiss a ee BR fe 3 ae 2S if. a : 2 eo. ~ . 
7 joel Gee 2 oe ec ed ae zs . ae a eb eo . «<Qeaeo 
a a | on ee ee b ns : oe a ‘ - gre 4 ‘ 
\ ane zal Caer : if ae ey ee ee : Ce ee We ¥ 
h ie aa a 2 = a. ot a ee ee : i: ee bi se ye 2 ey 
ra ae J ey : Ee : 2 : ie Ce Cry ‘6 PS ag 2 & 
ee Fs ae Re ae ee ieee een 7 say aC _ ee ua ae 3 - = P : ~ ee * 7 2. ee hae ; “a8 ¥ 
a en ae oe oe, oa i oe —— ae ; i ae ak a re 
; ve te Absit’ Pa Rte che Be a ‘ a Bt gc ayy P* —” pe Se oe ae oe a tM r re " 
7 Se es ee at re g _ : ea, ¥ ae “ te ewege | te RT = : “ 
com *\ ae * ve a ee a4 Mees > ee - ay i P gs Z 4 BETS PD ty ae 2 
ft a ioe aes Hh Pape? CT ce er fee spt ee air eee ge or R . aa a te! gion 6g ‘es 
nes, | ea ee re oe 4 ee, eal are ee eS ae ‘ what ese ’ if aa PP a ogee be “ig ‘ : 
H q we ee 1 eee he} 55s bar “ate ¢ ce We PS gee re Be ae 3g a = a oa os Moret Rete | : 
pas & neal aa Ss 5 “e as a7: oe ae nS Pee Aa E eae cee 0 a a & * . wee, . ay | eee oes ee S 
1 Tee ee ‘ Pe SRO RS ee eS bos ee S. Pea 9 ee 4 : . ws “gh ea eat ee, 
4 ae oe c= ee ee ae ey, : > ee ie —— CC its ; % , aw. a oe “ 
Fee TS ~ 2 in ee ey ; Per hn ae eae Fg ee 3 = ea, Ss :  ——_— (laa 1 SP eee 4] cf 
} Bre Eas < eno Bia = Pr i tee “he ee — i, a ze + t 
4 re Ae ae a Ae a eD De, Se ‘ Bee: geet ate 7 Bees 5 State e 8 “eg (3. ee P a Patt i aaa zie { 
. a ee i ie 2 ee BS. ht) ae oe cola ee ae = a i — OO ee tess oo 
4 ee Ses ii a. (fa ee SS ee a eee eee * Be a > lil eo — Ae ila a 
a Ah ae im 7 gat i: he a go 2) oo ia a ee ee seid Fc ~ S Je “eRe 3 
mee ee er ec it ee 2a ae ; 7 Be ee" rie ae 2." a ae ei © Asa Pe 
es Sas ago ae aoe 9 > ae ae Cee NG fe a ae tee a 
‘ ilies eee ee ee — res See oe ‘ ; hele a ae rn 
i ie ee oa “a ee an ee ee et ia ae iy eceas . 
ee ok See, ae ‘ Pa: eee a a5 eae = By ae 4 oe "ead ie eae = 
hee eee a — ll _— “a ne re 
— eee ae seem : ee 2h eee a = ee on re eee = a 2 
| it Bro ee i a a ” mis be a ee 8 we ae Se ey 3 
i- eres a <a a Bee it ho aoe es _ _ ee | ae es ee ane. ee 
aa a — co Se eee eae oe Sa “ee Cn ee F 
| : ae “To ic : a See = jee os <a ee Soe ete a 2 bene Be ee: ees et cee 
eos 5 = ‘Seep FY -_ ee ae sae ae 7 ia c.* a, * ee 5) ee 
oe . Seen = i a aS ; ,_ ae ge bs 
= He 3 es a eee ‘2 ic a Ms a a we eed : Ay 
" ia a eae f oo eae br kate eee ae Bue 
: : ee eee 3 . Bs fas Wie. | 22 eee pe Seer Pet ae eae “i ae r 
pe nies : .. oe on a. ees A ae sey vt eo ee as 
at ee | Bee = _— os 23 sae oS a. oases oe 3 SA 4 
: a . _— See aa El 0 ee 2 A ee i 62 stage 4 oe eee Saar: ; S 
C—O Sn eee oe eee eee ete ee oss é . 
ia ali acaba: = * mee 2 ail Loos aa i oe eck ae a ' . + . LR Ss Sn = — 
agic ae ae af i ee eas j > eer ao a poe | oF iee . : ‘ ere Ss 4 See eo 
— = ae See gee a. ae ae * 2°. iN 42 
os er | 23 eee ; . —— = - ate 
a ee. cae ae : Sao 7 
a a a Rye! *. oo oe “ie eee ee SA jae A 3 py te 4 + 
“ “a Se =e Ss eee Ex ss ee See Fees RS aes 
a “eh ee rs Se a Bei ten os pene Ors 
— eo ee wes 


NEWSWEEK Id 


amoné all news and. 


WHAT $1000 BUYS TODAY 


1956 ABC 
GUARANTEED CIRCULATION 
CIRCULATION DECEMBER 1955 


- 1,000,000 1,070,736 
275,000 272,414 
265,000 269,379 
~» deal 750,000 766,581 
2,000,000 1,951,039 

re, 3 WORLD REPORT | 775.000 fos 


NEWSWEEK. ..delivers more readers in | 


per advertising dollar, than 


Advertising Age, April 23,1956 {iM 


en ns £ yon eae iA pin ei we ng Ch ERR AS nn ee os , oss eae eae a ‘i Sle he ae chem 24). ne Be a) gil 4 es % Pi es : ea heer a eee ; ie nih Ls vt Pos; 
en Ss, ve eae a ae if janie i ney 2 ai ae. aes 3 eg ee i dia = Bini ; sm 
Rees 7 | | : : 
oe ! 
ee 
ef | 
a ; 
ote: 
pa 
i 5 
by 
Fe | 
Bet 
oii 
Be 
oes | 
a4 
ae 
Pee 
ot | 
vi: | 
5 | 
ee 
BP Sc 
th 
a * 
oe P 
= were ~ ee 
ee Z 
2 neti ‘ 
a \> ‘ hh eee 
i » co z oh 4 
Shed a = ea 
a ‘a : x 
ee oF ; 
wr goose ; 
fe on a | 
es 4 ye fie 
Moy ; ' oe e = 
a \\ iS ¥ 
Pe et 
ae + «| 
ade «i o* 
= ; Pp * 
* he “<a 
a) oe = nig is 
cy a "ae ri pty 
-f 7 iia? 
as ; “WS on cs 
; es <, 
| oe 
2 on? . 
- ‘ nor , , 
a we ® ae 
: i Lae 
S ee ee 
¥ sil” 5 
Pe a spines 
E. “s a . 
ae ie hee 
ws ’ - 
= (7 : ‘ =. 
4 OV \ Bows - 
s Be 
a 5. me 
“se ae « ths a 
3) ¢ “ xs w - 
= » 7; 
er: 
ie : 
or ‘ gn 
he her yer’ 
4 at al a 
: ‘s . .—" oa ‘ 
q eal 
2 , XY Rw aCe 
et \ \ oa P ‘ ~ “ —_—_—_—_— a 
bes — z 
1s — 
ge 
bi. 
Ms 
px 
et 
* 
os 
Pag 
ie 
3 ' 
“es re 
E 20 ) 
ou, 
ie 
ef Bae) i 


, 
) 
} 


} 
: 


\a $1000 BUYS THIS 


MANY READERS IN 
BUSINESS, INDUSTRY 
AND GOVERNMENT 


172,634 
103,098 


65,853 


Not 
Available 


141,942 


159,094 


| Business, Industry and Government, 
any other news or business magazine 


| THE BEST BUY 


s business magazines 


J IN INFLUENTIAL READERSHIP 


$1000 BUYS 
THIS MANY 
READERS IN 
INDUSTRY 


84,979 


56,168 


39,714 


97,013 


62,190 


68,434 


$1000 BUYS 

THIS MANY 

READERS IN 
MANUFACTURING 


60,700 


43,108 


31,771 


29,013 


44,421 


51,472 


+ es es pe 2 o. wie ee a Rk aaa Pig See. eee ee ene eee be 
—— lll ee ee . ee A ek +, 5 
” : yl ; - : tacts ao A apes ms mi I bet “ Tere 
f . = Teal ‘ 4 ‘ + “gee : 
Pi 
} 
| a : 
| £, 
d5 : 
’ ; 7 
rb 
ay 
| s 
. 
nt | ny | 
5 
} '¢ Ss 
As ; 
| | i 
t : 
4 
| ot 
; X, 
‘ 
rc. ee ws . 
— a 
: | ge Res RS, See 
| an. Sea 5 
 — PEs on Dg? ar : 
ae =" ea ig: 2 
a — all 
ey alll OM a 
- 7 ae . 
Ao Are ie 
: ta ee eee a 
i eA 
Wick ae es 
| 
: 
[ * 
' 


20 Advertising Age, April 23, 1956 


O.E.M. Corp. to George Bloch | Bloch Advertising Co., St. Louis, ‘Electrical Design’ Staff Bows area; M. E. McKibben, Wisconsin | 
O.E.M. Corp., St. Louis, manu-|to handle its advertising. Palan Electrical Design News, new | and Minnesota; Richard Hall, Chi- 
facturer of oxygen-therapy equip-| Advertising Co. formerly had the publication of Rogers Publishing|cago and St. Louis; Robert Wyn- 
ment, has appointed H. George| account. Co., Englewood, Colo., which will} koop, eastern Ohio and western 
bow May 8, has set up its advertis- | Pennsylvania, and Robert Coburn, 
ing sales staff. It includes John M. | lower New England. 
be wd oe Aneel pen on your Weber, vp of sales; J. F. Ryan, | 
ng as required. eastern manager; H. R. Rome, 
We'll store your deeler helps, overprint || western manager; J. B. Gellatly, Gourfain-Cobb Boosts Ellison 
in any quantity and ship as needed. ||New England manager; Gardiner Dade Ellison, supervising art di- 
IMPRINTING mai OVERPRINTING Hempel, Detroit manager; R. J. rector of Gourfain-Cobb & Asso- 


Kervick, Philadelphia area; J. V.|ciates, Chicago, has been named Pe 


: SEE RIN EING —— UVERPRINTIING 
Sersen’s IMPRINTING, INC. “a7 Lond oo CHICAGO 7 || Carey, New Jersey and upper New| vp in charge of creative planning | 
- - York; Kenneth Fairleigh, Dayton | of the agency. ~ 
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Not One! Not’ Two!... But Three Successi ve Mon ts! 


A REGIST A , ( 


‘HAWAIIAN ALPHABET—Bishop Nation- 
al Bank, Honolulu, gets additional 
mileage from its new “retail sell- tf 
|ing” newspaper ads by posting 

each ad in its 23 branch offices at 

the time of insertion. N. W. Ayer 

& Son, Honolulu, is the agency. 


Canadian Ad Group 
Hits 20% Ad Tax on 


‘Foreign’ Magazines 


Toronto, April 17—The Assn. of 
Canadian Advertisers last week 
expressed strong opposition to the 
proposed 20% tax on advertising 
in Canadian editions of foreign 
magazines (AA, March 26). 

In a letter to Canadian Finance 
Minister Walter Harris, who an- 
nounced the tax several weeks ago, 
Frank A. Healy, general manager 
of the association, said that his 

group felt “duty bound to voice 
its strong objection” to the tax. 


So ed He said that since the announce- 

Pile te ment, a large percentage of the 

ra ch flo nt! aes nt oe group’s members, “representing 
ia approximately 85% of the national 

a ee ¥ oe advertising dollars spent in Can- 


—_— 


ae ee Oe 
- =e 


= 


A em 


ada,” have communicated their 
“deep concern and alarm at this 
precedent-setting discriminatory 
tax.” 


® The letter made two points. 
First, that Canadian magazines 
have not suffered but, on the con- 
trary, prospered in the past 10 
years. Second, that far from ac- 
complishing its purpose, the tax 
would force these Canadian edi- 
tions to raise their rates, and that 
Canadian advertisers would in 
turn withdraw revenue from other 
Canadian media to continue adver- 
tising in them. 

“As Canadian advertisers we 
fully respect our government’s de- 
sire to protect our own Canadian 
culture and nationalism,” the let- 
ter said. “We would, however, like 
to point out that despite the Ca- \ 
nadian editions of foreign publica- 
tions, Canadian periodicals have 
expanded tremendously in scope, 
as much as 50% in circulations 
and 80% in gross advertising rev- 
enue in the past ten years.” ; 

The letter also points out: “Ca- \ 
nadian national advertisers have 
reason to believe that the publica- { 
tions will not cease publication. As 
a result, the majority of ACA 
member companies will be faced 
with the increased advertising | 
rates and in order to find the ex- \ 
tra funds to cover such increased ; 
rates will be forced to trim their 
advertising expenditures not only 1} 
in Canadian magazines but in oth- 
er Canadian advertising media as 
well.” 


OUTDOOR LIFE was the first outdoor 
sportsmen’s magazine to sell a million 
copies of a single issue! 


And, for the first time in the history of 
outdoor magazines, OUTDOOR LIFE has 
delivered more than a million net paid— 
not once, not twice, but for 3 successive 


months! 


When circulation regularly continues to 
increase, it’s a sure sign that the magazine 
is more interesting to more people . . . is 
continuously expanding its influence on 
the sale of products it advertises. 


The vitality of OUTDOOR LIFE, dem- 
onstrated by the biggest s sustained circula- 


tion ever achieved in its‘field... 
is reflected in OUTDOOR LIFE’S 


advertising linage leadership! 


*Publishers Estimate—first 3 months—1956. 


Releases Teen-Age Survey if 
Teen-Age Survey Inc., New 


York, has released the fifth in its 


Key to the market of men—as big as all outdoor Ss. continuing survey of teen-agers in | | 


the New York metropolitan area. 


NEW YORK : CHICAGO . DETROIT + BOSTON . CLEVELAND [A 20-page report, it is available, | 
LOS ANGELES ° SAN FRANCISCO . PORTLAND, ORE. . SARASOTA [at $25 a copy, from the company |} 
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‘ The 
) New Yorker 
really 


I vets 


around! 


| 
i ; 
| | Among top management, for example. Fact: 645* of all 1,833 Directorships 

| | in the 100 largest United States Corporations are held by 509 New Yorker subscribers. ; 
| | “ 
| *35% 
| 
N Ly. : 


New York, Chicago, London, San Francisco, Los Angeles 
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AVIATION WEEK FEATURE ENGINEERING ARTICLE 
“CAL TECH’S ROLE IN MISSILES, ROCKETRY”’ 


This full scale engineering article was top news in AVIATION WEEK’S 
February 13, 1956 issue. The 71% Readex Score testifies to the high 
readership generated by AVIATION WEEK’s complete, and accurate tech- 
nical staff-written articles, 
AviaTIon WEEK was first to recognize the need of the Aviation industry 
for timely, technically accurate reporting of the newest advances in 
science and engineering. Today AviATION WEEK stands as the sole au- 
thoritative source for aviation’s biggest news—the latest scientific, engi- 
neering and technical aviation developments. These are reported by our 
skilled engineering staff when they are news—and when they are of the greatest possible 
interest and usefulness to our engineering subscribers, who comprise our largest single au- 
dience. Engineering is not news when presented weeks or months later in the form of tech- 
nical material that has already gained wide distribution through its use by technical and 
professional aviation societies. 
Aviation WEEK for years has brought this new and exclusive type of engineering and 
technical reporting to our industry—an intelligence service that delivers this information 
to them first and with complete technical details. 
Dependent on. knowing the latest technical developments, engineers-management men must 
get their information on the latest technical and engineering developments when they hap- 
pen. Satisfying this “need to know” is vital for the daily decisions these men make which 
affect the very well-being of our nation’s largest single business—aviation. These same men 
have learned long ago that only through the analytical technical reporting and fast pub- 
lishing schedule of AVIATION WEEK can these important requirements be met. 
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SIX MONTH BOX SCORE 


for top aviation news 
FEBRUARY 
Engineering Article 


“Cal Tech’s Role in Missiles, Rocketry” 


by Engineering Editor 
Irving Stone 
JANUARY 


Avionics Article 
“Inertial Guidance Report” by 
Avionics Editor Philip J. Klass 


Management Article 
“Allison Moves to Boost Airlines 
Sales” by Editor Robert B. Hotz 


NOVEMBER 


Engineering Article 

“Force of 10 Hurricanes Buffet 
Ejected Pilot” by West Coast 
Editor W. J. Coughlin 


OCTOBER 


Engineering Article 
“Dassault Designs NATO Light 
Fighter” by Asst. Managing 


Editor (Tech.) David A. Anderton 


SEPTEMBER 
Engineering Article 


‘NACA Formula Eases Supersonic Flight” 
by Asst. Managing Editor (Tech.) 


David A. Anderton 


IRVING STONE, AvIATION WEEK 
Engineering Editor, holds a Me- 
chanical Engineering degree from 
Polytechnic Institute of Brooklyn, 
and the degree of Doctor of Juris- 
prudence from New York Univers- 
ity. Mr. Stone was Supervisor of 
Training Literature at Air Force 
Technical School, Chanute Field, 
Ill. in 1941-42. He served as Chief 
of Instructional Materials at Air 
Force Technical School, Seymour 
Johnson Field, N.C., 1942-44. As 
Assistant Chief Instructor at the 
same field in 1943-44, Mr. Stone 
supervised 2,500 civilian and en- 
listed instructors and some 25,000 
student mechanics. Mr. Stone was 
Administrator, Department of 
Plans and Training, Air Force En- 
gineering Cadet Course, Yale Uni- 
versity, 1944, He joined the staff of 
AVIATION magazine, AVIATION 
Weex’s predecessor, in 1944, and 
later served as Engineering Editor 
of Air Transport. Mr. Stone is a 
member of the Institute of the Aero- 
nautical Sciences and Aviation 
Writers Association. 
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Putman Appoints Sloan 
LOOK WHAT | Putman Pootishing Co., Chicago, | 
$15 00 WILL A TV FILM SPOT has appointed Lawrence A. Sloan 
with ACTION to the sales staff of Food Process- 
oe ing. Mr. Sloan, formerly on 
for almost the same price the sales staff of Cuneo Press, | 
as inanimate slides ! will represent Food Processing in | 


The REED’S package Zooms Up. Photo |the midwestern states. 
of girl pops on. “4 Delicious Flavors” | 


molds di acme etme ‘Harold Algus Appointed 

| Harold J. Algus, formerly public 

relations manager of Mutual! 

FILMACK STUDIOS | Broadcasting System, has been 
named director of public relations 

CHICAGO e NEW YORK f/f National Telefilm Associates, 

1323 S. WABASH 341 W. 44th St. I | Now York, tv film distributor. 


Shawl Carroll Mrs. Uihlein Boudreau Patterson 


ICED SALUTE—Jos. Schlitz Brewing Co., sponsor of the Kansas City 
Athletics’ broadcasts, enlivened the spring training season with a 
West Palm Beach banquet, complete with the team’s initials carved 
in ice. Gathered here are Dae Shawl, Schlitz’s pr director; Parke 
Carroll, Athletics’ vp and business manager; Mrs. Robert A. Uih- 
lein Jr., whose husband is a Schlitz vp and director of sales; Lou 
| Boudreau, Athletics’ manager, and Guy Patterson, exec vp of Ma- 
jestic Advertising Agency, Milwaukee, which handles the Schlitz 
| baseball broadcast account. 


Wilson Launches lendre & Bowditch, New York, pro- 


ducer of shows and exhibits for 


| Rj business. The company has moved 
Biggest Ad Program to 222 E. 46th St. 
for Sporting Goods por cites Need for 
| Curicaco, April 18—Wilson Broadening Stock Ownership 
Sporting Goods Co. will launch| The New York Stock Exchange 
the largest ad campaign in the|member companies are so busy 
es — af company’s history starting this serving active customers that only 
THE ite Bae x aes month in consumer and trade 'a handful can find time to bring 
hy. magazines and newspapers. |in the new investor and his capi- 
CHRONICLE ; Pe Wilson has scheduled page color | ta]. This is the finding of a report, 
‘ ads in Holiday, Sports Illustrated | «Broadening the Base of Stock 
ae & : F and The Saturday Evening Post. | Ownership,” by the Dartmouth 
LEADS ° Le nal ey, Ads also will be used in Sporting) Economic Research Council, spon- 
ok aime! / Goods Dealer and Sporting News.' sored by Dartmouth College’s 
The campaign will run through|Tycx school of business admini- 
the spring and summer. \stration and the Committee for 
More than 100 newspapers | Economic Development. 
throughout the U. S. will be used. The report also criticized the 
Wilson will reach the youth mar-| Exchange’s own “Monthly Invest- 
ket through Boys’ Life, Junior | ment Plan” as not offering the 
Scholastic, Senior Scholastic, Sport nest solution to the problem, al- 
and Young Catholic Messenger.| tough it has been in operation so 


The ads will feature golf, baseball, short a time that its “realistic 
tennis, football and busketball|.yajuation ...is hindered.” How- 


equipment. ever, “a new market is not being 
Needham, Louis & Brorby is the | reached, as indicated by the fact 


agency. that seven out of ten current MIP 
| subscribers owned stock previous- 


at 
WITH ALMOST ONE MILLION — <cbowse Samed Posner 9°! tn 
Woodrow G. Gatehouse, former-|to members of the Stock Ex- 
ly general manager of the Public|change. Further information may 
MORE LINES THAN BOTH Relations Society of America, has|be obtained from Dartmouth Col- 
OTHER PAPERS been named vp and partner in Gel-| lege News Service, Hanover, N. H. 
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SD THE HOUSTON CHRONICLE WEMSEERERY LAKE SHORE acrone on 


AND CIRCULATION 1224 W. VAN BUREN ST. * CHICAGO 7, ILL. 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN 1. JONES, JR, President MJ. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 
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How would you describe Better Homes & Gardens? 


it'sa contest 


. for advertisers and agency people onty! 


‘BHaG's*410000 


it’sa Woman's 
magazine! 
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it’sa Home Service 
magazine! 
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It’sa Building : 
magazine! ; : 


it'sa Mass Circulation: 
magazine! 


teen 
poerereeeeeens,. 
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ws . 


It’sa@ Specialized 
magazine! 
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Remember the story of the 6 blindmen? One felt an elephant’s side and cried, “It’sa wall!’”” Another touched the tail and said, “It’sa rope.’’ Each of the six blindmen 
touched a different part of the elephant and each one was sure that his description was correct and complete. MORAL: You can be partly right and still be all wrong! 


Just give us your idea of what 
Better Homes & Gardens is and does... 


If you try to describe BH&G piecemeal, as the 
blindmen did the elephant, you may come out 
wrong. For instance, you might say BH&G is a 
woman’s magazine, since it has an audience of 
over 8 million housewives. But you’d only be 
partly right because nearly half of BH&G’s readers 
are men! BH&G is a “big buy” in so many ways 
that it’s hard to describe. 

You may win up to $3000 in merchandise just 
for giving us your ideas about BH&G—what it is 
and what it does for its advertisers, via its readers. 
Say anything you like—we won’t quote you. It’s 
not the purpose of this contest to get your thoughts 
for a testimonial. 

There’s no law against calling your local BH&G 
representative if you have any questions you'd 
like to ask about the Big Buy in magazines. 


*40,000 sw przes vou cnoose 


yourself from the pages of BH&G! 
120 PRIZES IN ALL 


SECOND PRIZE................. $1000 
3 THIRD PRIZES, each .........$ 500 
15 FOURTH PRIZES, each............ $100 
20 FIFTH PRIZES, each ..............$ 50 
80 ADDITIONAL PRIZES, each .......$ 25 


PLUS A FREE GIFT FOR EVERYONE WHO ENTERS! 


How it works: If you win, you may choose any advertised 
item or items with a total retail cost that’s up to the 
amount of your prize from any 1956 issue of BH&G. All 
prizes must be selected by December 31, 1956. 


FOLLOW THESE EASY RULES TO WIN: 


1. Type your entry on your company letterhead. Tell us what 
kind of a magazine you think BH&G is, and what it does for its 
readers and advertisers. For instance, you might say: “It’s a 
big buy for advertisers because it’s a magazine that generates 
action from men and women who are able to buy and want to buy 
anything that contributes to better and happier living.’’ Use as 
many words as you need. 


2. Attach an official entry blank (the one below or a reasonable 
facsimile) to your entry. Be sure to fill in your name, firm name, 
and address. Contest closes May 15, 1956. 


3. Entries will be judged on aptness, penetration and interest. 
Judges’ decision will be final. Duplicate prizes in case of ties. 
Entries become the property of Meredith Publishing Co. and no 
entries will be returned. Your statements may be used, but never 
your name. 


4. Contest is limited to national advertisers and advertising 
agency personnel. Employees of the Meredith Publishing Co., 
J. Walter Thompson Co., or their families, may not compete- 


Ga rnc ENTRY BLANK 
(Cut out and attach to your entry) 


BETTER HOMES & GARDENS 
“it'sa"’ Contest, Dept. AA-3 
Des Moines 3, lowa 


Your Name. 
Your Firm Name. 
Your Job 


Addreoc 


City. Zone State 


Remember . . . everyone who sends in an entry will receive an 
attractive gift from BH&G, free. Contest closes May 15,1956. 
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ENGINEERING-MINDED 


: PRODUCTION MEN 
* You have a two-fold marketing job on your hands in the Chemical Process READ IT 
Industries . . . to sell both plant processing men and the business leaders 
who guide and direct this $41-billion-a-year spending manufacturing giant. 
Obviously, no single publication can satisfy the specialized editorial 
requirements, meet the individual reader interests of each. It takes two 
magazines to meet the stringent specifications of both of these important 
buying groups. . . processing men charged with the design, construction, 
operation and maintenance of CPI plants relying on the applied technology 
of Chemical Engineering ... management in administration, production and 
research on the fast news analyses and interpretations of Chemical Week. 
Together...these two McGraw-Hill leaders offer a double-barreled approach 
to all the influences which can make or break your chemical process 
selling. But get the full story...ask your CE or CW representative for 
Your Most Vital Market Today, The CPI...or write our Research Department 
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Broadcasters Get 
Ad Council Praise 
for Aid in Drives 


Cuicaco, April 17—An impres- 
sive reminder of the broadcasting 
industry’s public service contribu- 
tions was prominently located in 
the mezzanine of the Conrad Hil- 
ton Hotel here this week, as 42 
public service groups participated 
in the 2nd annual NARTB public 
service exhibit, in cooperation with 
the Advertising Council. 

Booths manned by the various 
organizations dramatized the civil 


NARTB Meeting 
—The Ad Council— 


and governmental movements the | 


broadcasters have been advancing. 
Most booths made an over-all ef- 
fort to thank broadcasters for their 
support, and to update them on 
new developments in the causes 
they have been promoting. 

While no dollar figures were ad- 
vanced, the Advertising Council 
estimated that 60 public service 
causes received more than eight 
billion home-impressions on na- 
tional sponsored programs alone. 


s The American Heritage Founda- 
tion “Register and Vote” cam- 
paign, which is expected to bal- 
loon into a leading public service 
effort in 1956, attracted attention 
by offering convention guests an 
opportunity to step behind the 
curtain of a voting machine and 
register their options on a wide 
range of controversial subjects. 
“Who will be the candidates?” 
“Who will control each house of 
Congress?” “What issues will be 
important?” 

Other civic groups supported by 
Ad Council programs included 
CARE, National Fire Protection 
Assn., ACTION, Keep America 
Beautiful, Crusade for Freedom, 
National Safety Foundation, Unit- 
ed Negro College Fund, United 
Community Fund and Council, 
American Red Cross, Religion in 
American Life, Religious Overseas 
Aid, Pan American Union, Nation- 
al Conference of Christians and 
Jews and VU. S. Committee for 
United Nations Day. 

Youth activities were the func- 
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‘Onevloaal 
all-pur, 
maitehle 
Whiteboard 
easel 


Model A302 


Replaces blackboard. Use large clean 
paper pads—which we stock. This 
versatile ail aiuminum easel is also 
equipped for showing turnover charts 
or cardboard charts. Rugged yet light 
in weight. Folds like magic for easy 
carrying or storage. Thousands in use 
the world over. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersburg 2, Fla. 


tion of many of the groups par- 
ticipating in the Ad Council’s ex- 
hibit. Among them were Boy 
Scouts of America, Boys Clubs, Big 
Brothers of America, Campfire 
Girls, Junior Achievement and 
4H Clubs. 


s Among the health problems rep- 
resented in the exhibit, American 
Cancer Society dramatized its 
cause with a large photo of a race 


much money on horses as in gifts 
to cancer research.” 

National Foundation for Infan- 
tile Paralysis told the story of the 
Salk vaccine, but recalled, “Polio 
Isn’t Licked Yet,” because millions 
of school children have yet to get 
their shots. 

In the health group, other ex- 
hibitors included American Diabe- 
tes Assn., American Heart Assn., 
Arthritis & Rheumatism Founda- 


horse and a scientist observing, | tion, National Assn. for Mental 
“America spends 106 times as/Health, National Society for Crip- 


pled Children, National Tubercu- 
losis Assn., United Cerebral Pal- 
sy, National Multiple Sclerosis 
Society, American Hearing Society, 
National Assn. for Retarded Chil- 
dren, National League for Nurs- 
ing and National Fund for Medical 
Education. 


= Savings Bonds, Civil Defense, 
the Forest Service, Ground Ob- 


servor Corps, Department of De-| 
|produced by Stark Films, Balti- 


fense and the President’s Commit- 
tee on Employment of the Phys- 
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ically Handicapped were among | 
the government-sponsored drives 
represented. | 


Dairy Film Was NDC’s Work ~ 
The milk promotion film “Ad- | 
mirals in the Making” was erro- = 
neously credited, in AA April 16, 
to the American Dairy Assn. The 
film was actually produced by the 
National Dairy Council and is 
available through NDC. It was 


more. 
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Du Pont Advances Four 

E. I. du Pont de Nemours & Co., 
Wilmington, Del., has promoted 
four men to managers of advertis- 
ing and promotion in the merchan- 
dising division of its textile fibers 
department, all new posts. They 
are George B. Lewis, women’s 


Photo Use Grows 
in Ad Illustration, 
‘Says C&éW’s Baker 


| Raweicu, N. C., April 18— Pho- 


tographers are taking the play) 


wear trades; William J. McGlynn, | away from commercial artists in| 


home furnishings industry; N. J.| advertising, according to Steve Ba- 
(Jack) MacGaffin Jr., men’s wear | ker, Cunningham & Walsh art di- 
industry, and Bernard J. Clark’ rector. 

Jr., industrial, general and export} In a talk delivered to the Raleigh 
fields. Advertising Club last week, Mr. 


| 


Baker reported that advertising is | 
making increased use of photog-| 


trend will continue. 

“I just went through Life this 
morning,” Mr. Baker said. “Out of 
170 ads, 150 used photography for 
illustration; 125 used photography 
exclusively.” 

Mr. Baker gave two reasons for 
the “swing to photography.” One, 
he said, is realism. “No artist can 
match a photographer for realism,” 
he explained. “This is a great as- 


29 


does 


“Today a 
shown—as in foods, or textiles.|; more than snap the camera,” he 
raphy, and he predicted that this| Then, too, photographs are be-|said. “He thinks creatively. He 


set—especially if a product is to be photographer 


lievable; you can’t cheat with a|takes a problem and interprets it 
camera.” in his own distinctive style. And 
|let me tell you, the top photog- 


® The second reason he cited was | raphers in the field have their own 
the technical advances made in| individual styles, just as artists do. 


photography. Mr. Baker said a 
generation of young photographer 
has come on the scene, and, he de- 
clared, they know how to take ad- 
vantage of the “flexibility” of their 
medium. 


Free, from WBC: 
28 pages of ideas 
on how to get 

the most out of a 


powerful medium 


@ 
de 


How to Make Radio Campaigns Move Goods in Local 
Markets, a 28-page booklet just published by WBC, 
offers scores of simple, workable ideas for making 
campaigns in the powerful medium of spot radio 


more effective. 


The ideas are sound—we’ve seen them work. 
Here are a few of the areas the booklet covers: 
¢ What the Distributor and District Salesman should 
find out about their own spot campaigns 
e What they should tell the radio stations 
¢ How to use local talent as salesmen 
¢ Things for the distributor to do with his salesman 


¢ Things to do with dealers 


WBC believes strongly in the power of spot radio 
to move the goods and sell the services of both 
national and local advertisers. But we feel there is a 
real need throughout the industry for a booklet of 
this kind. Simply stated, the booklet was prepared 
because WBC has seen too many spot radio cam- 
paigns fail to meet their potentials—when people 
involved in sales and distribution didn’t know the right 


things to do at the right time. 


WEC wrote this booklet as a practical, brass-tacks 
guide for these men. It may also prove a useful 
refresher for advertisers and agency men. 

Mail the coupon for your free copy now. 


WESTINGHOUSE BROADCASTING COMPANY, INC, 


RADIO 
BOSTON —W8Z+WBZA 
PITTSBURGH — KOKA 
CLEVELAND — KYW 
FORT WAYNE—WOWO 
PORTLAND— KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WEC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD. INC. 


TELEVISION 
BOSTON —W8BZ-TV 
PITTSBURGH—KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO— KPIX 


Department A 


New York 17, New York 


ws © 


Mail for your free copy 


Westinghouse Broadcasting Company, Inc. 


AA 


Chanin Building, 122 East 42nd Street 


Please mail my free copy of How to Make Radio Cam- 
paigns Move Goods in Local Markets. 


Name Position___ 

Company oi oll 
Street___ at Senay eee 
City a? 


Coming Soon: How to Make Television Cam- 
paigns Move Goods in Local Markets 


a - | 


Ten years ago photography was not 


| like this.” 
M 


r. Baker said today’s success- 
ful advertising is getting away 
from stilted poses and cliches and 
instead is using an “honest, 
straightforward approach.” 


Crowell-Collier Promotes 
Hummel and Sisson 

Martin H. Hummel, formerly 
promotion director of Collier’s, 
New York, has been named adver- 
tising promotion director of the 
Crowell-Collier Publishing Co., a 
new post. He will help promote the 
new Crowell-Collier Unit (Col- 
lier’s, Companion and American). 

Richard P. Sisson, formerly ad- 
vertising presentation manager of 
Collier’s, moves up to promotion 
director of the magazine. 


e 4 


KLEEN-UP MAN for your team 


Sales batting average down? Put 
KLEEN-STIK in your promotion 
line-up! This versatile, pressure- 
sensitive adhesive on your P.O.P. 
pieces will score high for your prod- 
ucts at the cash register. Here, 
f’rinstance, are a few recent hits 


produced with KLEEN-STIK! 


Again, versatile KLEEN-STIK 
makes the ‘‘outstanding’”’ differ- 
ence! In this unusual vertical adap- 
tation of the SLIDE-STIK, die-cut 
headlights “pop-out” of the T7'- 
sha, display to help GENERAL 
MOTORS dealers introduce ““T-3” 
Sealed Beam Headlamps. In show- 
rooms and service departments 
across the country, thousands of 
these attention-getting 3-D displays 
were easily mounted by their two 
KLEEN-STIK Strips to walls, 

rts counters, etc., to sell ““More 
Fight — Aimed Right’’. Created by 
MODERN DISPLAYS, INC., of 
Detroit, KEN RANDALL direct- 
ing. Swell 3-color print job super- 
vised by WI N B 


y ICE of 
LITHO-ART, INC. 


OLD 
FORESTER 
Points 

the 


One quick strip of KLEEN-STIK 
makes this slick trick effective. Die- 
cut shelf press-on points out a 
points up BROWN-FORMAN’s 
new, esigned registered label for 
famous OLD FOR ER. The red 
pointer goes up easy, sells hard, 
carrying the promotion right down 
to the POP. (Pin-Point of Pur- 
chase!) Created and produced A 
FETTER PRINTINGCOMPANY, 
Louisville, under the eye of V-P 
BILL TURNER .. . with Ad Mgr. 
PEYTON HOGE and C. ; 
BALLARD carryi the ball for 
BROWN-FORMAN DIS- 
TILLERS. 
Let KLEEN-STIK “go to bat”’ for 
your P.O.P.—it’s a sure hit every 
time! In window signs, shelfedgers, 
3-D pieces and many others, K-S 
delivers a strong sales pitch with a 
change of pace. “‘Scout”’ the sam- 
ples your regular printer or lithog- 
rapher can show you . . . or write 
for our “‘Idea-of-the-Month” serv- 
ice—it’s free! 


KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue * Chicago 3!, !!l. 
Pioneers in pressure sensitives fer Advertising anc Lobe ling 
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Ogilvy, Benson Names Two | associate copy chief. The agency 

David B. McCall, formerly vp/|also has named Martin Stevens, 
and creative director of David J.| formerly an art director of Grey 
Mahoney inc., has rejoined Ogilvy, | Advertising Agency, an art direc- 
Benson & Mather, New York, as/ tor. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN—the top specialized book covering 
11,047 selected top tackle de dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 
ILLINOIS 


Murray Co. Expands 

Murray Co., a division of H. A. 
Johnson Co., Boston and Mount 
| Vernon, N.Y., is introducing a com- 
|plete line of “take-home” ice 
cream toppings under the Murray 
label. Fred R. Nye, active in the 
grocery field for a number of 
years, has been appointed national | 


ee for the division, to expand 
|the line on a national scale. The 
|new line includes 12 flavors and 
will be sold through brokers. 
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Two Chicago Agencies Merge Leather Upholstery 


Ladd, Southward, Gordon &| 


Donald and Bentley & Co., both in Group Opens Auto 


Chicago, have merged to form} 
‘Ladd, Southward & Bentley, with | 
‘offices in the quarters of the for- 
mer agency, 300 W. Washington St. | 
John W. Ladd, president and treas- | 
urer, and Charles F. Southward, 
vp, continue in the same capacities | 
in the new agency, and R. Ford| 
Bentley, owner of Bentley & Co., 


is vp, secretary, and a member of | 
| the board. 
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‘Ithree R’s” of leather: 


|Wide-World plan will 


'a subsidiary of General 


Trade Campaign 


New York, April 17—The Up- 
|holstery Leather Group has 
launched an automotive trade pa- 
per campaign and an eight-month 
direct mail drive to supplement its 
| consumer campaign which ties in 
with eight car makers. 

The 12”x19” mailings, printed 
in four colors on different colors 


‘and textures of paper stock each 
*%\ month, are designed to promote 


leather as a car upholstery mate- 
rial among auto industry execu- 
tives and ad agency personnel. 
Over 600 Detroit stylists, engi- 
neers, sales management execu- 
tives, corporation officials and 
auto ad agency executives are on 
the mailing list. 

Art and copy emphasize the dur- 
ability, high style and versatility 
of genuine leather for cars. For 
example, one mailing features “the 
“Richness, 
Rightness and Resiliency.” 


ein the trade campaign, b&w 
pages will run in Automotive In- 
dustries, Automotive News, NADA 
Magazine and S.A.E. Journal. Car- 
toon-type illustrations of a cavort- 
ing cow are used to demonstrate 


jthe “nice things about genuine 
leather,” such as color, value, 
practicality. 


Adaptations of consumer ads 
are also being run in color pages 
in the Detroit Athletic Club News. 
Other color pages are scheduled 
| for several yearly automotive pub- 
lications. 

The consumer campaign of color 
spreads ties in with a different 
make of auto each month and is 
running in Better Homes & Gar- 
dens, Life, The Saturday Evening 
| Post, Time and Vogue. Cooperat- 
ing auto companies include Buick, 
Cadillac, Chrysler, De Soto, Lin- 
|coln, Nash, Oldsmobile and Pon- 
tiac. 

Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, is the leath- 
er group agency. 


Second ‘Save—Go Later’ 
Travel Plan Bows in Chicago 
Another vacation plan to save 
for travel has been launched in 
Chicago, sponsored jointly by the 
Bell Savings & Loan Assn. and 
Wide-World Save & Travel Plan 
Inc., a promotional agency for sav- 
ings and loan associations, tour 
operators and travel agents. A 
similar plan recently was inaugu- 
rated in New York (AA, April 9). 
John S. Mahoney, president of 
Wide-World, said the new organi- 
zation provides plans for all- 
expense trips anywhere in the 
world, with Wide-World and the 
participating travel agent handling 
all arrangements. Vacationers can 
save any amount they like from 
$2 weekly up, toward a financial 
goal for the trip they have in mind. 
While the money is being saved, it 
earns dividends at the prevailing 
rate in the savings and loan in- 
stitution. Outside of Chicago, the 
be made 
available to other savings and loan 


f 


a | associations on an “exclusive in 


your city” basis. 


General Foods Pushes 

Good Seasons Dressing 
Perkins Products Co., Chicago, 

Foods, 


will launch a concerted campaign 


|for Good Seasons salad dressing 


| 


|mix. The drive will kick off in 


ae! | mid- April with announcements on 


“Our Miss Brooks” and “Decem- 
|ber Bride” (CBS-TV). Later the 
mix will be included among the 
featured products on “I Love 
Lucy” also on CBS-TV. 

The television promotion will be 
backed up by color ads in Gour- 
met, Holiday, The New Yorker 
and Sunset Magazine. Foote, Cone 


'& Belding is the agency. 
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HOW LIFE FITS YOUR MARKET 


- # There are 27,150,000 households in the U.S. 
; with 3 or more persons living in them... 


A Ca 


- 


—_ 


and 29.1%* of all households with 3 or more persons 
are reached by an average issue of 


In no other medium can an advertiser start with so large a 

share of the market and be sure he’s getting it. This is one 

of the good reasons why advertisers of food and food prod- 

ucts, for example, spend more of their dollars in LIFE than 

. ‘ . B : A Study of the Household A lative 
in any other magazine. LIFE’s total audience of 26,450,000+ "fale of LIFE. by Alfred Politz Research, Inc 
weekly is larger than that of any other magazine. tA Study of Four Media, by Alfred Politz Research, Inc, 
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IF YOUR publicity releases are di- 
rected to “wrong” individuais, or to 
persons no my od on the job, they’re 
candidates for the wastebasket. Don’t 
ble on questionable names, out- 
ted lists. You don’t have to. 
NEW YORK PUBLICITY O 
—1956 annual directory, will bring 
i press contact list up to date. 
sts key editorial personne! of news- 
papers, news services, news photo 
services, feature syndicates, radio 
and TV networks, newsreels, etc., in 
the New York area. Revision supple- 
ments in May and September. Com- 
plete price $10.00. 


ARE YOUR PUBLICITY RELEASES “D 


PUBLICITY MEDIA SERVICE, 331 Madison Ave., New York 17, N.Y. | 


EAD ON ARRIVAL”? 


MAGAZINE EDITORIAL GUIDE. 
Annual directory listing fully de- 
tailed editorial personnel of 172 
selected national consumer maga- 
zines. Includes semi-annual revision 
supplement. Price $10.00. 

Both are a must for public relations 
and publicity staffs of advertising 
agencies, PR agencies, industrial PR 
directors, top management execu- 
tives. Act TODAY, order BOTH di- 
rectories. Your very first mailing 
will more than pay for the initial 
cost. 


“|| Browne Vintners’ 
Martell Push Seen as 
“Reply’ to P&T Suit 


charging an_ international 


This is NEWS: 


NOW You Can Buy 
THEATRE SCREEN ADVERTISING 
in ALL available U. S. theatres 
from ONE source 


Yes! On a single order you now 
can buy showings in any or 
all of the more than 16,000 
theaters in the United States 
that screen film commercials. 


By telling just one salesman (he’s 
as near as your telephone) what 
your objectives are, he can put to- 
gether the most efficient coverage 
for you. Using one theatre or thou- 
sands, you can be as selective as you 
wish in fitting your distribution or 


type of customer. Theatres can be 


chosen on the basis of 


characteristics such as race or buy- 


ing power .. 


universal nature, theatres can be 
bought “across the board. 


Call or write the office nearest you. 


. or for products of a 


* Theatre Screen 


Advertising 


is the ONLY medium where 100% 
readership is a reality and not a mere 
ideal. In addition, screen commercials 
are the ONLY form of advertising with 
maximum rating on all factors that 
make for IMPACT: 


1. COLOR—Accurate natural color for 
eye-appeal and full product identi- 


fication. 


ACTION—True-life or animated ac- 
tion for interest, emphasis and 
product-in-use demonstrations. 


SOUND—Voice and music for ear- 
appeal, for full explanation and 
memory-penetration. 


SIZE—Commanding size for ines- 
capable impression. 


CLARITY—Sharp, absolute clarity 
for faithful, favorable images with 
no eye-strain or fuzziness. 
audience 
ATTENTION—Controlled and undi- 
vided attention for exclusive mental 
focus, with no distractions, no sur- 
rounding matter competing for at- 
tention. 


RATE other media you use on these 
points. Add Theatre Screen Advertis- 
ing to your team for utmost selling 
impact. 


UNITED FILM SERVICE, Inc. 


2449 Charlotte Kansas City, Mo. BAltimore 1-5100 
; Branches 
Chicago Detroit Cleveland San Francisco 
ANdover 3-3022 WOodward 1-2289 MAin 1-9333 YUkon 2-4850 


| brands (AA, April 9). P&T was 
distributor for Martell until Jan. 1, 
when the brand was moved to 
Browne Vintners, a subsidiary of 
Distillers Corp.-Seagrams Ltd. 
P&T is a subsidiary of Schenley 


| New York, April 17—Browne| Distillers Inc. 
Vintners Co., liquor importer, will | 
| break a new advertising campaign 
next month for Martell cognac. 

The forthcoming campaign ap- 
parently is Browne Vintner’s an- 
swer to the recent suit filed by 
||Park & Tilford Distillers Corp. 
con- 
spiracy to deprive it of its imported 


The new campaign will open 
| with a series of four-color pages in 
| Atlantic Monthly, Gourmet, Har- 
|per’s, Holiday, Newsweek, Sports 
| Illustrated, and The New Yorker 
|and will be supplemented in se- 
lected markets by ads in dailies 
and in several business papers. 

In addition, an extensive mer- 
chandising and publicity program 
will be launched in key markets. 

Doherty, Clifford, Steers & Shen- 
field is the agency. 


SCHENLEY’S SIR JOHN 
STEPS OUT IN NEW GARB 

New York, April 17—Schenley 
Distillers Co. broke newspaper ads 
last week in Michigan, Ohio, 
Pennsylvania and the New Eng- 
land states to promote its repack- 
aged and newly labeled Sir John 
blended whisky. 

Advertising will be extended to 
other markets 
and continued for 
the remainder of 
the year, but the 
schedule report- 
edly is still in- 
complete. 

The new pack- 
age was designed 
to portray “rich 
simplicity and 
impression of 
luxury.” 

Heavy point of 
sale advertising, including promo- 
tion pieces for package stores and 
special material for hotels, restau- 
rants and lounges, also is being 
used. Batten, Barton, Durstine & 
Osborn is the agency. 


Greenthal Plans Move 

Monroe Greenthal Co. will move 
to new and enlarged quarters on 
or about July 1, and will occupy 
the 13th floor of 595 Madison Ave., 
New York. The agency reports that 
it has added about $1,500,000 in 
new business volume during the 
past six months and has added 15 


Advertising Age, April 23, 1956 


Frozen Food Men 
Hear How Industry 
Helps End Farm Glut 


New York, April 17—The grow- 
ing frozen foods industry is doing 
more to solve the nation’s farm 
problems than all other suggested 
cures, according to Earl French, 
president of the Eastern Frosted 
Foods Assn. 

Speaking before the annual buf- 
fet luncheon given by the associa- 
tion, Mr. French said that frozen 
agricultural products—135 of them, 
many entirely new products, are 
processed by more than 300 pack- 
ers—already are equal in dollar 
volume to one-third of the whole 
industry and are exerting growing 
influence in many directions. 


® Prepared or convenience frozen 
foods now constitute 25% of the 
total frozen food dollar volume, 
Ed Williams, publisher of Quick 
Frozen Foods, told the group. Meat 
and chicken pot pies, selling from 
19¢ to 25¢ per pie, are the cheapest 
food products a housewife can buy, 
he asserted, estimating that 375,- 
000,000 such pies, worth about 
$10,000,000, will be sold this year. 

About 32,000,000 complete fro- 
zen meals, retailing at from 65¢ to 
69¢ a serving, were sold last year, 
Mr. Williams said. In 1956 the in- 
dustry expects to sell about 40,- 
000,000, including junior meals, he 
added. 


Webster Heads Outdoor Group 

W. C. Webster, head of the out- 
door advertising company of that 
name, has been elected president 
of the Outdoor Advertising Assn. 
of Miami. Other officers include 
Everett A. Clay, executive secre- 
tary, and Charles Reiner, president 
of Atlantic Sign & Outdoor Adver- 
tising, treasurer. 


Del Gado Named Exec VP 

Construction Register, hicago, 
has appointed Albert Del Gado 
exec vp. Mr; Del Gado formerly 
was on the sales staff of Building 
Supply News, and before that was 
with McGraw-Hill Publishing Co. 


persons to its staff. 


in New York and Chicago. 
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compelling reasons 


for making TOLEDO 
your next test market 


OHIO 


IN TOTAL FOOD LINAGE 


FIFTH IN THE NATION 


IN TOTAL FOOD LINAGE 


IN THE NATION 


IN PER FAMILY INCOME 


Sources: Media Records, Sales Management Survey 
of Buying Power Issue, May 10, 1955 


TOLEDO BLADE 22ily and Sunday 
TOLEDO TIMES Worning 


REPRESENTED BY MOLONEY, REGAN & SCHMITT 
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Millions of Americans Are Lemon" Ex-Squirts” 
- 


ah eu lemon pmce thom a handy 
of REALEMON” because they 
smogmat ther he lemon as 2 produc: 
of nemase can be 8 peerty incomaement 


food sores um the 
Namoe st! REALEMON Recoasn 


CALLING ALL EX-SQUIRTS—With this 
quiz on the dubious merits of the 
natural, unimproved lemon, Rea- 
Lemon-Puritan Co. makes its bow 
in the Reader’s Digest, in the May 
issue. Other two-color pages will 
run in June and July. Rutledge 
& Lilienfeld, Chicago, is the agen- 
cy. 


Ziv Contracts in 
March Hit $1,225,000 


New York, April 18—Ziv Tele- 
vision Programs signed sponsors 
covering more than 110 U.S. and 
Canadian markets for four of its 
film series during the month of 
March, M. J. Rifkin, sales vp of 
the film distributor-producer, has 
reported. 

He estimates that this business, 
a great deal of which came from 
renewals, totals approximately $1,- 
225,000. Sales for March this year 


were “noticeably higher” than 
last year, he said. 
Approximately 17 advertisers 


renewed “Science Fiction Theater,” 
among them, Bromo-Seltzer, which 
carries the show in several mar- 
kets through Lennen & Newell. 
Sealy Inc. (Weiss & Geller) 
bought the 30-minute film for 
presentation in three Canadian 
markets—Calgary, Edmonton and 
Winnipeg. 

Eleven advertisers signed for 
“The Man Called X” in 32 markets. 
Among them is a regional sponsor 
of the series, Dawson’s Brewery 
(Reingold Co.), which added four 
New England cities to its lineup 
for the program. 


s Renewals for 20 markets were 
signed for “I Led Three Lives.” 
Ten of these were bought by 
Phillips Petroleum Co. (Lambert & 
Feasley), which co-sponsors this 
drama on several siations. 

The fourth strong seller in 
March was “Mr. District Attor- 
ney,” which was renewed in 27 
markets. 


GF Advances Logan, Schmitz: 
Four Others in Institutional 

General Foods Corp., White 
Plains, N. Y., has assigned addi- 
tional responsibilities to Harlan 
Logan, who joined GF Jan. 1 as 
vp of personnel administration and 
public relations, and to Ray M. 
Schmitz, vp. Reporting to Mr. Lo- 
gan, also responsible for organiza- 
tion planning, are Edwin W. Ebel, 
vp of advertising and consumer 
relations; J. Arvid Jonsson, direc- 
tor of personnel administration, 
and Bruce Watson, director of pr. 
Mr. Schmitz, vp of marketing and 
research, has been named vp of 
operations and deputy to George 
Hampton, exec vp. 

General Foods also has promoted 
Linwood F. Brown, formerly na- 
tional sales manager, to marketing 
manager of its institutional prod- 
ucts division, a new post. He will 
be succeeded by John F. Lorch, 
previously central region sales 


;manager in Chicago. Walter F. 
| Volekmann, formerly sales promo- | 
tion and ad manager, becomes | 
manager of new products and mar- | 
ket research, succeeded by David | 
J. Hopwood, previously merchan- 
dising manager. 


Koppers Co. Dispenses Ad 
Accounts of Its Divisions 

Koppers Co. has reshuffled the 
agency lineup for its operating di- 
visions. Tar products division now 
will be handled by the Pittsburgh 
office of Marsteller, Rickard, Geb- 
hardt & Reed, while wood preserv- 
ing division will be handled by 
Smith, Taylor & Jenkins, Pitts- 
burgh. Both accounts previously 
were handled by Batten, Barton, 
Durstine & Osborn. 

Promotional and marketing serv- 
ices for the gas and coke division 
are now being handled by Reach, 
Yates & Mattoon, Newark, and the 
metal products division is handled 
by VanSant, Dugdale & Co., Balti- 
more. BBDO continues to handle 
all of Koppers’ corporate advertis- 


ing 
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... but EVERY DAY is an 


OIL MARKETING DAY 


How can you reach this $12,000,000,000 market most 
effectively? With NPN! It’s the only magazine directed 
specifically to the men whe buy oil marketing equip- 
ment and TBA—the marketing men in the major oil 
companies and the independent oil jobbers. Are they 
getting your sales story regularly in NPN? 


(Niational 
Pletroleum 


[Niews 


the McGraw-Hill Magazine of OlL MARKETING 
@ @ Established 1909. published monthly 
NPN Factbook published as a 13th issue in May 


and also 


NATIONAL SECRETARIES 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


5O0-second profile of 
BAY CITY, MICHIGAN 


a rewarding market 
for advertisers! 


Bay City’s a busy port—last year, 530 ships unloaded 314 
million tons of cargo on the city’s docks. 

It’s an industrial city: 12,600 workers in 108 industries, mak- 
ing cranes, pre-cut houses, Great Lakes freighters, ocean vessels, 
transformers, automotive parts. Factory payroll $56 million. And 
we have 13,300 other wage and salary earners. 

76% of our families are homeowners. Since 1950, new homes 
built were valued at $48 million. 

Our yearly retail sales are 41% above the national average. 
Spendable income 18% higher. Food sales per family, 38% 
higher.* Car registrations are 1,115 per 1,000 families. Retail sales 
for Bay County were a record high of $121,000,000.** 

Bay County’s 2850 farms have an annual income of over 
$13 million. 

You can reach this compact, prosperous, responsive market 
through a single medium, only through the 35,755 circulation * ** 
of The Bay City Times. Be sure it’s on your schedule! 


* SRDS 
** Estimated from Michigan Sales Tax colleetions—1955. 
*** Average net paid circulation for February, 1956. 


The Bay City Times 


carried 14,650,750 lines 
of advertising in 1955 


“+h 
BOOTH 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Market St., Son Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, 


Michigan 


EWSPAPERS 


iey «THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
y THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 
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From Cover to Cover... ONE OF AMERICA’S 
BEST READ MAGAZINES 


The March 3, 1956 issue of TV GUIDE was read and used by more than 
4,200,000 families. Do these families buy TV GUIDE only to get the complete, detailed 
program listings, or do they also read and enjoy the editorial features presented in 
the surrounding National Feature Section ? And do they read and remember the ads ? 


We asked Daniel Starch and Staff to make continuing readership surveys of 
various issues of TV GUIDE. The first was made of the January 21, 1956 issue. It revealed readership 
scores for editorial features and advertising that were as high as we've ever seen, for the National Feature 


Section as well as the Local Program Section. 


The second survey was made of the March 3, 1956 issue, and scores were as high as the first. 


Here are some highlights from the second survey: 


TV TELETYPE 


Women Men 


Noted 69 69 
Read Most 50 55 


TV Teletype, on page three opposite the inside front cover, wins one of the highest 
readership scores in the book. It consists of late news reports about television from 
New York and Hollywood by TV GUIDE reporters Bob Stahl and Dan Jenkins. 


WHO'S THIS FELLOW LAWRENCE WELK ? 


Women Men 


Noted 69 69 
Read Most 37 41 


Beginning on page eight is a feature story about 

Lawrence Welk, with sharp, bright pictures, reproduced by 
rotogravure in full color. Note the comparatively low drop 
between “noted” and “read most” for both men and women. 


RCA PAGE AD 
Women Men 


Noted 35 31 
Read Most 9 10 


The RCA ad in full color, facing the last page of the Lawrence Welk story, benefits 
from the high readership of the National Feature Section. 1,870,000 women and 
1,474,000 men saw this ad, a total of 3,344,000 people who can directly influence the 
television service market. 
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THE ALCOA HOUR AD 


Sa) 


Women Men 
= Noted 33 37 
Read Most 23 25 


ae The Local Program Section tells what’s on what station, what it’s about, and when. TV GUIDE 
readers refer to it every day, seven days a week. Advertisers in this section promote products and 
\ a P d ° ’ ° : 

es = services as well as TV programs. Ads can be placed in any or all of TV GUIDE’s 40 editions using 
this section. ALCOA got over 3,000,000 reader impressions with this half page ad in all editions. 


Kens Maat Seizes FORWARD, MARCH ! 
as = ae Women Men 
si ~ Noted 75 65 
Read Most 58 48 


The National Feature Section resumes at the end of the Local Program Section. 
Readership is as high in the back of the book as in the front. This feature story, one of 
seven features in the back, is an example. 


ANACIN AD 
Women Men 
Noted 24 20 
Read Most 6 8 


With TV GUIDE’s format, even small-space ads get good readership. This 35-line ad, on the last page 
of the Hal March story, was noted by 2,234,000 prospective Anacin customers. 


WINSTON—BACK COVER 


Women Men 


Noted 43 53 
Read Most 8 10 


TV GUIDE is picked up several times a day, every day of the week, whenever people 
think of watching TV. That’s why the back cover offers such high visibility for advertisers. 
Over 4,800,000 people in TV GUIDE homes saw the Winston back cover ad in one week. 


Also surveyed in this issue were ads for "3-in-one” Oil, Swift's Premium Franks, 
Camel, Quaker Oats Company, Ford Motor Company, Nature’s Remedy, 
Chrysler Corporation and Miles Nervine. Sizes were from eighth-pages on up. 
Noted scores on these ads ranged from 13 to 58. 
Contact any TV GUIDE office for the complete Starch Readership Survey 
reports, or for information about future surveys. 


America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO LOS ANGELES 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 6277 Selma Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 HOllywood 5-2103 
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ABP Honors 53 Advertisers, Agencies 
for Industrial, Merchandising Ads 


(Continued from Page 2) 
Addo Machine Co., New York (F. W. 


Prelle Co., Hartford, Conn.); Blue Ridge | 


Glass Corp., Kingsport, Tenn. (Fuller & 
Smith & Ross, Cleveland). 


Greist). Awards of merit: asbestos divi- 
sion, National Gypsum Co., Buffalo (Bat- 
ten, Barton, Durstine & Osborn, Buffalo): 
De Beers Consolidated Mines Ltd., South 
Africa (N. W. Ayer & Son, Philadelphia) ; 


Advertising of operating machinery @& T@Ylor Instrument Companies, Rochester 
equipment: First award: Industrial Prod-| (Batten, Barton, Durstine & Osborn, Buf- 


ucts Division, B, F. Goodrich Co., Akron 
(Griswold-Eshleman Co., Cleveland). 
Awards of mgrit: Shield Bant Co., 


falo). 
Public relations advertising and mis- 


Waverly, Ia. (Bughen Co., Chicago); Lew- 
is-Shepard Products Inc., Watertown, 
Mass. (Horton-Noyes Co., Providence, 
R.1.); Plymguth Cordage Co., Plymouth, 
Mass. @ullgr & Gmith & Ross, New York). 

Advertising of primary & process mate- 
rials; Firgé ward: inorganic division, 
Monganto Ghemical Co., St. Louis (Gard- 
ner Advertising Co., St.Louis). Awards 
of merit: Nopco ical Co., Harrison, 
N. J. (Gyay & Rogers, Philadelphia); 
chemical @ivisian, Climax Molybdenum 
Co., New York {G. M. Basford Co., New 
York); adhesives & coatings division, 
Minnesota Mining & Mfg. Co., Detroit 
(MacManus, John & Adams, Bloomfield 
Hills). 

Advertising of component parts & mate- 
rials: First award: Hinde & Dauch, San- 
dusky, O. (Howard Swink Advertising 
Agency, Marion, O.). Awards of merit: 
Reynolds Metals Co., Louisville (Clinton 
E. Frank Inc., Chicago); Timken Roller 
Bearing Co., Canton (Batten, Barton, 
Durstine & Osborn, Cleveland); Atlanta 
Paper Co., Atlanta (Mitchell WerBell Ad- 
vertising, Atlanta). 

Advertising of services & public rela- 
tions advertising: First award: Kennecott 
Copper Corp., New York (Cunningham & 
Walsh, New York). Awards of merit: 
Railway Express Agency, New York (Ben- 
ton & Bowles, New York); organic chem- 
icais division, American Cyanamid Co., 
New York (Ben Sackheim Inc., New 
York); Petroleum Equipment Suppliers 
Assn., Houston (Brennan Advertising 


y). 
The ABP awards for merchan- 
dising paper advertising were made 


in seven categories as follows: 

Advertising to introduce new products 
and new packaging: First award: Dona- 
hue Sales Corp., New York (McCann- 
Erickson). Awards of merit: Lewyt Corp., 
Brooklyn (Hicks & Greist); Zippo Mfg. 
Co., Bradford, Pa. (N. W. Ayer & Son, 
Philadeiphia); Allan Gould Designs Iac. 
(no agency). 

Product promotion: First award: Argus 
Cameras Inc. (Young & Rubicam, De- 
troit). Awards of merit: Nicholson File 
Co., Providence (N. W. Ayer & Son, 
Philadelphia); E. L. Bruce Co., Memphis 
(Greenhaw & Rush, Memphis); Motorola, 
Inc., Chicago (Leo Burnett Co., Chicago). 

Merchandising consumer advertising: 
First award: Armour & Co., Chicago 
(Tatham-Laird Inc.). Awards of merit: 
Polaroid Corp., Cambridge, Mass. (Doyle, 
Dane, Bernbach Inc., New York); Chem- 
strand Corp., New York (Doyle, Dane, 
Bernbach); Telechron Timers, General 
Electric Co. (N. W. Ayer & Son). 

8 i pr ti : First award: 
Prince Gardner Co., St. Louis (Grey Ad- 
vertising Agency, New York). Awards of 
merit: Hiram Walker & Sons, New York 
(Cc. J. LaRoche & Co.); Puritan Sports- 
wear Corp., New York (Hicks & Greist); 
Dennison Mfg Co., Framingham, Mass. 
(Batten, Barton, Durstine & Osborn, Bos- 
ton). 

Dealer promotions: First award: Aldon 
Rug Mills Inc.. New York (Hicks & 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex- 
pensively since 1886. 


I : First award: Syracuse Orna- 
mental Co. (Moser & Cotins, Utica, N. Y.). 
Awards of merit: Wright Mfg. Co., New- 
burgh, N. Y. (S. R. Leon Co., New York); 
Hardware Mutual Casualty Co., Stevens 


Point, Wis. (Roche, Williams & Cleary, 
Chicago) ; Fostoria Glass Co., Moundsville, 
W. Va. (Fuller & Smith & Ross, Cleve- 
land). 

Multiple-page advertising: First award: 
Reynolds Metals Co., Louisville (Clinton 
E. Frank Inc., Chicago). Awards of merit: 
Motorola Inc., Chicago (Leo Burnett Co.); 
television division, RCA, Camden (Ken- 
yon & Eckhardt, New York); Chemstrand 
Corp. (Doyle, Dane, Bernbach). 


Avisco Promotes Three 


cellophane. Virgil N. Winkler, pre- 
viously manager of the sales order 
section at the Fredericksburg, Va., 
cellophane plant, succeeds Mr. 
Williams. William B. Zemann, who 
recently joined the sales order sec- 
tion from the division’s Chicago 
office, succeeds Mr. Winkler. 


Brooke, Smith Adds Two 
Brooke, Smith, French & Dor- 


Thomas O. Williams has been |rance, Detroit, has been appointed 
named manager of the new cus-|to handle advertising and mer- 


tomer and sales service department 
of the film division of American 
Viscose Corp., Philadelphia. Mr. 
Williams was formerly New York 
district sales manager of Avisco 


chandising for Ferry-Morse Seed 


Co., Detroit, and Mountain View, 


'Cal., effective June 1. MacManus, 
| John & Adams formerly handled 


the account. The agency, which also 


OS eae ta 


Advertising Age, April 23, 1956 


has offices in New York and San 
Francisco, has been named to han- 
dle advertising for C. F. Church 
Mfg. Co., Holyoke, Mass., a divi- 
sion of American-Standard, effec- 
tive June 1. William B. Reming- 
ton, Springfield, Mass., formerly 
had Church. 


Waldenburg Joins White 

A. F. Waldenburg, formerly dis- 
trict sales manager in California 
for Ansco, has been appointed gen- 
eral sales manager of David White 
Co., Milwaukee, manufacturer of 
photographic equipment and preci- 
sion optical and engineering in- 
struments. 


The correlation presented as Figure 1 shows how temperature 


varies with time at constant pressure level and illsutrates the 


fact that as temperature approaches a level of 1,000 degrees 


Farenheit, its rate of change with time was not as great. 


Cross 


plotting of the pressure parameters in Figure 1 results in Pugure 


2, which demonstrates the effect of variation of pressure with 


time at constant temperature, 


The effect of catalyst concentration on conversion of n- 


butane reactant to isobutane is shown in Figure 3, which indicates 


conversion as a function of temperature with constant residence 


time and pressure held at constant values. 


The effect of residence 


time may be determined by taking the constant pressure parameters 
and plotting points from them as show in Figure 4 which determines 
the effect of this variable at constant temperature and residence 


time. 


In conclusion it may be inferred that, if all the data points 


are accorded equal values, conversion of n-butane reactant to iso- 


butane product increases with increase in temperature, and decreases 


with increase in pressure, and increases with increase in residence 


time. 


Is this important ¥ 


(Secondary 


verab/e.) 


Check with SiR" 


The correlation presented as 


1 shows how tempera ture 


Farenheit, its rate of change with time was not as great. 
plotting of the pressure parameters in Figure 1 results in Pugure 
2, which demonstrates the effect of variation of pressure with 


time at constant temperature.) 


The effect of catalyst concentration on conversion of n- 
butane reactant to isobutane is shown in Figure 3, which indicates 


conversion as a function of temperature with constant residence 


time and pressure held at constant values. 


The effect of residence 


time may be determined by taking the constant pressure parameters 
and plotting points from them as show in Figure 4 which determines 


the effect of this variable at constant temperature and(residence 
Thies must be pressure. 


tim. 


check with aufther. 


4X. 


In conclusion it may be inferred that, if all the data pointe 


are accorded equal values, conversion of n-butane reactant to iso- 


butane product increases with increase in temperature, and decreases 


with increase in pressure, and increases with increase in residence 


time, 


1]. This is the first page of a manuscript for The Oil and 2. Above is the same manuscript after The Journal’s engineering 
Gas Journal as submitted by an outside author. Buried editor reviewed it for publication. The notations are about certain 
somewhere is the topic—increasing the yield of isobutane. 


points he wants to clarify with the author. 


How technical articles are 


10 ways to write 


to be read 


Keep sentences short — from 16 to 20 words 


per sentence. 


Use simple instead of complex . . 


. words 


clauses, sentences, context. 

Use familiar words; use a little werd in pref- 
erence to a big word. 

Avoid unnecessary words — make every word 
carry its own weight. 

Use action verbs — instead of passive verbs. 
Use understandable, “picture” words — con- 
crete words that stand for things you can see 
and touch. Avoid abstract words and terms. 
Use “conversational” writing—to avoid stuffy, 


technical jargon. 


Use variety; avoid stilted, monotonous pat- 
terns. Write lively and colorfully. 
Use familiar writing . . . compare new ideas 


with familiar ideas. 


Write to EXpress, not to IMpress. Remember 
that “big men use little words; little men use 


big words.” 


Technical men, field men, and management 
men all read The Oil and Gas Journal 


Here’s how Journal editors write and rewrite 
material for effective presentation 


What’s the best way to write an engineering article? The 
trick is to make complex technical copy easy to read — 
without oversimplifying it. The manuscripts illustrated 
above show the progression of an Oil and Gas Journal 
technical article as it went through a “distillation process” 
in The Journal's editorial offices. 

The engineering editor returned the manuscript to the 
author for clarification of some technical details. 

The presentation editor suggested certain revisions, 
such as inverting one or two paragraphs. He also elimi- 


nated some excess wording. 
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Ohio Match Co. May 
Acquire Hunt Foods 


Wapsworth, O., April 


have approved a proposed acquisi- | 


Don Young, president of Ohio) 
Match, pointed out that both Ohio) 
and Hunt for the most part pro-| 
duce consumer goods which are) 
17—| sold primarily through the grocery 
Stockholders of Ohio Match Co. | 


Coeur d’Alene, Ida., and holds 
substantial shares in Harbor Ply- 
wood Corp. and common stock of 
Wesson Oil & Snowdrift Co. 

Hunt processes, packages and 


trade. He said that the two compa- distributes food products. Its sub- 


nies have similar sales and dis- 


tion of Hunt Foods Inc., Fullerton, | tribution problems and that a co- 
Cal., through an exchange of stock. ordination of marketing efforts 


Approval of Hunt stockholders is 
still required. 

If accepted, the exchange will 
be one share of $100 par value 
Ohio 5% preferred stock for 10 
shares of $10 par value Hunt 5% 
and an exchange of common stock 
on the basis of two shares of Ohio 
for one share of Hunt. 


and facilities will enable them to 
meet these problems more effect- 
ively. 

Hunt will be operated as a sub- 
sidiary of Ohio Match. 


# Ohio Match is a 61-year-old 
business. It also operates a lum- 
ber division with headquarters at 


sidiaries consist of United Can & 
Glass Co., Glass Containers Corp. 
and Nevada Silica Sands Corp. 


Warwick & Legler Names Five 

Warwick & Legler, New York, 
has appointed William C. McCar- 
thy, Henry M. Kane and Charles 
Reges to its copy department. Mr. 
McCarthy formerly was with 
Moser & Cotins; Mr. Reges was 
with Kenyon & Eckhardt, and Mr. 


Kane was with Lennen & Newell. , 
The agency also has named Robert 
P. Pruett, previously with Lahr 
Advertising, an account executive, 
and Robert H. Cremin, formerly 
with Batten, Barton, Durstine & 
Osborn, to its contact department. 


‘TV Guide’ Names Three 
Arthur A. Shulman, formerly 
manager of TV Guide’s Kansas 
City edition, has been named man- 
ager of the Chicago edition. Kent 
Armstrong, manager of the Detroit 
and Michigan editions, succeeds | 
Mr. Shulman in Kansas City, and| 
Eric Larson, Detroit advertising | 
manager, succeeds Mr. Armstrong. | 
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the obscriy tree. 
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3. When the article is returned, The Journal’s presentation editor 4. this is the completely rewritten version as it finally 


— Ww. 


edits the manuscript for “readability” — simplicity and language 


accuracy. 


edited for easier reading... 


The final version is “simpler and easier to read,” and 
thus is an effective article for both technical and general 


readers. 


Good technical publication writing is a field in its 
own. Articles are not written like a novel, nor a report, 
but like a news story — where the most important facts 
are summarized first; the details and background infor- 
mation follow. Unnecessary words are eliminated. Short 
words are used in favor of long words. Familiar, readily 
understood, pertinent, and concrete words are used. 


This is practical, working journalism . 


advertisers should expect 


. . the kind 
for good readership. It’s the 


kind they get in The Oil and Gas Journal — the largest 
... and most read . . . magazine in the oil industry. 


You can increase the yield of isobutane from n-butane by 
raising the temperature and slowing down the rate of throughput ~ 
provided you don't let the pressure increase. 

Why this is so is show in Figs. 1, 2, 3, and &. 

Fig. 1 shows how temperature varies with time at constant 


pressure level. 


increases less per minute as it gets close to 1,000° F. These 
Pressure parameters were crossplotted in Fig. 2, thus demonstrating 
the effect of variation of pressure with time at constant tempera- 


ture. 


Pig. 3 shows the effect of catalyst concentration on conversion 
of n-tutane to isobutane. It illustrates the extent to which tempera- 
ture alone causes the reaction when toth time and pressure are kept 


constant. 


A method for determining the effect of reaction time is given 


in Pig. 4. 


parameters, and they show what happens when the pressure changes 
tut when toth temperature and tise are kept constant. 

es 0 bt now. Gelae AS simpler aad 
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cancer read K 


runs in The Oil and Gas Journal. It is now simple, clear, 
and accurate, but it is still in an “engineer's language.” 


This the second in a series of “workshop 
advertisements on the technology of build- 


ing better business magazine readership. 


The correlation illustrates that the temperature 


Plotting points were taken from the constant pressure 
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ROUGH COoPY—Canada Sand Papers 


Ltd., Preston, Ont., uses actual 
samples of its sandpaper as inserts 
in Canadian trade publications. 
The reverse of the sheet answered 
the question posed here: “Because 
it’s the best!” Heggie Advertising, 
Toronto, is the agency. 


BUYERS GUIDE 


and DIRECTORY 


NORTHERN 
OHIO 
A. EDITION 

A 1956-57 


. the industry's new ond only 
complete source—the basic refer- 
ence directory to all phases of the 
big $1% billion Northern Ohio 
food market. 


BUYERS GUIDE is... 


an inner-oftice publication—the 
daily working reference at the 
finger tips of Chain Store and 
Supermarket executives and buyers, 
independent Grocers, Wholesalers, 
Jobbers, Distributors—ail potential 
customers, at all levels of this big 
$1¥% billion food market. 


BUYERS GUIDE is not... 


an outer-office publication, a 
glance-through publication nor a 
one-date publication. 


Why BUYERS GUIDE will be used..; 


Prior to 1956, the industry had no 
single source of buying information 
—names, addresses, telephone num- 
bers, other pertinent daia. The 
GROCERS’ SPOTLIGHT has com- 
piled such buying data inte this one, 
easy-to-use source which lists . . 


Buyers for Chain Stores, Super- 

markets, Voluntary Groups, Co-ops 

and Wholesalers . . . buying hours 
. . and what they buy. . . 


Plos these COMPLETE LISTINGS... 


/ Media Food Products & Mirs, 
Bakers & biscsit Ca's Fresh Produce 

es eats, Poultry, Fish 
Candy & Tobacco Paper Products 
Chains & Sugcrs Warehouses 
Dairy Products Wholesalers 

Brokers 

Food Dist. (& Frozen) Products Cross Index 
CLOSING DATES 


For type and proofs—June 15, 1956 
For complete plates—June 25, 1956 


For information call collect~ 
SUperior 1-2654 
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117,000,000 Americans watch television. And everybody, even members of 


the same family, is different. 


Television has grown, just because it has offered so much to so many different 
people. Television will continue to grow only by providing more and more 


programs that excite, inform and entertain more and more people. 


An extraordinary variety of regularly scheduled programs satisfies an enor- 
mous variety of audience tastes. But beyond that, the Color Spectaculars, 
the great 90-minute dramas, Wide Wide World, big special programs like 
The Twisted Cross, Mary Martin’s Peter Pan and Richard III — the most 
talked-about events in show business — have added new scope, brought huge 


new audiences, to television. 


The result has been more homes with television sets, more people using 
them, more time spent watching them. The true measure of a network's 
performance over a period of days, or weeks, or months, is the extent to 


which it gives more people more reasons for watching. 


exciting things are happening on 


[ii Television 
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It is Now Official! 


Sake 
 Y 


An Excellent Test Market too! 


@ Isolated but readily accessible 
@ Representative in size 
diversified industries 
ndance of natural resources 
representative, stable economy 
@ Many other Test Market features 


it Sana 


The New STANDARD METROPOLITAN AREA 


... of EVANSVILLE, INDIANA 
OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. vhis places the area among the 
first 100 Metropolitan Areas in the United States. 


TOTAL 16 county market... nearly 42 mil- 
lion population. Courier and Press circulation 
daily, 8 out of every 10 families — Sunday, 2 out 
of 3. 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


the evansville : the evansville 


Press = Courier | 


the sunda y 


and Press” 


Huber Litterbags 
Aid Drive to ‘Keep 
America Beautiful’ 


Borcer, Tex., April 17—The 
“Keep America Beautiful” cam- 
paign, backed by business, indus- 
try and civic groups, was given a 


Huber Corp., printing ink and 
chemicals manufacturer. 


ticle on the nation litter disgrace, 
and as an extra fillip inserted a 
|special litterbag “treated to hold 
| together when damp or wet” to use 
for “disposal of your travel trash.” 

Described as “an important wea- 
pon in the war on litter,” the lit- 
|erbag was inserted “to help you 
|develop the litterbag habit.” The 
bag is not sold by Huber, but is 
manufactured by one of its ink 
division customers, Union Bag & 


Which 


7 . 
i 
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delivered more readers 
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In one business publication studied, full-page advertisements 


secured more readers per dollar than two-thirds pages. 
Therefore, full pages were the better buy. 


These findings are from a McGraw-Hill Research Department 


analysis of readership ratings for advertisements in 40 


consecutive issues of a business publication. While a full 


page advertisement costs a maximum of a third more, the 
readership was about 40% greater. Copies of this Data Sheet 


(#3110) are available from your McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill 


. .. all designed to provide a better understanding of 


how good advertising in good business publications can 


help create more sales. 


NMicGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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double-page boost in the spring is- | 
| sue of the “Huber News,” quarter- | 
ly magazine published by J. M. | 


As a public service feature, the | 
“News” carried an illustrated ar- | 


Just what the future will be for 
the litterbag is still nebulous, but 
the Keep America Beautiful Assn. 
is urging state and local groups, 
oil companies and the like to join 
in the promotion. 


® This isn’t the first time that the 
“Huber News” has tucked an extra 
dividend among its pages. The 
April, 1953, issue, which saluted 
the 50th anniversary of Victor 
Red Seal records, also included a 
phonograph recording of two his- 
toric selections from the Victor 
archives: “Tell Me, Pretty Maid- 
en,” recorded in 1902 by Vess L. 
Ossman, the banjo king, and “Stars 
and Stripes Forever,” recorded in 
1926 by Sousa’s band. 

The January, 1952, issue, de- 
voted to printing inks, included a 
32-page insert from Marshall Da- 
vidson’s book “Life in America.” 
And in the Spring, 1954, issue an 
article on wallpaper was _ illus- 
trated with actual wallpaper sam- 
ples—plus instructions on how to 
turn them into old-fashioned pin- 
wheels. 

Although officially dubbed a 
house magazine, the “Huber 
News’” circulation is principally 
external—of its 12,122 circulation, 
only 1,500 copies go to employes; 
the rest are sent to managements 
of the company’s customers. 


® The editorial viewpoint is di- 
rected toward the Huber employe, 
however, and the external reader 
“looks over the shoulder” of the 
employe. 

The “News” is a joint client- 
agency venture—Editor Kimzey 
Davis of Huber working hand-in- 
glove with Fred Wittmer Advertis- 
ing, New York, the Huber agency. 


Tough Golf Match Sparks 
Norge Dealer Promotion 

The opening round in a national 
golf tourney was played recently 
between Sam Snead and Judson S. 
Sayre, president, Norge division, 
Borg-Warner Corp., Chicago. Mr. 
Sayre gave Mr. Snead a tough bat- 
tle—scoring a snappy 87 against 
Mr. Snead’s mere 66. This bout 
opens an event known as the Norge 
Jud Sayre National Golf Tourney, 
which will continue until June 15. 

Golf clubs—more than $100,000 
worth—will be awarded dealers 
and distributor salesmen for selling 
Norge home appliances. Winners 
can use the clubs to play Mr. Sayre 
simultaneously at a date to be an- 
nounced later. Every Norge dealer 
is eligible and automatically en- 
tered and each dealer can win a 
complete set of clubs, starting with 
a two-way putter. Those beating 
Mr. Sayre in the national tourna- 
ment will be awarded “Beat Jud 
Sayre” trophies. 


Ketting to C. L. Miller 

Howard Ketting has joined C. L. 
Miller Co., Chicago, as an account 
executive. He formerly was radio 
and television director of John W. 
Shaw Advertising, Chicago. 
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NUMBER THREE IN A SERIES 


America firmly established itself by the actions of three great 
leaders during our early days. Washington made the Union 
possible. Hamilton made it strong. Jefferson made it popular. 
It became Madison’s misfortune to be pushed unwillingly into 
the largely unnecessary, ill-supported and indecisive War of 
1812 with England. 


In this “Second War for Independence” we were rescued not 
by national wisdom, but by the purposeful leadership and un- 
mistakable valor of individual heroes. These heroes, and the 
thousands who fought beside them, saved us despite a feeble 
government and an over-whelming foe. 


Out of this struggle at least, our young nation was taught cer- 
tain unalterable truths. We were shown how unwise it is for a 
small majority to coerce a considerable minority. Our leaders 
saw that a democracy cannot survive without the universal 
support of its people. Identity of purpose must replace com- 
pulsion ...today, nearly 3,000,000 American Legionnaires 
are organized to preserve the wisdom of these lessons. 


AMERICA'S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


As evidence of this endeavor, President Eisenhower recently com- 
mended as a “splendid demonstration of responsible citizenship” 
The American Legion’s sponsorship of Military Reserve Week (this 
week April 22-28). Secretary of Defense Wilson added: “The action 
you have initiated is a very great and most welcome help in develop- 
ing and consolidating public support for our new Reserve Training 
Program”. 


ADVERTISERS too, can activate America’s largest identifiable audi- 
ence through an advertising program in its own American Legion 
Magazine. Your consumer or institutional message will personally 
motivate nearly 3,000,000 individual Legionnaires in their own 
communities. 


As the Defense Department realizes, The American Legion market 
can also develop and consolidate public support for your products or 
services by word-of-mouth LP SS to additional millions. 


LEGION 


720 FIFTH AVENUE, NEW YORK 19, N. Y, 
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Canadian Pacitic Wins Award) Because of Its Vital Role in U.S. Economy, | a ee iF tl 
The Federation for Railway : ij 4 
Advertising Is Key to World Peace: Cone | 


Progress, Toronto, has presented 

its 1955 public relations award to ‘ , : : 

the Canadian Pacific Railway Co.| 0S ANGELEs, April 17—Adver-)has a vital role in this economy, | 
The award, given annually for | tising has a vital role in the main-| but it likewise faces some prob-| 
public relations work in the rail-| tenance of our economy and in /lems. 
way field, was made to CPR for|meeting the challenge presented; In Mr. Cone’s opinion, the 
a campaign in connection with the | by the Soviet, Fairfax Cone, pres-| greatest problem facing advertis- | 
inauguration of its transcontinen-|ident of Foote, Cone & Belding,|ing people is the current bulk of| 


tal streamliner, the Canadian. 


Cl 


+ > FASTER eee 

complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 


atid? 


told members of the Advertising 
Club of Los Angeles last week. 

He asserted that the first chal- 
lenge in our struggle with Russia 
is to keep the American economy 
in high gear, through emphasis 
upon creative advertising. 

Terming the American economy 
“a new kind of economy,” Mr. 
Cone made these points: First, in 
this new kind of economy and on 
its continuing success rests the 


all advertising. He said it is no! 
longer economically possible for, 
many advertisers simply to out- 
spend, or outshout their competi- 
tion. The answer lies in greater | 
creativity. 


s However, he said, creativity in 
advertising accomplishes nothing if | 
it succeeds only in taking business 
from a competitor. “We don’t need 
the other fellow’s business nearly 


Clements Carey 


Gerstman 


Merrill 
CIRCULATION STORY—“Life in Detroit Is Different,” a slide film about 
the Detroit News home delivery circulation, was shown to admen 
at a luncheon in Chicago. Viewing a pamphlet on the film are 
E. W. Clements and R. G. Carey, vps of Campbell-Ewald Co.; 


’ Marie keeps your Mail- 

ing List up-to-date, frees you 

from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


Te Soc 
431. S. Dearborn Street, Chicago 5, Il. 


D. Roy Merrill, vp and general manager of the Detroit News, and 
Max J. Gerstman, News advertising director. 


peace of the world, which means | so much as we need new business | 
our peace. |for all of us,” he said. 
Second, in the economy created Creativity is required in manu-| 
in America, but not yet perfected, | facturing as well as in all areas of | 
we have the first economy of | marketing, Mr. Cone asserted. To | better old products, he said. 
abundance ever recorded in his-| get new customers we must come| Despite this requirement, Mr. 
tory. Third, he said, advertising! up with new products as well as| Cone observed, advertising often 


may be the only discernible dif- 
ference between products. 
“Production can be matched; we 
know this,” he said. “Marketing 
plans can be equalled; merchandis- 
i aa ing can be copied; prices can be 
ee are ue Reh Pee Me cut, until only the image of our 
: Ee ae product—its personality and de- 


“Seems Incredible”. —— 


copyrighted,” he said. 
ae eee eke, Ramset Will Market 
ie ec Ges 7 Says The Saint Sure-Set Fastener 


New York, April 17—Olin Math- 
ieson Chemical Corp. is training 
its sights on a new market with a 
|sales potential estimated at $300,- 
000,000. 

It will break advertising next 
month on its new multi-use, man- _ 
ually-powered fastening tool called ~ 
Shure-Set, developed to “fill the 
need for work between very light 
fastening, such as the ordinary 
hammer and nail, and heavy-duty 
fastening, such as the power- 
actuated fastening tool.” 

Shure-Set will be shown for the 
first time at the International 
Home Building Exposition, May 
12-20 at the New York Coliseum. 

The tool comes in a metal carry- 
ing case with long and short col- 
lars, %” and 3/16” stud holders, 
and drive rods. It sells for $27.95. 

Sold by Ramset Fastening Sys- 
tem, Cleveland, an Olin Mathieson 
subsidiary, it is said to be the first 
tool of its type to be manufactured 
in the U.S. With it, the manufac- 
turer asserts, a fastening can be 
driven through %” steel. 


eee 


. “Those guys at the NEWS-POST didn’t have any problem for me,” 


said Simon Templar, better known as The Saint. “The facts stood 
— = Advertising will break in May 


out like Cyrano’s proboscis. However, it was a welcome breather in American Builder, Building 
Supply News, Domestic Engineer- 
from the international larcenists, the merchants of murder and may- 


ing, Masonry Builder, Practical 
Builder and House & Home. The 
hem, and all the other devious types that | can’t seem to stop run- 


ads will run through the re- 
mainder of the year and probably 
will be extended to other consumer 
magazines and business papers in 
the fall. 

Fuller & Smith & Ross is the 
agency. 

Clarke Tryon, Ramset sales man- 
ager, said in discussing the new 
tool, “It means a worker can do 
his job more efficiently while car- 
rying fewer tools. It has so many 
uses that in construction we sell 
it for around-the-building fasten- 
ing work.” 


Kosher Food Show Planned 

A kosher food show, reportedly 
the first such show, will be held in 
Cleveland Heights, O., May 28-31. 
This initial show, designed to bring 
together consumers and producers 
of kosher products, is jointly 
sponsored by the Cleveland district 
and the women’s branch of the 
Orthodox Union. A promotion is 
planned for the general and Eng- 
lish-Jewish press, radio, tv and 
wire services aimed at the Jewish 
population of 160,000 of northern 
Ohio. Other kosher food shows 
are expected to be held later in 
various parts of the U.S. 


ning into.” 


“Very well. Let's not mince words. The facts are these: in the Balti- 
more market, more than half of Baltimore’s families read the 
NEWS-POST and Sunday AMERICAN. Take it from The Saint—it’s so!” 


Audit Bureau of Circulation minces no words, either--they 
mince figures. And ABC figures bear 
out The Saint to the letter. 


latest book about him 
ts THE SAINT ON THE SPANISH 
MAIN. He also appears every month 
in The Saint Detective Magazine, and 
every doy in a nationally syndicated 
comic strip. 


Leshe Charteris’ 


Baltimore News-Post 
and Sunday American 


Represented Nationally by Hearst Advertising Service Inc. 
Offices In: Albany ¢ Baltimore ¢ Boston ¢ Chicago 
Dallas ¢ Detroit e Los Angeles ¢ Miami Beach ¢ Milwaukee 
New York ¢ Philadelphia ¢ Pittsburgh ¢ San Antonio 

San Francisco ¢ Seattle 
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_2 Taller than the Empire State Building, this giant of 
the Texas’ sky rises 1,521 feet above ground, 1,685 
feet above average terrain. From atop this lofty perch, 
WFAA-TV beams its powerful 316,000 watt selling 


signal across the nation’s 12th largest market —in 


terms of retail sales. 


and more important to YOU... 


Added masses with added millions to spend have aang - —hmes = 
been brought within easy reach of WFAA-TV’s cane wee fs ct. 
| ‘ ; powerful signal beamed over one hundred miles Bek: > = 
| ; F in all directions from the tower site! fy e XX 
as WFAA-TV 42 County Market Area - 7 a an? MSZ 
| Population . . . . . . . . 2,272,600 ede fata OE PGE FP = 4s 
| cae Buying Income. . . . . . $3,477,072,000 es She J, “ YNZ] 
ii , : Retail Sales. . . . . . . $2,582,192,000 te, KZ 
) GE. kn pc ae VER ON Ka 2 
: —h y 
if *Z 
: ‘A 
4 NBC-ABC a 
A Television Service of YZ 
The Dallas Morning News 7 
Ralph Nimmons, Station Manager ir 
Edward Petry & Co., National Representatives , a 
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AT 4:30 P.M., SEPT. 29, 1955, on the Hudson 
River between Nyack and Tarrytown, N. Y.—the 
“closure” of the Tappan Zee Bridge took place. 
This is the last major structure in the 500-mile, 
$800 million N. Y. State Thruway. 71 major con- 
tracting and engineering firms worked on and 
purchased materials for the Thruway and this 
bridge. EN-R’s subscription list showed all 71 
firms and 1300 key members of these firms get 
EN-R every week! 
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THE FINAL SPAN! 


The “closure” of a bridge is a significant, exciting 


moment... even to callous construction men! 


If you were a construction man, how’d you feel at 
a scene like this? Work’s been going on for two 
years! It’s been in the talking and planning stage 
for a generation! Upon completion . . . millions of 
motorists, hundreds of thousands of trucks and 
huge areas of the nation will benefit from it. 


What type of bridge should it be? How will it be 
financed? Where should it be located? What kind 
of materials? Who’ll do the job? Is there skilled 
labor available? At what wages? All these ques- 
tions and literally millions more present themselves 
on every major construction job... whether it’s a 
bridge, tunnel, highway, dam, skyscraper, housing 
development, plant, school, waterworks, or what- 


have-you. 


To answer such questions, one of the largest edi- 
torial staffs of any magazine in the world is dedi- 
cated. This staff—over 200 editors, reporters and 
correspondents—is responsible for writing Engi- 
neering News-Record every week. This staff digs 
out, interprets and boils down vital information 


for the most powerful single audience of construc- 
tion men the world has ever known. An audience 
that takes part in the planning, designing and 
building of almost every major construction job 
in the country. An audience that, directly or indi- 
rectly, influences the purchase of almost all the 
equipment and materials sold to the construction 


industry. 


Is there a mightier advertising target? Or a 
better way to reach it than EN-R? 


In building and construction . . . 


If you’re important, you either read 


or you advertise in it, or both 


A McGRAW-HILL PUBLICATION © 330 WEST 42ND STREET © NEW YORK 36, N.Y. \ 
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Admen from Many 
Lands Gather to 
Study U.S. Ways 


NEw York, April 17—Beginning 
April 23, a distinguished group of 
advertising agency leaders from all 
over the world will begin a two- 
week program of meetings, lunch- 
eons, dinners, cocktail parties and 
sightseeing tours in this country. 

The group numbers 80, pre- 
dominantly advertising agency 
presidents. They hail from 35 coun- 
tries and are here at the invitation 
of the American Assn. of Adver- 
tising Agencies. 


® The program will start Monday 
with an all-day session at the Ho- 
tel Roosevelt, in New York. 


@ Mayor Robert Wagner, who is 
proclaiming April 23 “Internation- 
al Day in New York,” will speak 
at the luncheon. Four of the for- 
eign delegates will deliver talks. 


e Frans Lohse, president of Ak- 
tiebolaget S. Gumaelius Adver- 
tising Agency, Stockholm, will talk 
on, “Possibilities and Obstacles— 
Some Thoughts on Advertising and 
Marketing, Today and in the Fu- 
ture.” 


@ Lt. Col. Alan M. Wilkinson, head 
of the London Press Exchange and 
president of Britain’s Institute of 
Practitioners in Advertising, will 
discuss “The Social and Cultural 
Effects of Advertising.” 


e Mario Garcia-Pena, managing 
director of Propaganda Epoca, 
Bogota, and president of the Co- 
lombian Assn. of Advertising 
Agencies, will speak on “New 
Frontiers to Conquer for Adver- 
tising Men.” 


e Hideo Yoshida, president of 
Dentsu Advertising, Tokyo, and 
chairman of the Japanese Assn. of 
Advertising Agencies, will pre- 
sent an “Outline of Advertising in 
Japan.” 


e Marion Harper Jr., president of 
McCann-Erickson, and Sigurd S. 
Larmon, president of Young & 
Rubicam, aiso will speak at the 
meeting. 

Simultaneous translations wili 
be provided in French and Spanish. 

The foreign agency men will 
subsequently attend the spring 
meeting of the Four A’s in White 
Sulphur Springs, visit Washington, 
D. C., and wind up at the annual 
convention of the International 
Advertising Assn. in New York 
May 3-4. 


® The following is a complete list 
of the visiting agency executives: 


Argentina— Ricardo de Luca, of Ri- 
earde de Luca-Publicidad TAN; Amilcar 
Garcia Torres, of Agencia Garcia Torres 
¥ Lotito; and Ricardo H. Pueyrredon, of 
Pueyrredon Propaganda, all Buenos Aires. 

Australia—John Bristow, of Hansen- 
Rubensohn Pty. Ltd.; Lincoln Wil- 
liam Farnsworth, of George Patterson 
Pty. Ltd.; and John Humphrey, of the 
Australian Assn. of Advertising Agen- 
cies, all Sydney; Claude C. Mooney, of 
Claude Mooney Advertising Pty. Ltd. and 
Noel V. Nixon, of N. V. Nixon Co. Pty. 


bell, of Publicidad Inter-Americana, S. A.; 


Augusto Godoy, of Godoy & Cross; Dr. dios, and R. S. Hadikusuma, of Kusuma | 


Rau! Gutierrez Serrano, of the Organiza- 
cion Tecnica Publicitaria Latino-Ameri- 
cana; and Bernard Jennings, of Publicidad 
Jennings, all Havana. 


Advertising Agency, Copenhagen. 
Egypt—Nickitas M. Grispos, of Societe 


fred John Maggiar, of Al Chark Adver- 
tising, both Cairo. 

Finland—Matti Keijola, of Erva-Latvala 
Oy, and Per Henrik Taucher, of Oy Main- 
os Taucher Reklam Ab, both Helsinki. 

France—Marcel Bleustein-Blanchet, of 
Agence Publicis; R. L. Dupuy, of R. L. 
Dupuy & Co.; Dr. Francis Elvinger, of El- 
vinger S. A.; Rene H. Giraud, of Promos 
Publicite; Henri Henault, of Synergie Ad- 
vertising & Publicity; Pierre Jegu, of 
Agence Jegu; and Raoul Montfort, of 
Agence Alexandre, all Paris . 

Germany—Carl Gabler, of Carl Gabler 
Werbegesellschaft, GmbH, Munich; Rai- 
mund Schulz and Rudolf Stilcken, of 
Hanns W. Brose GmbH Wirtschaftswer- 
bung GWA, both Frankfurt am Main. 

Great Britain—R. A. Bevan, of S. H. 
Benson Ltd.; Hubert Oughton, of W. S. 
Crawford Ltd.; Edward A. Smee, of 
Smee’s Advertising Ltd.; Lt. Col. A. M. 
Wilkinson, of the London Press Exchange 
Ltd.; and Sinclair Wood, of F. C. Pritch- 
ard, Wood & Partners Ltd., all London. 

Hong Kong—Elma Kelly, of Cathay 
Limited. 


Denmark—Leif Berg, of Gutenberghus | 


Egyptienne de Publicite, S.A.E., and Al-| 


| Indonesia—F. Berkhout, of Berk Stu- 


Advertising Agency, both Djakarta. 
Iran—Isaac Finzi, of Firzi Publicite, 
Tehran. 
Ireland—Charles E. McConnell, of Mc- 
Connell’s Advertising Agency, Dublin. 
Israel—Simon Schmidt, of Simon 
Schmidt & Associates, Tel-Aviv. 


lof 1.M.A. Advertising Agency, and Dr. 
| Giulio Cesare Ricciardi, of Publicita In- 
ternazionale, both Milan. 

| Jamaica—Alfred J. Johnson, of Art & 
| Publicity Ltd., and Cecil Edward Lindo, 
of ad-rite Advertising Agency, both Kings- 
| ton. 

Japan—Hideo Yoshida, of Dentsu Ad- 
vertising Ltd., Tokyo. 

Lebanon—Nasri_ Rizcallah, 
Publicity, Beyrouth. 

Mexico—Ignacio Carral, president of the 
| Mexican Assn. of Advertising Agencies, 
Mexico, D. F. 

The Netheriands—Johannes W. Hund, 
of Hund, van Vieuten en van Roemburg, 
the Hague; Hendrik Eduard Janssen, of 
Interad Advertising Agency, and Joost 
Smit, of Smit’s Advertising Agency, both 
Amsterdam; and Hans Oscar Adolf Wand- 
schneider of Nationale Publiciteits Onder- 
neming N. V., the Hague. 

New Zealand—Sir John Ilott, 
Ilott Ltd., Wellington. 

Norway—Trygve Dalseg, of Trygve Dal- 
seg & Co. A/S, Oslo. 

Pakistan—Vajid Mahmood, of Adarts- 


of J. 


of Dekora 
1 Co., and J. J. Nery, of Publicitaria Uru- 


| Karachi-Ltd., Karachi. 

Peru—Alberto Pillado Matheu, 

| Publicidad Peru, and Alvaro Florez- 
| Estrada, of Publicidad Causa, both Lima. 
| Spain—Francisco Garcia Ruescas, of 
Publicidad Ruescas, Madrid. 
Sweden—Erik Elinder, of Wilh. An- 


| of Aktiebolaget S. Gumaelius A 


bh . 
ata, 


Advertising Agencies, and Folke Sten- 
| beck, of Aktiebolaget Ervaco, all Stock- 
| holm. 

Switzerland—Dr. Rudolf Farner, of Ru- 
dolf Farner Advertising Agency, and 
Adolf Wirz of Adolf Wirz Advertising, 
both Zurich. 

Turkey—Kemal Isin of Modern Adver- 
tising Agency, Istanbul. 

Uruguay—Raul Capurro, of Capurro & 


guaya S. R. L., both Montevideo. 

Venezuela—Alberto Blanco-Uribe, of 
ARS Publicidad S. A., and Firmo Pes- 
quera Rengel, of Publica Publicidad, C.A., 
both Caracas. 


ABC's ‘Tomorrow’s Careers’ 
Features Advertising 

| Jobs in advertising were fea- 
itured on “Tomorrow’s Careers” 
| (ABC-TV) Tuesday, April 17 at 
10 p.m. The program, originating 
| from WAAM, Baltimore, was 


derssons Annonsbyra AB.; Frans Lohse, | 


Advertising Age, April 23, 1956 


|produced by Johns Hopkins Uni- 
versity in cooperation with WAAM 
and carried on 20 ABC tv stations. 
Two Baltimore agencies, Van Sant, 
| Dugdale & Co. and Foster & Green, 
were presented as typical illus- 
'trations of the advertising field— 


Italy—Comm. Anton Gino Domeneghini, | Gosta Persson, of the Swedish Assn. of VanSant, Dugdale as a 100-man 


|staffed, departmentalized agency 
\and Foster & Green as a young, 
smaller operation. 

Executives of VanSant, Dugdale 
|appeared live on the show to dis- 
lcuss all areas of the operation; 
Foster & Green’s filmed presenta- 
|tion outlined development of an 
| account. 


Bates to Metro Network 

Fred Bates, formerly with Par- 
ents’ Magazine, has joined the Chi- 
cago sales staff of Metro Sunday 
Magazine Network. Before his as- 
sociation with Parents’, he was an 
account executive of Henri, Hurst 
& McDonald and advertising man- 
ager of Fred W. Amend Co., Chi- 
cago. 


Ltd., both Melbourne. 

Belgium— Fernand Hourez, of Bodden 
& Dechy Advertising S/A; Eugene Pit- | 
eraerens, of S. A. Piter Publicite; and | 
Leon Van de Merghel, of Planning Pub- | 
licitaire V.D.M., all Brussels. 
Brazil—Cicero Leuenroth of Standard 
Propaganda S.A., Rio de Janeiro. 

Canada—Pat Freeman, of the Canadian | 
Assn. of Advertising Agencies; Elton) 
Johnson, of Locke, Johnson & Co. Ltd.; 
Alex M. Miller, of the Canadian Assn. of 
Advertising Agencies; Einor V. Rechnitz- | 
er, of MacLaren Advertising Co. Ltd.; and 
Charlies Warren Reynolds, of E. W.) 
Reynolds Ltd., all Toronto; and Frank 
deBrisay Walker, of Ronalds Adver- 
tising Agency Ltd., Montreal. | 
Celembia—Mario a . | 

E a Ltda., and Henry B. S- 
——. ~¥ Atlas Publicidad Ltda., both | 
a Rica—Tomas Aguilar, of Ante 

, Ltda., San Jose. 
\Gebe—Fernando Alvarez Perez, of Pub- 
licidad Alvarez Perez; Kenneth D. Camp-— 


In presenting 


Miss Betty Fisk, Home Furnishings Editor, Successful Farming ) 


the Dorothy Dawe Award 


iL 


i 


In solid rock maple, with simple lines 
and brass hardware, these three essential 
bedroom pieces cost only around $350 


General Lawrence Whiting, 
President of the American 
Furniture Market, passes the 
Dorothy Dawe Award cup 
to Miss Betty Fisk 


Mr. Neil Regan, Public Relations Director 
of the American Furniture Mart, said: 


“Our first place winner had a splendid year of over-all 
achievement in bringing news of home furnishings to a 
special group that has often been neglected in the past. 


(But not by Successrut Farmrinc!) 


“Particularly significant was her technique of writing 
home furnishings stories in good taste, yet geared to the 


practicality of the needs of her audience. 


(Miss Fisk’s stories are usually case histories of 
actual farm homes. She and her assistants traveled 
40,000 miles in 1955 scouting farm homes and 


visiting with farm 


“She consistently maintained her editorial emphasis 
on good home furnishings in general, not the tricky or 
the unusual, and also made sure they could be obtained 


families.) 


in the areas where her readers live. 


(By selling enough key stores. Ever since 1947, 
SUCCESSFUL FARMING has sponsored promotions for 
stores, to make available better furnishings to 


readers, and develop better business for retailers. 


In 1955, the “Spruce Up For Spring” promotion 
was participated in by 48 major stores. Last Fall, 
62 stores adopted the SF “It’s Easy To Decorate” 
promotion; reported wonderful response, heavy 
traffic, increases up to 20%. A Decorating Contest, 
run in the magazine, was an additional stimulant.) 


“Her magazine coverage was one of a definitely 
superior nature... But that was not all. As she covered 
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Max Factor Introduces 
New ‘Hi-Fi’ Lipstick 

Max Factor will introduce a new 
lipstick called Hi-Fi April 29. Ac- 
cording to the company, the new] 
lipstick “brings brilliant new beau-| 
ty to the lips, for Hi-Fi does for'| 
lipstick color what high fidelity| 
does for music . . . Mr. Factor has| 
developed a whole new scale of| 
clear, brilliant tones never possible | 
before.” | 

Hi-Fi will be introduced in four- 
color ads in The American Weekly, | 
Ladies’ Home Journal, Modern 
Screen, Photoplay, Seventeen and 
Vogue. Newspaper ads will also 
be used and the lipstick will be 
featured on a tv spot schedule in 
67 major markets. Department) 
stores, chain drug stores and in- 
dependents are tying in. 


Publisher Moves Office 


Industrial Publishing Group di- | 


vision of Telenews Productions has | 


READY FOR ACTION—At the National Business Publi- 
cations meeting in Hot Springs, Va., these tf. 
Club members lined up for a panel discussion em- 
phasizing market research, editorial promotion and 
sales training. Panelists were John R. Duble, Pit 
& Quarry, New York; Richard Y. Fuller, Technical 


Publishing Co., New York; Charles H. Bussman, Pit 
& Quarry, Cleveland; V. G. Brettman, Watson Pub- 
lications, Cleveland; George H. Buehler, Machinery, 
Chicago; Frank J. Cornyn, Pit & Quarry, Chicago, 
and moderator Kingsley L. Rice, Technical Pub- 
lishing Co., Chicago. 


Hotpoint Promotes Built-ins 


cording to a company spokesman. | Homemakers, Sunset Magazine and 


Hotpoint Co., Chicago, plans its | Four-color pages are scheduled for | Small Homes Guide. Trade maga- 


biggest national consumer and|American Home, 


Better Homes)zine advertising will cover nine 


moved to new offices at 812 Huron|trade magazine advertising cam-|& Gardens, Home Modernizing,| publications totaling 77 pages, 47 
paign on built-in appliances, ac-| House Beautiful, Living for Young |of them in full color. 


Rd., Cleveland. 


the market last Summer, she prepared a script and pictures 
of this market coverage which extended the editorial ser- 
vice of the magazine to 38 television and radio stations, plus 
20 newspapers, all in the magazine’s circulation area.” 

(PLUS a twenty-minute film strip in color, with 
a recorded commentary, written and produced by 
Miss Fisk for presentation to general audiences. It 
was enthusiastically received by the industry. To 
date, 257 of the strips have been bought by 109 
Home Demonstration Agents, 102 department and 
furniture stores, 38 educational institutions, and 
8 industrial firms. 

Plus the SF Furniture Arrangement Kit, with 
coordinate sheets for floor plans, and scale outlines 
of furniture, with dimensions, for placement. Priced 
at 25c, more than 6,000 copies have been bought. 

Plus personal appearances. Miss Fisk made 15 
talks to business and consumer groups in 1955.) 

“For this outstanding promotion, topping her consis- 
tently thorough work in the past, the judges are happy 
to present the Dorothy Dawe Award to Betty Fisk, 
Associate Editor and Director of the Home Furnishings 
Department of Successful Farming.” 


Tue true significance of the Dorothy Dawe Award is 
that the farm families Miss Fisk works for and with today 
want the best in homes, furniture and furnishings. 

SUCCESSFUL FARMING’s farm subscribers have had an 
average annual cash income of around $10,000 for 
several years... represent one of the world’s best class 
markets. And SF’s 1,300,000 circulation not only affords 
a huge new bloc of buying power, but balances national 
schedules where general media run thin in coverage and 
influence... Ask any SF office for the facts. 


Successful Farming 


MerepitH PusiisHinc Company, Des Moines... with 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


The ceramic tile table top has a durable 


resistant surface. The tile topped coffee table, 


with cushions, does double duty as a bench 


\16 Advertisers Join 
in ‘Living’ Push for 
Prefab, Furnishings 


New York, April 17—Sixteen 
advertisers in the home field have 
joined forces in a 16-page “house 
of vision” promotion in the May 
issue of Living for Young Home- 
makers. The campaign will help 
sell prefabricated houses by Amer- 
ican Houses, New York—and just 
about everything that goes into 
them. It is estimated that the proj- 
ect will total more than $100,000 
when all the local dealer tie-in ad- 
vertising is added in. On April 19 
when Living goes on sale, 60 
“houses of vision” will go on dis- 
play along the Eastern Seaboard. 

Organized by Arndt, Preston, 
Chapin, Lamb & Keen, the cooper- 
ative advertising involves 11 agen- 
cies and is backed up by nine 
editorial pages in Living. Partici- 
pating are American Houses, Up- 
holstery Leather Group, Stang 
Pottery, Drexel Furniture Co., 
Morgan-Jones bedspreads (all 
Arndt, Preston clients), Imperial 
Paper & Color Corp., wallpaper 
(St. Georges & Keyes), Revco 
built-in refrigerators (Beaumont & 
Hohman), Youngstown Kitchens 
(Brooke, Smith, French & Dor- 
rance), E. T. Barwick Mills car- 
peting (Mitchell, WerBell), Wav- 
erly fabrics, draperies and uphol- 
stery (Lawrence Kane), Durall 
Products Co., aluminum tension 
screens (Wilson, Haight, Welch & 
Grover), Tappan Stove Co., buiit- 
in ranges (Ketchum, MacLeod & 
Grove), H.°L. Judd Co., drapery 
fixtures (Wm. B. Remington), 
R.O.W. Sales, removable wood 
windows (Howell & Young), 
Shower Door Co. of America 
(Bearden-Thompson-Frankel) and 
Rubel & Co., decorative accesso- 
ries (Robert Whitehill). Arndt, 
Preston hopes to repeat the pro- 
motion in October. 


Morgan Joins Cary-Hill 

Alan D. Morgan, formerly with 
Kansas City agencies Allmayer, 
Fox & Reshkin Agency and Stand- 
art & O’Hern Advertising Agency 
as copywriter and copy director, 
has joined Cary-Hill, Des Moines, 
Ia., as copy director. Mr. Morgan 
has had several mystery novels 
published under the name of 
“Mike Roscoe.” 


Farm Paper Unit Moves 

The Chicago office of the Mid- 
west Farm Paper Unit is moving 
May 1 to 35 E. Wacker Dr., Chi- 
cago. 


Market QUALITY 
is EXCELLENT 


IN 
APPLETON - NEENAH-MENASHA, WISCONSIN 


PRES a 


Marathop Conperition’s Sth manufacturing 
building for Appleton, Neenah-Menashe 


area (under construction.) 


Food packages and packaging materie's 
produced here by Marathon backlog its 
local payroll of $13 1/4 million...an impor- 
tent Factor in the $!47 million spendable 
income centered in our city zone market 
of 96,291 people. integrated with this 
market's excellence is Wisconsin's FIRST 
evening newspaper in editorial linege and 


SECOND in advertising volume, the. 


ApPLETON- Post CRESCENT 


KEN E. DAVIE. 
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with any market in Illinois—see why 
you Il get more sales per dollar than any other! 


Total Retail* 
Sales 1955 


$96,275,000 


Kankakee Dairy Journat 


atte, 


. 
Suan 


Coverage of 
this rich 
Multi-million 
dollar market 


98.3% 
oe 


*Standard Rate & Data March 1956 


Represented Nationally by 
West-Holliday Co., Inc. 


TPA’s Sillerman Tells 
How Films Outdrew 
Live Network Shows 


(Continued from Page 3) 

ten network shows this season 
have been on celluloid. Mr. Siller- 
man told the telecasters they could 
expect more and more film in the 
future. He forecast this trend be- 
cause of film’s proven ability to 
}give stations star-studded pro- 
}grams that will draw top ratings, 
and because of the use of film 
shows this season by one network 
to best the strong competition on 
another network. 


® As examples of this he cited 
CBS’ use of Phil Silvers and “Navy 
Log” films to grab the Tuesday 
night leadership from NBC and 
Milton Berle, and also ABC’s use 
of “Disneyland” to garner top rat- 
ing honors on Wednesday night. 
George T. Shupert, president of 


Another thinly disguised WJR success story 


fa, 


Think the boss suspects 
we heard that WJR commercial? 


Last winter a Detroit automobile maker needed 
some experienced automotive engineers, financial 
analysts, and others. 

Obviously that kind of talent was already 
happily and profitably employed—by other auto 
makers. He had to lure it away. 

How? With one minute a day on WJR: In 
“Music Hall” —Detroit’s favorite music - for - 
driving show and “Guest House” — popular 
family show. 

His copy indicated that the personnel office 
would be open Saturday. And 42 fully qualified 


men showed up, in person, the first Saturday. 

He was delighted, and so were we. Because 32 
of them—three-fourths of the total—were per- 
fectly satisfied with their present jobs and hadn’t 
thought of changing until they heard the WJR 


announcement. 

Whether they are engineers, 
teen-agers, people pay attention 
WJR advertisers. 


housewives or 
to WJR—and 


No wonder the wise advertiser, who wants to 
move goods in Detroit and the Great Lakes mar- 
ket, specifies WJR—and its 16 millior listeners. 


The Great Voice of the Great Lakes 


WJR....: 


50,000 Watts 


1 
ee eae if: awn coy bom ch yg) ze Peet iS Eye eee 


~ 


CBS Radio Network 


Back to the drawing board, boys, 
you've a career in engineering. 


= 
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ABC Film Syndication, defended 
the industry against charges lev- 
eled against it recently in Apver- 
TISING AGE by Victor Fabian, media 
director, C. Mendel Muench & Co. 
(AA, March 19). Mr. Fabian 
charged that agencies could never 
be sure of getting the best price 
on a film show for their clients be- 
cause, he said, syndicators cut 
prices haphazardly, sometimes of- 
fering the same show to an agency 
for one price and to its client for 
still another. 

Mr. Shupert said such examples 
as these “could be true and prob- 
ably are,” but he denied that these 
practices are representative of the 
industry as a whole. “That’s like 
Saying that because one or two tv 
stations are unethical and cut 
prices, all are guilty,” he asserted. 


@ Mr. Shupert said the station’s 
problem is to get as many good 
films as possible at a price it can 
afford to pay, while “our problem 
is to get enough out of each mar- 
ket to pay us to produce good 
films.” Unless distributors can 
make a profit on their shows, they 
may not be able to offer top first- 
run programs on a syndicated ba- 
sis any more, he warned. 

The ABC Film executive made 
five suggestions to broadcasters as 
to how they can help film compa- 
nies operate more economically: 

1. Be particular who you buy 
from; choose reliable suppliers and 
believe them when they say they 
have only one price for your mar- 
ket. 

2. Report any salesman who 
makes shoddy offers, etc., to his 
home office. “You will find that 
most of the companies will not 
support this kind of operation.” 

3. Pay bills promptly. “It might 
amaze you to know how much of 
the syndicator’s money is tied up 
in unpaid accounts.” 

4. Take care of prints and return 
them promptly. Most of those that 
are returned in poor condition 
come from small stations. Syndi- 
| cators get about ten or 12 runs out 
|of each print as compared to 200 
| for “theatrical people,” he said. 

5. If you contract for one run of 
a film, don’t play it more than 
once. Repeating it may mean that 
the syndicator will have to pay ex- 
tra talent fees. 

6. Make full use of the syndi- 
cator’s knowledge of his product. 


|'@ Harold P. See, of KRON-TV, 
'San Francisco, discussed the sta- 
tion’s film editing problems. He 
said most objectionable material 
turns up in feature films; shows 
produced especially for tv and dis- 
tributed by syndicators are less 
| of a headache. 

| Mr. See said the problem might 
be easier to tackle if the distribu- 
tors and producers got together 
and formed a trade association. 
This would mean that the NARTB 
code board could hold discussion 
with one general group, rather 
than having to set up meetings 
with individual companies. 

The viewpoint of the small and 
medium-size station operator was 
presented by Joe Floyd, of KELO- 
TV, Sioux Falls, S.D. He admitted 
that many small stations do not 
handle films as carefully as they 
should. 

He emphasized, however, that 
the small markets must be able to 
get choice films—and at a price 
they can afford. 


Agency Changes Name 

Rosenfield Advertising Co., 
Boston, has changed its corporate 
name to Marvin & Leonard Adver- 
tising Co. There is to be no change 
in either organization or financial 
structure of the company. The two 
present principals, Marvin Feit and 
Leonard Kanzer, have given their 
first names to the new company, 
because, as they say, “our last 
names are more often spelled and 
pronounced incorrectly than cor- 
rectly.” 
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FOR. ALL BOYS * aint eosin ane, seudes ik auaaaa 


BOYS’ LIFE, 2 Pork Avenve, New York 16, N.Y. © BOYS’ LIFE, 9 W. Washington St., C 


Rn, ei 


te 


The future is the keynote 
in a campaign dedicated 
to sell the idea of planned 
harvesting, growing and 
protection for the nation's 
industrial forests. 


It's a natural for boys be- 
cause the future belongs 
to them and because they 
are deeply interested in 
the outdoors. 


Weyerhaeuser Timber 
keeps them informed in 
BOYS’ LIFE. 


i> 2, ILL. © DORR & CORBETT, 80 Boylston St., Boston 16, Mass. © J. G. DAVENP 2am 
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HARK GREENBERG TELLS 
“Who Makes the Majors?” 


Over 1300000 Circulati 
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Sinclair Extends 
6-Second Radio 


Spot Scheduling 


New Yorx, April 17—“Driving 
today? Drive with care, and buy 
Sinclair Power-X gasoline.” 

This “quickie” radio spot, which 
was wafted into the air with a 
small schedule and no fanfare a 
few months ago, has turned out to 
be such a sleeper that it may be 
given a 100-city spread. 

The advertising success story 
dates back to last fail, when James 
J. Delaney, advertising manager of 
Sinclair Refining Co., and Stanley 
F. Ellsworth and William L. Wer- 
nicke, vp and radio-tv director, re- 
spectively, of Morey, Humm & 
Warwick, were in Atlanta on a 
business trip. 

While riding a radio-dispatched 
taxi, Mr. Delaney noticed that 
safety reminders were inter- 
spersed with the call assignments 
to the drivers. The driver said the 
announcements had helped to keep 
him alert during the long stretches 
of work. 

It was this incident that started 
Mr. Delaney and the agency men 
thinking about what they could do 
in the way of a safety campaign 
which would also have sell for 
gasoline. The approach must be 
positive, they decided, since the 
aim was not to keep people from 
using their cars, but rather to re- 
mind them to drive carefully. 


s When the theme was decided 
upon and polished to Mr. Delaney’s 
satisfaction, it turned out to be 
only five seconds long. This was a 
shorter spot than appears on most 
stations’ rate cards, but the agency 
was able to negotiate a mutually 
agreeable rate with WRCA, the 
first New York City station to car- 
ry the announcement. No trouble 
has been encountered with the 
others on which it has been subse- 
quently scheduled. 

New York was selected as the 
“test” area because Sinclair, with 
its limited distribution here, has 
relatively little money to spend 
and considered this an effective 
way of spreading the budget. The 
quickies began running a few 
times a week on a few stations in 
New York in mid-December. 

Initial favorable reaction came 
from within the company. In Jan- 
uary, Mr. Delaney decided to give 
New York the saturation treat- 
ment. Some 256 announcements 
weekly were scheduled on ten sta- 
tions in this metropolitan area. 


= This would seem to be enough 
to make the public aware of the 
campaign. Just to be sure, Sinclair 
asked Advertest Research to check 
753 people in February to find out 
how many of them had heard the 
spot. The answer was yes in the 
case of 37% of the men and 27.4% 
of the women. 

In March a second survey was 
conducted with a different sample. 
This time 39.6% of the men and 
27.8% of the women said they had 
caught the Sinclair safety an- 
nouncement on radio. 

This quick recognition was 
enough to send Sinclair full speed 
ahead on the job of lining up more 


stations in its marketing area. 
Currently the quickie is going out 
on the air a total‘of 1,182 times a! 
week in 30 cities. Schedules are 
being set for 15 or 20 more cities, 
and the total may go as high as) 
100. The drive will run on a 52-| 
week basis. 


s The spots are planned to hit at 
peak driving hours, with emphasis 
on to-and-from-work driving pe- 
riods. In the case of participation 
programs, Sinclair requests that 


, 
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the quickie follow a time check | eases cueing difficulties for such a | Sinclair budget. Most of the money | around the calendar, Mr. Delaney 
wherever possible. In every case it| brief spot. has been shifted from local radio | does not plan to change the copy, 
is given the live, local treatment to From the money point of view,|shows, of which the company still | which is varied only to fit the time 
capitalize on station personalities|this drive has resulted in only ajhas a considerable number, and|of day or an emergency, such as 
in each market. This also cuts|slight increase for radio, which! minute announcements. |New York’s recent snowstorm. 


down on production costs and| gets the fourth largest share of the, Though the push will go on| Relying on the old adage that 


WHY THE GIRDLER CO. AND TUBE | 
MAINTAIN EXECUTIVE OFFICES AND 
PRINCIPAL PLANTS IN LOUISVILLE 


“Our executive offices and main plants are located in Louisville for the soundest of 


reasons. Louisville is near, or within easy reach of, our sources of raw materials and 
principal markets. Electrical energy and natural gas, required in our manufacturing 
operations, are in abundant supply. Louisville’s favorable geographical position 

and its excellent rail, air and water transportation facilities are conducive to 

good customer delivery service. Additionally, Louisville offers ample room 

for our future expansion.” 


The Girdler Company and Tube Turns are native Louis- E. I. DuPont De Nemours and Company’s Neoprene 
ville firms and are both leaders in their respective fields. plant in Louisville is the largest single synthetic rubber 
The Girdler Company embraces three distinct operations: operation in the world. The Louisville DuPont plant em- 
Gas Processes Div., Votator Div. and Thermex Div. The ploys over 2,000 people and is the only producing plant 
three divisions are engaged in designing, engineering and for Neoprene in the United States. This raw material is 
the construction of gas process plants, edible oil plants, used to manufacture gasoline hoses, gaskets, floor mats and 
food process apparatus and dielectric heating equipment. has many other important applications in industry owing 
Tube Turns manufactures a complete line of welding fit- to its valuable chemical properties. A facility for the pro- 
tings and flanges, comprising over 4,000 items, for indus- duction of Freon-22 is currently being added to DuPont’s 
trial piping systems, and custom forgings for aircraft. plant investments in Louisville. 


LelC \OuIsviLLe for al its worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zonrnal - THE LOUISVILLE TIMES 


381,468 Daily Combination © 314,966 Sunday © Represented Nationally by The Branham Company 
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people are just beginning to soak | ‘Life’ Advances Two Pearson is leaving the magazine to 
up your advertising by the time) John S. Wiseman, formerly as-|take part in the Presidential cam- 
you get tired of it, Mr. Delaney | sistant food merchandising man-|paign. Named assistant food mer- 
thinks a year will do very nicely | ager, has been named to succeed | chandising manager is Charles Ru- 
for saturating the public with this | Charles B. Pearson as food mer-|bens II, formerly Life retail rep- 
theme. \chandising manager of Life. Mr.' resentative in Denver. 


TURNS 


Wood Miller Quisenberry Carter 
POWERS—Three Southern California publishing and advertising ex- 
ecutives have been named as judges for the 8th annual Editorial 
Achievement Awards contest sponsored by the Western Society of 
Busimess Publications. Shown here with Nat Wood, president of 
WSBP, are Carl P. Miller, executive director, Pacific Coast edition, 
Wall Street Journal; Russell A. Quisenberry, publisher of the San 
Fernando Valley Times, and Nelson Carter, vp, agency services, 
western operations of Foote, Cone & Belding, and president of the 

Los Angeles Advertising Club. 


TPA Names O'Brian Chicago division, and the transfer of Ed 
Manager; Transfers Two Lewis from the field staff to the 
Robert W. (Pat) O’Brian has re- New York sales staff. 

signed from the Chicago staff of 
Harrington, Righter & Parsons to MacDonald Names Two 
become manager of the Chicago of- Arthur R. MacDonald Inc., Chi- 
fice of Television Programs of|cago, has appointed Richard E. 
America, producer-distributor. H.| Stanley and Robert W. Deitz ac- 
J. (Jim) Eels, former manager of| count executives. Mr. Deitz for- 
the company’s Chicago office, will |merly was commodity advertising 


ee be in charge of the new Kansas|manager of gypsum _ products 
. yes City office. division of Celotex Corp. Mr. 
- a, i Other TPA shifts include the |Stanley was promoted from Mac- oe 
GEORGE O. BOOMER ‘ see ye"... appointment of Alton Whitehouse | Donald’s copy staff. Ernest D. Kar- ig 


of the field staff as assistant to/|roll also has been promoted to 
Hardie Frieberg, vp of the eastern |director of art and production. 


President / 

The Girdler Co. } 

and Tube Turns __ X 

Divisions of the 

National Cylinder Gas Co. fh 
| 


/ 
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American wan fl 
The world’s most ARTIST | 


widely read sana SO 1080 evans 


ART MAGAZINE 
NOW 


First in— 


E DLITAN LOUISVILLE. POPULATION AND COURIER-JOURNAL = PAID CIRCULATION 
| AND TIMES CIRCULATION BOTH INCREASED 11°%, IN FIVE YEARS READERSHIP e ADVERTISING LINAGE 


Your best and most profitable way to reach the rich, 
responsive, and growing field of fine and commer- 
cial artists, art directors, art teachers, and students, 
libraries, art departments of countless business 
firms, craftsmen, and the fabulously increasing 
number of “week end” artists everywhere. 


Readership of over 400,000 and paid circulation of 
over 45,000 offer you the perfect medium for selling 
art materials, schools, travel, engraving, typography, 
printing, lithography, books, and photo supplies— zy 
to name a few. 


ile iitags 


. a Ga 2 


> . "ao 


Sales-opening market breakdowns by the depend- 
able and impartial Kemp Research Service are 
available—The Buying Power of the Artist, The 
Buying Power of the Art Director and Commercial 
Artist, The Artist as a Travel Prospect, and The 
Amateur Artist. We'll gladly send you any or all! of 


Publicker Chemical Corporation recently leased a large govern- these. Also available: 
ment-owned synthetic rubber plant in Louisville’s Rubbertown 

for the production of butadiene, an ingredient of synthetic rubber. Sample Copy, ABC Statement, Rates, Surveys, etc. i 
Publicker is planning a gradual re-activation of the plant and Cy Ellison, Advertising Monager iS 
anticipates an initial employment of 300 chemical workers in the 

first unit to be put back in service. The plant occupies 127 acres os 

and has production capacity for 5,000 tons of alcohol butadiene AMERICAN ARTIST 24 West 40th St., N.Y.C. 18, CH 4-2878 

a month. 
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and the fast-growing Tampa trade area 


CIGARS 


CITRUS FRUIT 


A $665 MILLION INDUSTRY 


CATTLE RAISING 
MEAT PACKING 


CENTER OF FLORIDA'S FAST- 
GROWING CATTLE INDUSTRY 


$55,500,000 PRODUCTION 


PAINT 


LARGEST MANUFACTURER 
IN THE GREAT SOUTHEAST 


CEMENT 


16 MILLION BAGS ANNUALLY 


SEA FOOD 


15,000,000 POUNDS 


CONTAINERS 


$SO MILLION WORTH 


DIVERSIFIED 
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A $10 MILLION INDUSTRY 
_PEOPLE 


& 


847,400 OF THEM 


(S. M. EST. 5/19/54) 


SHIPPING 


A 10 MILLION TON 
PORT OF CALL 


PURCHASING 
POWER 


$690,525,000 
EFFECTIVE BUYING INCOME 


RETAIL SALES 


$553,780,000 TOTAL 


GROCERY STORE 


MG 


$110,820,000 WORTH 


AUTOMOTIVE SALES 


¢ \. 


$97,732,000 WORTH 


DRUG STORE SALES 


A dynamic market to be counted in your 
sales plans. It’s Florida’s second largest! 


The great Southeast is growing fast — and Tampa 
sets the pace. It’s up in population, up in buying 
power, up in industrial strength. 

For every 100 resident families, Tampa boasts an 
average of 115 steadily employed workers. High 
levels of employment and high incomes provide the 
impetus for amazing retail sales action which puts 
Tampa high among the nation’s top markets. 

Big, fast-growing Tampa is served first by The 


THE TAMPA TRIBUNE now distributes 
THE AMERICAN WEEKLY 


Tampa Tribune, largest newspaper on Florida’s rich 
West Coast. It carries more advertising linage than 
any other paper in the area. 


The Tribune has kept pace with Tampa’s phenome- 
nal growth, circulates in excess of 126,000 copies 
every day. To enhance its value, The Tampa 
Tribune now brings its readers on Sunday, the richly 
colorful, delightfully entertaining, highly serviceable 
American Weekly. 
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Ads Built Hertz Car, Truck Rental 
Business to $89,100,000 Operation 


Hertz Licensees to Match | 
$1,800,000 National Ad — 
Budget with Local Ads 


By Emmett Curme 
Cuicaco, April 17—Exactly 38) 


years ago a young automobile 
salesman named Walter L. Jacobs | 
fulfilled an old dream and opened 
a car rental agency here. He had a 
stake of $2,500, 12 Ford touring) 
cars and lots of ambition. He 
dubbed the new business Rent-A- 
Ford Inc. 

After several changes of owners 
and numerous ups and downs, the 
business today operates as the 
Hertz Corp., world’s largest car 
and truck rental company. At the 
end of last year, the company and 
its licensees owned or controlled 
16,768 cars and 16,174 trucks in 717 
cities in the U. S. and throughout 
the world. Gross revenues for the 
system in 1955 hit $89,100,000—far 
beyond Walter Jacobs’ wildest 
dreams. 

Mr. Jacobs, who is Hertz’s pres- 
ident, and Joseph J. Stedem, exec 
vp in charge of advertising, freely 


Messrs. Hertz and Lasker de- 
cided to enlist licensees by run- 
ning a spread in The Saturday 
Evening Post. This was in 1925. 
Mr. Jacobs, who describes the ad 
as the “highest priced classified ad 
in history,” said the response was 
terrific. Hertz established a nation- 


|al car-rental system almost over- 


night. 

A few other ads expounding the 
Hertz car-rental system followed 
in 1926 in the Post. The theme of 
the copy was that it was cheaper 
to rent than to own a car. The 
cheaper-to-rent theme, national 
advertising and Lord & Thomas 
went into the discard pile when 
General Motors Corp. bought out 
Mr. Hertz in 1926. 


s Under GM ownership from 1926 
until 1953, the Hertz rental sys- 
tem remained in a near state of 
suspended animation. When GM 
purchased the Hertz holdings, it 
was primarily interested in the 
truck and coach manufacturing 
part. The rental system came with 
the package and apparently was as 
welcome as a two-headed relative 
to some members of the GM high 
command. 


GM dealers were incensed when |! 
| they learned that the company had 
|acquired a car rental system, and 


co-op AD—Hertz allots a portion of its national advertising budget 


to co-op advertising with airlines 


and railroads. The ads promote 


the Hertz airplane-auto and train-auto plan. 


end of 1954, the Hertz Corp. (not 
including licensees) owned 3,661 
cars and 5,241 trucks. By the end| 
of 1955, a year later, Hertz owned 
8,400 cars and 10,800 trucks. 
Hertz Corp.’s net income in 1955 
hit $2,715,148—a 112% increase 
over the 1954 net of $1,279,414. The 
company’s gross revenue in 1955 
jumped to $39,128,234, an increase 
of 80% over $21,752,297 for 1954. 
The entire Hertz system grossed 
$89,100,000 at the end of last year, 


much and where the fund money 
will be invested, as well as on me- 
dia and copy. 


® Hertz advertising is aimed to- 
ward three markets—(1) the gen- 
eral public, which includes busi- 
ness executives, (2) teachers and 
(3) the transportation field. To 
reach the general public, Hertz 
this year is using Collier’s, Esquire, 
Holiday, Life, National Geographic, 
Newsweek, Reader’s Digest, Sports 
Illustrated, The Saturday Evening 
Post, Time and U.S. News & World 
Report. 

Hertz hits the transportation in- 
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co-op ad campaigns with various 
airlines and railroads. In addition, 
ads for many of the transportation 
companies mention car rental fa- 
cilities as part of their conven- 
iences. 

Hertz keeps its name before 
transportation ticket sellers and 
travel agents—people who can di- 
rect travelers to car rental facil- 
ities. Hertz pays a 10% commis- 
sion to railroad ticket sellers and 
all travel agents for any business 
they direct to the company. 

Ads in teacher publications sell 
the advantages of group renting. 


® The Hertz ad committee, upon 
the urging of Campbell-Ewald, 
voted to scrap the educational ad 
approach this year in favor of 
hard-selling the Hertz name. 

“We decided on this new ap- 
proach because of the advertising 
activities of our two largest com- 
petitors,” Mr. Stedem said. “Avis 
Rent-A-Car System and National 
Rent-A-Car System came out with 
some hard sell national advertising 
last year so we decided to fight 
fire with fire.” 

Since 1954, the Hertz national 
ad fund has been bolstered by 


| dustry with ads in American Avia- 


they protested strongly to GM. In 
| tion, Asta Travel News, Canadian 


| 1929, GM sold the car rental divi- 


Walter Jacobs Joseph Stedem 
confide that much of the com- 
pany’s success is the result of its| 
advertising. Hertz, which became 
a regular national advertiser in 
1947 with a modest budget of 
$260,000, expects to invest more 
than $1,800,000 this year in na- 
tional media. And local advertising 
is expected to equal this total. 


s In 1918, his first year in busi- 
ness, Mr. Jacobs operated on an 
ad budget of about $1,000. Media 
included the classified telephone 
book (still a must for car rental 
companies), one-column ads in 
the Chicago Tribune, direct mail 
and outdoor posters. He used the 
same schedule until 1923, when he 
sold the business to John Hertz, 
who owned Yellow Truck & Coach 
Mfg. Co. and Yellow Cab Co. 

Mr. Hertz was very interested 
in the car and truck rental field 
and decided to expand the Jacobs’ 
company. The first hurdle was to 
line up licensees in other cities. To 
do this he contacted his good 
friend, the late Albert D. Lasker, 
of Lord & Thomas. 
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First AD—Hertz kicked off its first 
national advertising program ir. | 
1947 with this ad, which ran 


58 


|sion to 35 members of its manage-|5 


ment team, but bought it back 
again in 1932 as the division con- 
tinued to lose money. 

About the same time, GM named 
Campbell-Ewald Co. as the rental 
division agency. The only com- 
missions Campbell-Ewald derived 
from its new account, however, 


were from scattered local ad drives |* 


until 1947. 


® World War II revolutionized the 
rental car business. Since gas, tires 
and cars were scarce or rationed 
during the war years, many per- 
sons were virtually forced to rent 
cars or trucks in order to get any- 
where. 

When the war ended, Hertz had 
about 600 cars and 4,000 trucks— 
all in poor mechanical shape. But 
people still stood in line waiting to 
rent the old vehicles. When Hertz 
started to replace the line there 
was a tremendous demand for the 
old cars and trucks, and Hertz 
made out very well financially in 
disposing of them. 

Mr. Stedem and other Hertz ex- 
ecutives put on a big sales meeting 
for GM executives in 1947 and 
convinced them that the time was 
ripe for national advertising. GM 
approved a budget of $260,000. 

The first national ad schedule 
called for insertions in Holiday, 
Life, Look, Nation’s Business, 
Newsweek, The Saturday Evening 
Post and Time. About 95% of 
Hertz’s national advertising has 
gone into magazines since 1947. 


® From the start of the national 
ad program in 1947 until 1953, 
the company showed a slow but 
steady growth. The system’s gross 
revenues of $17,190,000 in 1947 
grew to $32,900,000 in 1950, and by 
1953, gross revenues hit $56,961,- 
000. Hertz’s car and truck fleet 
also increased. 

In that year, General Motors 
sold the business to Omnibus Corp., 
a company that owned public bus 
systems in Chicago and New York. 

Omnibus officials decided to ex- 
pand the car rental business and 
sold their holdings in the public 
bus systems to effect the expan- 


sion. The name of the company was 


changed from Omnibus Corp. to 
Hertz Corp. in November, 1953. 


Hertz’s growth since 1953 pro-| Hertz Corp. officers. This commit- 
in consumer, transportation and | vides interesting material. By the|tee has the final word on how 


This Week in Washington... 


|istered by an 1l-man committee 


ON VACATIONS—In this ad designed 

to reach the luxury traveler, Hertz 

features famous vacation locations. 

The car is a Ford. Ford cars and 

trucks are featured exclusively in 

Hertz ads by agreement of the two 
companies. 


a whopping increase over 1954's 
$68,349,000. 

The company’s national adver- 
tising budget increased in direct 
proportion with the adding of new 
autos and trucks. The budgets for 
the past three years were $775,000 
in 1953, $850,000 in ’54 and $1,200,- 
000 last year. This year Hertz is 
investing $1,800,000 in national 
media. 


8 “National magazines are the 
only media which satisfy the ma- 
jority of our licensees,’’ Mr. Stedem 
explained. “Since many of our 
licensees are located in small 
towns, radio and television, in 
many cases, don’t reach their po- 
tential customers. Magazines go 
into most every city and town in 
all states of the U.S.” 

Licensees are a powerful factor 
in the Hertz setup. Hertz actually 
is divided into two units—Hertz 
Corp., which owns and operates 
car and truck rental businesses in 
many cities, and Hertz licensees, 
independent business men who 
hold Hertz franchises. 

The Hertz national advertising 
fund is made up of contributions 
from Hertz and its licensees. A fee 
of $100 is assessed for each car or 
truck operated by Hertz Corp. or 
its licensees. The fund is admin- 


composed of six licensees and five 


l\justments made bu manufacturere| samething of orect asluce te thal ectamnchile tut.!.4... 


| Agent and Travel Items. 


Official Railway Guide with Air- 
lines, Modern Railroads, Official 
Airline Guide, Official Guide of 
Railways, Railway Age, Ticket 
Grade 
Teacher, Scholastic Teacher and 
Instructor are used to reach 
teachers, who always have been 
known as extensive travelers. 


In its national consumer adver- = 
tising from 1947 through last year, | = 
Hertz ads were of an educational | * 


nature, designed to educate the 
public on the advantages of rent- 
ing. The ads told where cars could 
be rented, the cost, the convenience 
of rental cars and other facts 
about the industry. 

Many of the ads contained testi- 
monials of business executives who 
told why they liked to use rented 
cars. Other ads aimed at luxury 
travelers stressed the fun one 
could have, how many more places 
could be seen with rented cars. 
The car rental industry, rather 
than the Hertz name, was empha- 
sized. 


® Through its transportation ads 
Hertz promotes its train-auto and 
airplane-auto plans. Hertz copy 
stresses the convenience of reach- 
ing a destination by train or plane 
and having a rental car waiting 
at the station or airport. Hertz 
maintains stations and offices at 
227 airports and more than 20 ma- 
jor railroad stations. 

Hertz participates in numerous 


peseriei 
affstti 
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FOR BUSINESS—Hertz uses testimo- 

nials by business executives who 

have used rented cars to good ad- 
vantage during business trips. 


payments from the Ford Motor Co. 
Ford pays an undisclosed amount 
into the fund in return for Ford 
cars and trucks being featured ex- 
clusively in Hertz ads. 

Hertz officers made it clear that 
this contract has nothing to do 
with the purchase of cars and 
trucks by Hertz, and is strictly an 
advertising agreement. Ford has 
nothing to do with preparing 
Hertz ads or approving them. The 
contract terminates May 1, when 
General Motors will take over the 
same relationship at a higher re- 
turn to Hertz. 


® Hertz’s local advertising bill this 
year is expected to equal or ex- 


jceed $1,800,000. The amount of 


local advertising is determined by 


this may well be the most important 


truck news you ever read! 


parr weed 


TRUCK AD—The leasing of truck fleets is the “bread and butter” busi- 


ness for Hertz. 


Truck ads constitute a minor portion of Hertz’s 


over-all ad schedule, but revenues from truck rentals are more than 
double those from car rentals. 
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More people 
rent cars from 7! 
than from any other 
car rental service 


P| ae 
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THE NEW LOOK—Hertz changed its 

ad approach this year from educa- 

tional to hard sell to meet compe- 

tition from its two strongest com- 
petitors. 


the individual licensee or Hertz 
agent with no stipulations as to 
how much should be done. All 
media are used. An equal amount 
of local ad dollars and national ad 
dollars are invested today as com- 
pared with a two-to-one ratio in 
favor of local advertising in 1950, 
Mr. Stedem said. 


s Hertz also receives some free 
advertising from such companies 
as Champion Spark Plug Co. and 
S. C. Johnson & Son. In their ads, 
these companies point out that the 
Hertz system uses their spark 
plugs or car polishes, creating the 
impression that if a large company 
like Hertz uses the products, the 
products must be good. 

Surprisingly enough, although 
Hertz truck-rental advertising 
plays a small role in the over-all 
advertising picture, Hertz rev- 
enues from truck rentals amount 
to more than twice the car rental 
revenues. Hertz’s 1955 statement 
disclosed that truck rentals for that 
year hit $25,477,771, as compared 
to $11,959,838 for car rentals. 


The theme of the truck ads is} 


that it is cheaper to rent trucks 
than to own them. Many large 
companies rent fleets of Hertz 
trucks on a long-term basis to dis- 
tribute their products. 

Such leased trucks are painted 
according to the specifications of 
the companies. On the 1956 sched- 
ule are Wall St. Journal, Com- 
mercial Car Journal, Dun’s Re- 
view & Modern Industry, Fleet 
Owner and The Saturday Evening 
Post. 


s Although the car-truck rental 
market is not very old, it has 
changed considerably over the 
years. Hertz officers now are 


strong advocates of market sur-| 


veys, something the company did 
not use until 1953. 

“In 1924, our market was com- 
posed of almost all men, most of 
whom did not own cars and most 
of whom lived in the towns where 
they rented cars,” Mr. Stedem said. 


“They rented cars entirely for 


pleasure. 
“The results of the two surveys 


we took in 1953 by means of some, 


18,000 postcards really caused some 


eyebrows to be raised,” he said. 


“We found that 84%% of our cus- 
tomers were women. More than 
66% of the renters were from oth- 
er towns. A total of 71% rented 
for business reasons, 18% for 
pleasure and 11% for other rea- 


sons. Only 21% did not own their | 


own cars. About 60% reached 


their destinations by air and 30% | 


by rail.” 
Mr. Stedem said the company 


currently is conducting a similar | 


survey. If the study reveals that 
11% to 12% of all customers are 
women, Hertz may add women’s 
magazines to its ad schedule in the 
future, he said. The previous sur- 
veys disclosed that 38% of the 
women customers used the cars 
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|for business. 

The company made it easier to 
rent cars last September when it 
agreed to provide car rental ac- 
commodations to holders of Diners’ 
Club cards. About 200,000 holders 
of the cards were extended charge 
privileges at more than 900 Hertz 
rental offices in 600 cities. 


= Hertz established an internation- 
al division in New York last month 
to facilitate handling of foreign 
reservations. In addition to the 
U.S. and Canada, company cars 
may be rented in 20 foreign coun- 
tries, among which are Alaska, Ha- 
waiian Islands, New Zealand, 
Cuba, Mexico, Australia and nine 
European countries. 


readership 


ranges 
straight throug 


The top-circulation TIMES Service Weeklies 
outsell all other military publications combined — 
by more than 2 to 1. And this record-breaking 
from Pentagon 
the ranks of servicemen and 
dependents in an $8 billion military consumer 
market. Whether you sell cartridges by the con- 
tract or cigarettes by the carton, the TIMES Ser- 
vice Weeklies get your message across to the right 


THE TIMES SERVICE WEEKLIES 
ENCOMPASS THE INTERESTS OF s 
ALL ARMED FORCES PERSONNEL 


strategists 


*An independent survey showed readership among the 
OFFICERS in all branches to be more than 5 times 
greater than the total circulation of the next nearest 
publication. 


| 
| 
| 


| 
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“There is no telling how big the | Man in uniform. Write for sample copies, rates, market data book, “Timely Facts.” 
company can grow,” Hertz of- 
ficers told AA. “Revenues are| ARMY TIMES PUBLISHING CO. 2020 ™. St., N.W., Washington 6, D.C. ey 
running 25% to 50% ahead of last} U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 
year, which was the best year in FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 
H history. Wi di 1434 Navy CPOs Named 
neeamecende ARMY TIMES + AIR FORCE TIMES « NAVY TIMES [> MEapeaeenre daa 
face of the car and truck rental x U.S. COAST GUARD MAGAZINE «x H 
market has only been scratched.” 
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The January Pulse (seven counties) 
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The votes are counted, and 
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|justments made by manufacturers| something of great value to the! automobile legislation, the Senate 
in the transportation charges on| buying public. | commerce subcommittee on auto- 
a a . new cars “leave practically no General Motors was sympathetic | mobile marketing, which already 
Builders Fear FRB Action GI Inaction margin for gain” by bootleggers to an anti-bootlegging bill requir-| has covered this ground, probably 
‘ who use “irregular methods” to|ing dealers to resell surplus cars| would balk at legislation until 

| move cars into high transportation|to the factory rather than turn|GM’s new dealer franchise con- 

By Stanley E. Cohen jcongressman said. “This truly | ost qreas. \them over to irregular outlets. | tract has been thoroughly tested. 
Washington Editor |might be one instance where what sed all sals for Like Ford, however, GM was op-| 

Wasuincton, April 20—March | is good for General Motors is good Soaihaineened™ lagistation. aA posed to territorial exclusivity for ‘Elks’ Names Stein — ; 
figures show that the seasonal up-| for the U.S.” took the position that the dealer’s| its dealers. | Ed Stein, formerly with the Chi- 
turn in housing starts was smaller . * * most effective remedy is to inspire| Actually the House commerce cago office of the Elks Magazine, 
than usual for this time of the| (ar Bootleg Ban Disputed: Ford | public confidence in the franchise committee is late getting onto the has been named manager of the 
wer and home builders—for the executives told the House com-|he holds, by demonstrating that his| stage. Even if the House goes Detroit office, succeeding Jack 
first time in more than a decade—_ merce committee that recent ad-' representation of the factory offers'through the motions of passing’ Lusk. 
are uneasy about the immediate | 
future. 

Builders are confident that their 
market is far from exhausted. But 
money is tight, and builders are 
having a hard time setting up long- 
term, low-interest mortgages which 
are needed to sustain the recent 
volume of sales. 

They are particularly alarmed 
over last week’s action of the Fed- 
eral Reserve Board, raising redis- 
count rates to a postwar peak of 
3%. While this is aimed at business 
men who have been accumulating 
excessive inventories of industrial 
materials, home builders, who are 
innocent by-standers, fear it will 
result in even tighter mortgage 
terms. 

Builders are also alarmed at the 
idea that Congress may go home 
without extending the GI home 
guarantee program. While this pro- 
gram still has more than a year to 
run, National Assn. of Home Build- 
ers is warning Congress that the 
supply of GI loan money will begin 
drying up this November, since 
projects started at a later date 
would have little reasonable expec- 
tation of getting finished before the 
July, 1957, cut-off date 

New GI housing accounted for 
nearly one-third of all starts in 
1955, and also for more than $4 bil- 
lion of national product, the asso- 
ciation says. In addition, it provided 
more than 400,000 man-years of 
on-site employment, and at least 
an equivalent amount of off-site 

- employment. “This is a staggering 
amount of goods and services to let 
go down the drain,” the associa- 
tion warns. 

* ° 7 

FTC ‘Leak’ Prevention: So many 
garbled reports have appeared 
about the Federal Trade Commis- 
sion’s investigation of trading 
stamps that the commission may 
decide to ease up its long-standing 
refusal to discuss pending inves- 
tigations which are in preliminary 
stages. 

The policy of secrecy is intended 
to protect the innocent, since 
many investigations never lead to 
anything. But in some instances— 
particulariy where large numbers 
of companies are involved—news 
soon gets out that an investigation 
is in progress. To its embarrass- 
ment, FTC sometimes finds that 
scraps of information reaching the 
press through this “gray market” 
serve the competitive advantage of 
a particular company or companies. 

Under a new plan now being 
considered, FTC would keep the 
press informed of investigations 
when the information can be re- 
leased without divulging the iden- 
tity of the companies involved. 


Housing ‘Gimmick’ Hit: Rep. J. 
M. Quigley (D., Pa.) still can’t un- 
derstand why Housing Administra- 
tor Cole is spending the public’s 
money to bring 100 women here 
this month to discuss what people 
want when they buy a heme. 

In his latest assault on Mr. Cole, oa Pe 4 . é : 
the congressman pointed out that ' ae a oe : ae : a } ; Ah. ae ee”, : Fr Ss 
General Motors deals with the - ery al ie ? 
same kind of a problem by distrib- 


This Week in Washington... 


Experience shows that managing 
skills can be taught and learned 


[tf 


The idea that good men inevitably 
rise to the top isn’t justified 


No company or industry can afford 
to let new managers just happen 


Se er YER piesa Ps 


“How Managers Are Made’ highspots 
3-year General Electric study 


EFFECTIVE PERSUASION. To sell products, 
services or ideas, businessmen need to know 


GROW YOUR OWN EXECUTIVES. In “Part 


MAKE A BUSINESS DECISION. It’s 
tougher ¢ How Managers Are Made,” the 


tougher than you think to develop the sound of “ 


uting a questionnaire asking auto 
owners to check off the features 
they would like incorporated in 
their next car. 

“I suggest to Mr. Cole that he 
too might adopt this proven ap- 
proach of General Motors as a 
substitute for his silly, useless and | 
expensive contest gimmick,” the 


judgment that pays off in profits. How to im- 

rove performance as a decision-maker is out- 
fined in “How To Make A Business Decision,” 
on page 38, April Nation’s Business. 


owner of a 250-employee company details 
the plan used to develop future management 
in “You Can Grow Your Own Executives,” on 
page 72, April Nation’s Business. 


the techniques of persuasion, and how to em- 
ploy them. The fundamentals are spelled out 
to management in “Ten Steps To Help You 
Sell,” on page 29, April Nation’s Business. 
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National Sample 
Mailings Will Test 


troduce Kool-Shake, 


will start May 1. 


Advertising Age, April 23, 1956 


GF’s New Kool-Shake | wide sampling would be a major 


New York, April 17—A double- 
barrelled sampling program to in-| 
General | separate phases. The first will be|tised by Post cereals with seven 
Foods’ new home milk shake mix, 


Shake became regular customers,|for distribution of 6,000,000 sam- | 


kins Products Co., Chicago, GF |Shake will be placed in every pack- 

subsidiary, decided that a nation-| age of Post-Tens and Post Sugar 
| Rice Krinkles during May and 

|part of its national introduction| June. 

| program. 

The sampling will be in two|® This promotion will be adver-| 


Foote, Cone & Belding handies;Sunday comics and magazines. 
the manufacturer of the mix, Per-| ples. A free trial sample of Kool- | Kool-Shake and Kool-Aid but no| The Kool-Aid pitcher with 


schedule for Kool-Shake 


is | smiling face will be featured in all 


planned until after the sampling,| visual ads and animated on tv. A 


AA was told. 


| 
GENERAL FOODS SETS 


SUMMER KOOL-AID PUSH 


jingle will be used on radio and 
|tv and a “secret whistle,” based on 
|the first four notes of the jingle, 
will be part of the over-all theme. 
|Special point of purchase adver- 


|the sending of samples by direct/commercials on three tv shows—|_ New York, April 17—General |i.) including shelf talkers, will 


mail to 6,500,000 families in 25) “Roy Rogers,” “Fury,” and “Mighty Foods Corp. will break advertising 


Based on reports that in key test- metropolitan markets. 
market areas more than 50% of | 
the families who bought Kool-| Post cereals, another GF product, | for Post cereals. 


Mouse.” 


May 6 for its Kool-Aid soft drink 


The second will be a tie-in with 


ls 
? < 


Natio 


CS 
i — 


ocean 
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The well rounded manager should 
have the nerve to stick his neck out 


Modern business no longer has room 
for the old-time autocratic boss 


ee 


3 3 a 


“How Managers Are Made,” in the 
March issue of Nation’s Business, digs 
into the findings of GE’s just-com- 
pleted study on building better bosses. 
It reports, interprets, evaluates... 
boils down the answers to executive 
development, and presents the facts in 
the terse, get-to-the-point language 
that 750,000 businessmen understand. 

“Here is my check . . . please rush 
reprints!” Within 2 weeks after the 
issue arrived in readers’ offices, 351 re- 
quests were received . . . for 6,050 re- 
prints. Typical of Nation’s Business’ 
editorial response, the demand was 
diversified. Manufacturing executives 
in the automotive, chemicals, utilities, 
metalworking, packaging, petroleum 
industries . . . wholesalers, retailers, 
service organizations . . . requested re- 


ns 


prints of “How Managers Are Made.” 

Month after month, Nation’s Busi- 
ness editorial content spurs business- 
men to action. Every issue spotlights 
the significant developments in na- 
tional issues, business leadership and 
government problems—three areas in 
which today’s businessmen must be in- 
formed. That’s why so many of Na- 
tion’s Business subscribers are active 
management . . . 550,000 presidents, 
owners and partners. These are the 
“business owners” who make and in- 
fluence buying decisions. 

Whatever you sell to management... 
action in business results when you ad- 
vertise to business in Nation’s Busi- 
ness. Washington — New York — Cleve- 
land — Detroit — Los Angeles — Chicago 
— San Francisco. 


-Busin 


Managers will be judged more and 
more on how they develop people 


as 


See. 
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Nation's Business, 


750,000 PAID CIRCULATION 

— Read by 75,000 executives of 
business members of the National 
Chamber of Commerce and...675,000 
other leaders of the American business 
community who paid for their subscrip- 


can grow yor _ 
‘Sow vatic ious wate fot eae 
10 steps to help ou SA = oy 
pensions 


tions at the annual rate of $6.00. 


| WHATIC @ 


be used extensively, plus special 
|radio commercials in 22 top mar- 


Benton & Bowles is the agency mix on network and spot tv and kets. 
jradio programs, outdoor panels, 


The campaign will continue 
through the summer. Foote, Cone 
& Belding is the agency. 


Forms David Piel Inc. . 
David Piel, motion picture and 
television producer, has formed 
his own organization, David Piel 
Inc., 562 Fifth Ave., New York. 


Burk Joins Patterson 

Frank Burk, formerly with Ken- 
yon & Eckhardt, has joined Patter- 
son Productions Inc., Philadelphia, 
as a copywriter. 


| ACP — Associated Construction Pub- 
lications —- is a group of fourteen pub- 
lications serving the vast construction 
market. You can use all, one or several, 
to sell your products in the market you 
want. ACP gives you the greatest 
coverage in the construction field — 
86,244 construction men. 
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Construction 


| 
Construction Digest 
{992 — Ohiec, 12,860 — N. Y., 
ind., Hl. Penn., N. J., Del., Md. 


Mississippi Valley 


Contractor 
5,326 -—S. ill., Ky., 
—. Mo , W. Toon. 
N. Miss., Ark. 


Mid-Weet Contractor 
7,132 — Kan., la., 
W. Mo., Okla., Nebr. 


Mass., R. 1 


Ban) 
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| Rocky Mowntein Southwest Builder 
on and Controctor 
6,016 — Ariz., 6,021 — S. Calif., 
Colo., N. x, " Arit., S. Nev. 
yo., E. Nev. 


Western Builder 
4,500 — Texas 3,447 — Wisc, 
N. Iil., Upper Mich 
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More and more 14 
New Yorks favor. 


ge Daily Circulation Since January First 


_...AND ON SUNDAY Jjournalt-AmeRICAN 
CIRCULATION AVERAGED 


906,922 


during the first three months of ‘56...an increase of 
more than 55,000 copies over the average net sale for 
the preceding three months. 
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ROM our very first year of publication, 60 years 

ago, the Journal-American has always had more 
readers than any other New York evening newspaper. 
This past January, in keeping with a tradition of lead- 
ership and public service, we introduced an improved 
and expanded Journal-American. 


The response has been most gratifying. Our readers 
have shown their approval and support in the most 
dramatic way possible...at the newsstands. 


For the first three months of this year, our average 
daily circulation was 716,456... 
than 70,000 over the previous three months. 


an increase of more 


piles are now reading 
Te evening newspaper f 


Sunday figures reflect the same picture of progress. Our 
average Sunday sales for January, February and March 
were 906,922 copies. This was an increase of more than 
55,000 copies over the average for the preceding three 
months. And the trend continues! 


These substantial gains further emphasize the Journal- 
American’s position as New York’s most interesting 
and dynamic newspaper... 
paper, geared for public service, with a forward- 
looking program for New York and New Yorkers. 


a forward-looking news- 


We are dedicated to the responsibility of publishing 
the finest newspaper our combined talents can produce. 


NEW YORK’S MOST INTERESTING NEWSPAPER 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Contemplate Morning | 
Tabloid in Toronto | 
H H H ” A six-man syndicate is consider- | 
“Every man Is like the company he is wont to keep. ing starting -a morning tabloid in 
—EURIPIDES Toronto, according to Percy Bish- | 

op, broker and one of the group | 

of mining and oil men interested. | 
The new paper would be the sec-| 
ond attempt to begin a morning 
tabloid in Toronto. The first was 
. . — 1 the Canadian Tribune, which re- 
Among a most impressive listing of our customers you will find verted to weekly publication after | 


|a few months. 


.. as true today as when it was written 2400 years ago 


five advertising agencies whose respective 1955 billings 


Ipana Drive Offers Twinpack | 
exceeded 20 million dollars. Their preference speaks for itself. | Bristol-Myers, New York, is| |e. , jesesorn has joined Ken- 


running a “twinpack” promotion, : 
ie two large tubes of Ipana | ¥°" & Eckhardt as assistant to the 


with a new, flat cap, for 39¢. The president to supervise the develop- 
e 2 : ‘ ¥ » tol gi l offices. He was 

‘promotion broke with a page in| ™ent of regiona : 
Hutchings & Melville, Inc. Life, April 16. Additional pages | formerly director of sales yo 
a . : are ay i aS American Airlines and before 

in |are scheduled for May issues of | for ' nd 

Distinguished Photoengrav 9 |Everywoman’s Magazine, Family | that, director of advertising and 

4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 | Circle and Woman’s Day. Doherty,| sales promotion for the airline. 


Clifford, Steers & Shenfield, New | 
4 color press equipment — Precision color negatives on the Klimsch York, is the agency. 


Chicago Grocers 
Set Push to Repel 
Stamp ‘Invaders’ 


| Cuicaco, April 18—“Stamp plans 

are suicide . . . prostitution at their 

best and economic insanity at their 
| worst.” If someone brings them 
| into the retail grocery business 

here, “all hell will break loose.” 
|Chicago food retailers “will do 
|everything in their power to smash 
|the movement as it begins and 
| won't care who gets hurt.” 

These blunt warnings were is- 
sued here today by Charles H. 
Bromann, executive secretary of 
|the Associated Food Retailers of 
|Greater Chicago, who revealed that 
| AFR’s 5,400 retailer members are 
‘now preparing a war chest to 
| spring a radio-tv-newspaper cam- 
paign against stamps in case they 
|are launched here. 

AFR’s plans thus add a new 
flank to defenses being set up here 
by food retailers, who are building 
up “massive retaliation” to ward 
|off stamp plans. Already several 
| major supermarket chains here 
jare armed with their own stamp 
plans “for emergency use only” 
(AA, April 9) and IGA Food Stores 
| has announced that it too now has 
|a Stamp plan ready. 


|@ “Everybody is sitting and wait- 
ing,” Mr. Bromann says. “Chicago 
|today stands as an island sur- 
| rounded by a sea of stamp plans 
—in southern Michigan, northern 
| Indiana and southern Illinois.” 

| What happens when someone 
initiates stamps in a non-stamp 
area, Mr. Bromann warned, is that 
incre though the stamps might 


increase volume at first, when 
every competitive retailer has 
stamps, then volume will be back 
to its old level—with 2% still going 
to stamp promoters. 

“The retailer must then absorb 
the 2% or ruin his competitive 
position by increasing prices,” he 
said. “Either way is a sure road to 
economic suicide.” 


a “Let’s look stamp plans right in 
the face,” he suggested, “and ex- 
amine the phony promises that 
drip from the lips of stamp pro- 
moters. They point out that at 
most it will cost the retailer 2% to 
operate, with a promise of in- 
creased volume to compensate the 
: cost. They point out further that 
) —— the ultimate cost can be less than 
3 ] F 1%, because of salvage realized in 

hee ES unredeemed stamps. 
d S. Mee 2m dj “This is the bunk,” he asserted. 
Wo © D = Tt WOOD Land CENTER > Kite — a Sa a pei shows yee nearly 30% 
; P of all stamps issued are never re- 
a deemed by the customer. That’s 


a neat profit in the stam ro- 
GRANDWOOD BROADCASTING COMPANY * NBC BASIC: ABC SUPPLEMENTARY * ASSOCIATES: WFBM-AM DP P P 


moters’ pockets, since no part of 
TV. INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ REPRESENTED BY KATZ AGENCY . eo 
ie this surplus is rebated to the retail- 


er in any way or form,” he said. 


Here's the business end of a high-powered motoring market you may be 


missing . . . currently wheeling along at the rate of $514-million for gas, 
oil and automotive products. Western Michigan motorists are YOURS... 


MUSKEGON 
@GRAND R 


when you buy WOOD-TV, Grand Rapids’ only television station . . . the 
country’s 18th television market. Ask us to tell you more! 


ela 
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THE COMIC 


WEEKLY 


The Only National Comic Weekly 


SPECIAL 
ADVERTISING. 
ee 


HIM PUCK'S GREAT 
MARKET PENETRATION , 


WY ee 
WOES 
THE 
> (WHAT'S WRONG, 
rm GEORGE? 2 
ya s 
2 a 


IT'S THIS GUY BLINKO’ I'VE BEEN 
TRYING TO SEE HIM ALL WEEK-- TO TELL 


GREAT DAY FOR GOLF, WE'LL SEE 


MR. BLINKO/ 


Ay 
mare 


YOU OUGHT TO KNOW ABOUT PUCK’'S 
“TARGET OF OPPORTUNITY “- 


SPEAKING OF TEEING OFF, MR. BLINKO-- 
IF YOU'RE GONNA TEE OFF A NEW CAMPAIGN, 


HEY’ I'VE GOT AN IDEA’ BLINKO'S 
A GREAT GOLF ENTHUSIAST. WHY 
DON'T WE SET UP A GAME 
THIS SUNDAY? 


WONDERFUL/ 


TO 
OF 


YOU KNOW, IT'S TOUGH 


BEAT PUCK’S COVERAGE 
THE 166 METROPOLITAN 
MARKETS. 


SLICE’ 


EGADS’ AJ YEF -- THAT'S WHERE YOU GET THE 
BIGGEST SLICE OF THE CONSUMER 

DOLLAR” A NET EFFECTIVE BUYING 
INCOME OF 172 BILLION DOLLARS’ 


-* 


- 
~~ 


PUCK TRAPS 
MORE READERS OF 


DOLLAR THAN ANY OTHER 
NATIONAL PRINT MEDI. | 


AND PUCK GETS RESPONSE! 
THAT'S IMPORTANT, TOO? 


Ow/ I DID J AND PUCK DELIVERS MORE 
IT AGAIN’ / CIRCULATION IN THESE IMPORTANT] OUT OF PUCK’ YOU GET THE GREATEST 
MARKETS THAN ANY GENERAL 
MAGAZINE YOU CAN NAME’ AT 
LEAST TWICE AS MUCH/ * ¢ —_ 
> é 


/ But YOU GET A LOT MORE THAN COVERAGE 


READERSHIP BONUS pa 
IN THE WORLDS Ma 


re afro 
ers 
Agi 


7 COVERAGE, READERSHIP, RESPONSE’ THAT'S 


B WHY PUCK BELONGS ON EVERY BALANCED 


| EINOUGH 


Get the Facts on PUCK Today — 
The Greatest Buy in Print Media 


THAT'S ENOUGH’ ENOUGHY | DOES THis MEAN--) 


Ask your PUCK representative 
for the complete story of PUCK’S 
unique coverage of America’s 
markets. Find out how PUCK, The 


Copy Read’. 
Comic Weekly, and its Affiliated isi 


vertising 


Or write for ’ 


LISTEN’ MY ADVERTISING AGENCY RECOMMENDED VI THINK WE’LL DO BETTER 


PUCK A MONTH AGO! I APPROVED THE SCHEDULE 


Sunday Comics, reach a mass 
audience at lowest possible cost. 
‘How Well Is Your 


..@ profile of ad- 


THIS ROUND, MR. BLINKOS / 


one 


RX 


THE COMIC WEEKLY 
AND ITS AFFILIATED SUNDAY COMIC SECTIONS 
63 Vesey Street, New York 7, N.Y. 
Hearst Bidg., Chicago 6, Ill. « Hearst Bidg., San Francisco, Calif. 
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Webcor Pians ‘Magic Mind’ 

Introductory Campaign 
Webster-Chicago Corp. plans to! 

spend $1,000,000 on an introduc-| 


jtable speed for 33% and 45 rpm,zine advertising is planned for 
|records intermixed. Atlantic Monthly, Harper’s, Hi-Fi 

The campaign started in mage jer at Home, High Fidelity and 
April with four-color pages in|} | Saturday Review. In addition, a 
tory campaign for its Magic Mind Parade, This Week Magazine and | youth market campaign will in- 
speed selector on Webcor auto-| independent Sunday supplements. | clude insertions in Scholastic Mag- 
matic phonographs, according to a Additional b&w pages are sched-|azines and Seventeen. Posters are 
company spokesman. The Magic|uled in the same publications for | scheduled for April and May in 


Mind automatically changes turn-/later in April and in May. Maga-| 143 markets (AA, April 9). John 
W. Shaw Advertising, Chicago, is 


the agency. 


Outstanding 


Quad-City Favorite 
Morning * Afternoon « Evening 


Chicago Adclub Holds 
Awards Competition 

| The Chicago Federated Adver- 
' tising Club is holding its 14th an- 


according fo | nual Advertising Awards contest 
|for the best advertising created in 
ARB AND PULSE the area during the past year. The 


contest covers nine major classifi- 
cations of advertising: General 
consumer magazines, industrial 
and business magazines, farm pub- 
| lications, direct mail, newspapers, 
loutdoor and transportation, point 
of purchase, radio and television. | 
Entries close April 27. Details may 
be secured from the club, 139 N. | 
| Clark St. 


FALL SURVEYS 


Ask For Figures 


Represented By 
AVERY-KNODEL 


ROCK ISLAND, ILL. — 


SEATTLE MARKET 


ACOMA MARKET 


“We NEED the TacomaNews 
Tribune to Sell Durkee 
Foods in this Rich Market” 


—says H. C. Weiss, district manager, 
DURKEE FAMOUS FOODS 


“We have learned that people in Western Washing- 
ton are intensely loyal to their local daily news- 
papers. And this is especially true in the rich Ta- 
coma market, which incidentally, is separate and 
distinct from the adjoining Seattle market.” 


Mr. Weiss continues, “We found that Tacoma 
people really ‘shop the ads’ in the Tacoma News 
Tribune and that acceptance of Durkee products 
increased greatly in the Tacoma area after we 
started advertising in this newspaper.” 


NEWSPAPER COVERAGE 
IN THE RICH TACOMA MARKET 


chy Bone Mer ros 
Tacoma 91.1% 89.1% 


News Tribune coverage coverage 


Seattle evening 1.5% 1.9% 
newspaper coverage coverage 
Seattle morning 13% 12.3% 


newspaper coverage 


Advertising Age, April 23, 1956 


aS 


AND TAKE YOUR PICK. 


(MOTES MOTORS 115 Leret ME Awe 
‘MALLOM CHEVROLET 187 Morte Mate 5+ 


Sy APRIL 74), 
FOOLISHNESS 


IF YOUR WIFE OR HUSBAND PUTS OFF ANY LONGER BUY- 
ING THAT NEW REFRIGERATOR WHICH YOU HAVE NEEDED 
FOR SO LONG. NOW IS THE TIME TO ACT. 
DURING THE NEXT 48 HOURS AT ADAMS WAYSIDE WE 
WILL GIVE FREE OF EXTRA COST AUSEDCAR, NOTA WRECK 
BUT A DEALER INSPECTED HIGHWAY SAFE AUTOMOBILE 
WITH THE PURCHASE OF ANY NORGE 1956 REFRIGERA- 
TOR. BELOW ARE LISTED WHAT WE HAVE SELECTED FROM 
LOCAL, REPUTABLE AUTOMOBILE DEALERS. BUY A NORGE 


Ss 
ACT QUICKLY, THIS SALE ENDS AT 6:00 P.M SATURDAY, APRIL 7* 


WHEEL DEAL— 
Adams Wayside, 
a Norwich, Conn., 
dealer, offers in 
this newspaper 
ad a free automo- 
bile with the pur- 
chase of any 
Norge 1956 re- 
frigerator. Cars 
range froma 
1940 Chevrolet to 
a 1949 Studebak- 
er. 


| spctian Sales of Chain Stores 


March ‘ % Gain ————3 eet” Yann % Gain 
1956 1955 or Loss 1956 or Loss 
FOOD CHAINS 
|Grand Union ...... 24,692,263 19,031,341 +29.7 
| A 24,822,276 22,558,102 +10.0 73,871,478 68,871,911 + 7.3 
National Tea ....... 47,069,208 42,444,527 +10.9 137,893,881 127,895,475 + 7.8 
ee eee 147,003,679 147,801,382 — 0.5 433,111,363 435,070,250 — 0.5 
Group Total ...... $ 243,587,426 $231,835,352 + 5.1 $ 644,876,722 $ 631,837,636 + 2.1 
MAIL ORDER 
“Sears, Roebuck 265,612,269 242,828,807 + 9.4 483,239,980 433,404,802 +11.5 
See 12,664,383 12,329,387 + 2.7 26,272,337 25,517,587 + 2.9 
*Montgomery Ward .. 83,275,414 76,463,901 + 8.9 145,445,050 129,036,856 +12.7 
Group Total ...... $ 361,552,066 $331,622,095 + 9.0 $ 654,957,367 $ 587,959,245 +11.4 
DRUG CHAINS 
Ee eee 5,085,161 4,663,494 + 9.0 14,213,724 13,302,284 + 6.9 
Walgreen .......... 18,101,695 15,053,857 +20.2 50,432,663 43,807,426 +15.1 
Group Total ...... $ 23,186,856 $ 19,717,351 +17.6 $ 64,646,387 $ 57,109,710 4+13.2 
| VARIETY AND MISCELLANEOUS 
|*Bond Stores ....... 7,408,377 6,479,495 +14.3 62,386,837 60,213,999 + 3.6 
Butler Bros. ........ 9,536,001 9,161,410 + 4.1 27,389,679 24,330,384 +12.6 
Colonial Stores Inc. .. 31,981,995 28,004,065 +14.2 94,284,480 83,512,374 +12.9 
‘Diana Stores Corp. .. 3,486,096 2,545,862 +369 22,437,630 19,755,413 +13.6 
| Edison Bros. ........ 10,065,071 7,270,424 +38.4 19,449,861 16,476,233 +18.1 
| Fishman, M. H. ..... 1,157,055 809,508 +42.9 2,591,429 2,067,032 +25.4 
| Grant, W. T. ........ 30,136,325 22,968,027 +31.2 68,948,934 56,883,355 +21.2 
| *Grayson-Robinson Stores 10,792,500 8,254,479 +30.7 75,998,015 64,131,632 +18.5 
| Howard Stores Corp. 3,404,631 2,783,445 +22.3 7,240,965 6,889,789 + 49 
“Interstate Dept. Stores 5,647,291 4,755,708 +18.7 9,410,023 8,276,212 +13.7 
Kinney, G. R. Co. .... 5,890,000 3,497,000 +68.4 10,596,000 7,635,000 +38.8 
Kresge, S. S. ....... 31,750,557 23,638,348 +34.3 74,545,073 64,138,898 +16.2 
LS ye eee 14,225,387 12,080,607 +17.8 34,999,358 33,760,636 + 3.7 
Lane Bryant, Inc. .... 6,384,113 6,022,156 + 6.0 15,419,302 14,652,713 + 5.2 
CP su ewhnee nue 17,028,156 12,045,444 +414 25,177,023 20,004,265 +25.9 
|. eae 9,009,160 7,833,719 415.0 22,590,507 20,548,367 + 9.9 
McLellan Stores ..... 5,122,066 3,790,778 +35.1 8,657,581 6,992,439 +23.8 
‘Melville Shoe Corp. . 13,243,253 9,920,006 +33.5 24,260,383 20,499,007 +18.4 
“Mercantile Stores, Inc. 11,129,000 9,914,000 +12.3 19,470,000 17,693,000 +10.0 
*Miller-Wohl Co. .... 4,118,008 3,082,681 +33.6 26,508,669 23,742,909 +11.6 
Murphy, G. C. ...... 17,173,238 12,682,788 +35.4 39,714,818 34,076,442 +16.5 
National Shirt Shops 1,699,826 1,390,522 +22.2 3,845,971 3,449,828 +11.5 
Neisner Bros. ...... 5,937,327 4,637,202 +28.0 13,677,318 12,104,238 +13.0 
Newberry, J. J. ..... 14,956,625 12,342,493 +21.2 37,226,577 33,309,258 +11.8 
Penney, J. C. ...... 101,777,241 79,352,492 +28.0 246,120,078 208,762,470 +18.0 
Rose’s 5-10-25 ..... 2.136.235 1,485,671 +43.8 4.918.010 3,859,449 +27.4 
Shoe Corp. of America 8,120,698 6,114,619 +328 15,746,027 13,227,009 +19.0 
Western Auto ....... 16,770,000 13,513,000 +24.1 42,839,000 34,338,000 +24.8 
White’s Auto Sales .. 2,506,829 2,554,358 — 19 7,094,329 6,299,980 +12.6 
Woolworth, F.W. .... 67,157,603 53,908,256 +246 166,023,992 147,822,916 t123 
Group Total ...... $ 469,750,664 $372,838.563 +26.0 $1.229,567,869 $1,069,453,247 +15.0 
Combined Total .. .$1,098,077,012 $956,013,361 +14.9 $2,594,048,345 $2,346,359,838 +10.6 


“Two month period. 


‘Nine month period. “Eight month period. 


*Five weeks and 12 weeks. 


/0/ 


a typical 


“FANNY” 


3-Sheet Poster 


DAVID MERRICK, Broadway Producer, says; 
“Ever since ‘FANNY’ opened on 
Broadway over a year ago, it’s 
been advertised continuously on TDI 3-sheets to blanket 
the world’s richest theatre ticket market. Our posters 
appear on station platforms and terminals of 35 lines 
of 12 railroads coming into New York. TDI is a ‘must’ 
on Broadway .. . that’s why our “MATCHMAKER?” 2- 
sheets were posted even before it opened last December.” 


TRANSPORTATION DISPLAYS, INC. 
GRAND CENTRAL TERMINAL BLDG. * NEW YORK 17+ MU 6-3456 
STATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES 
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BEAR-$500 


A toast to the sportsman — the special breed of man who goes 
to any lengths to enjoy his hobby! 


He lays out his money for all kinds of hunting gear, travel, food and 
special apparel — and brings in an animal that’s expensive at half 
the price. 


This unique customer you want to reach with your advertising 
message — because his “urge to splurge” carries over into his daily 
living, too. 


He is a prime customer for every kind of product — from batteries to 
yogurt. As so many of the advertisers who use Sports Afield discover. 


For nowhere else do you find almost 900,000 like him in as mellow 
a mood to buy. 


Ask your Sports Afield representative to introduce you to “The Man 
With The Urge To Splurge.” 
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SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Advertising Age, April 23, 1956 
‘Interesting’ Ads Take Readers from More Goodman explained. ; | And to make advertising inter- were previously account execu- 
; He also maintained that “there| esting, “it helps if the product | tives. 
Prosaic Ones, Gumbinner’s Goodman Asserts 


is a new realization in the adver-| story is told easily and with per- 


} 


tising field that the way of the! suasiveness, rather than with the 
CoLorapo Sprincs, April 17—, cans were not interested in vodka |simple, straightforward conserv- | typographical 


a 


cording to Milton Goodman, presi- 


Pepsi-Cola International has put 


| Pepsi Publishes ‘Panorama’ 
: equivalent of 
“The day of the hard-boiled, nuts- | until we interested them by what/ative ad is hard. There are too pounding fist,” Mr. Goodman con- | out the first edition of a bi-month- 
and-bolts ‘formula’ ad is over,” ac-| we said and how we said it.” 


dent of Lawrence C. Gumbinner 
Advertising. 


This death knell was sounded 


last week at the annual sales con-| 


vention of G. F. Heublein & Co., | 
Hartford, Conn., whose products— | 
Smirnoff vodka and Heublein 
bottled cocktails and cordials—_ 


are handled by the Gumbinner | 
agency. 


“Ads must be original to be in- | 


teresting, and if ads are not in-| 
teresting they are nothing,” Mr. 
Goodman said. “A smart ad doesn’t 
reveal its machinery; it doesn’t be- 
tray over-eagerness to make a sale. 
“Nor is it a sufficient achieve- | 
ment for an ad to stick out like a 
sore thumb. There is nothing fas- | 
cinating or desirable about a sore 
thumb.” 
Turning to the Smirnoff cam- 
paigns, Mr. Goodman said, “Ameri- 


Serves 
On Audio & Visual Aids 


In every issue, AR brings out- 
standing articles to Advertising | 
Management summarizing latest | 
audio-visual developments, sug- 
gesting new applications, pointing 
out the training and showmanship 


values brought to advertising by 
audio-visual aids. 


Following are typical articles | 
in AR: 


“Use of Tape Recorders 
in Advertising” 
“Overhead Projectors” 
“The Flexible Flannelboard” 
“99 Questions & Answers on Films"’ 
“How to Make Charts 
Tell Your Story” 
“Why Outside Producers?” 
“Adam's Guide For Selecting 
Tape Recorders” 


Sells Management On 
Audio & Visual Aids 


Suppliers of audio-visual aids find 
a responsive audience searching 
the pages of AR. Grouped in the 
audio-visual section with the 
above articles, these ads are close- 
ly read for specific data on various 
products. Recent ‘outstanding ad- 
vertisers in AR include: 


Sales Tools, Inc. 

Graphic Systems 

Viewlex, Inc. 

The Talking Tape Co. 

Ampro Corp. 

American Television & Radio Co. 
Geiss-America 

Bell & Howell 

The Horwald Compony 
Picture Recording Company 


If audio-visuals are your prob- 
lems or your products — turn to 
AR for results! 


anes 


; 4 ¢ ij . a 
ADVERTISING AGE and INDUSTRIAL MARKETING 


many things that are more inter-| cluded. 


esting to see and read. 
® The Smirnoff ads “not only sell| “Not only Smirnoff and Heublein 
| vodka, but they represent a new) cocktails but at least 20 other na- 
technique in getting people to look, | tional advertisers are using inter- 
in keeping them interested long| esting advertising—as opposed to 


enough to read, and in impressing | familiar and boring techniques,” 
them strongly enough to buy,” Mr. | he said. 


\ly magazine called Panorama. 

| Devoted to photographic coverage 

Nielsen Elects Two VPs lof “places and people,” the new 
Roland W. McKitrick and Ever-| magazine is published as Pepsi’s 
ett M. Nelson have been elected | “contribution to worldwide under- 
vps in the broadcast division of | standing and friendship.” Panora- 
A. C. Nielsen Co., Chicago. Both|ma is being distributed free to 


men joined Nielsen in 1942 and {business and other institutions. 


The Coat’s Okay... BUT 


W 


TY, BOTH 
N OKLAHOMA CITY, 
‘STATION BASE THEIR RATES 


AS ALWAYS, 


Y-TV 


IN DAYTIME 


(All quarter-hours from 6:45 
am to 6 pm M-F) 


IN NIGHTTIME 


(All quarter-hours 6 pm to sign- 
off — 7 days 4 week) 


IN LOCAL LIVE 
PROGRAMING 


ist in the 
a of the entire market) 


this local live superiority 1s 
this 

me and go, but 
K measurement of 


Perhaps, 
Programs , 
staff of WKY-TV 1s 4 


AND HAS A 


® 
scccccconoscososoossesne® 


* 
- 


IS FIRST: 


(Survey subscribed to by the 2nd station also.) 


hearts as well as the 


close feeling between 


eoccccccocooooooooooooll® f 
WKY-TV AND THE 2ND 
ON THE MARKET AREA! 


SURVEY 


leads in 124 peri- 
ods. 2nd station 
(Yes, this includes 


in 101 periods. they lead with 


the 20 periods 
Mickey Mouse.) 


WKY-TV 


in 65 periods. (and 
ties.) 


there are 


————e— 


+ leading peti- 
WKY-TV $ ods include 56 
local live shows. 2nd station only 2 
local live shows. 


ing else. 
aling than anything 
more reve » eeichomene and the 


authority and community standing, 


ER. 
DIRECT RELATIONSHIP TO SELLING POW 


Represented by the Kets - Pry yy 
eocesscees® 
ecccccessee® 


; 
; 
\ 
} 
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Wilson to Retire from Grace 
Charles E. Wilson will retire May | 
10 as board chairman of W. R. 
Grace & Co., New York. Mr. Wilson, 
now 70, joined Grace in 1952 as a| 
director and consultant, following 
his resignation as chairman of the 
Defense Mobilization Board. Early | 
in 54 he was elected chairman of | 
the executive committee and last | 
year became board chairman. Pre- 
viously, he had been president of | 


General Electric Co., with which | 
he was associated for 51 years. | 


AMA Chapter Elects Woods 
Charles T. Woods, director of 
market research of R. T. French 


'Co., has been elected president of | 


the Rochester chapter of the 
American Marketing Assn. Other 
officers elected include Mrs. 
Marian S. Simmons, assistant di- 
rector of research of Charles L. 
Rumrill Co., vp; Fay Hare, Kemp 


Research, treasurer, and William | 


A. Burdick, director of marketing 
and sales, Rochester Chamber of 
Commerce, secretary. 


Clark & Bobertz Names Three 


Clark & Bobertz, Detroit, has ap- | 


pointed Robert J. Terbrueggen as- 
sistant general manager and secre- 
tary and has elected William F. 
Dalquist vp in charge of produc- 
tion. Mr. Terbrueggen, with the | 
agency since 1945, also is treasur- 
er, a member of the board of di-| 
rectors and directs the media de-| 
partment. Mr. Dalquist joined the 
agency 12 years ago. Clark & Bo- 


bertz also has appointed Albert K.| the faculty of the New York Trade 
Hunn, formerly on the general | 


|manager’s staff at Westinghouse 
Electric Supply Co., an account ex- 
|ecutive and assistant to L. A. Clark, 
president of the agency. 


Harris Joins La Salle Litho 

Ben Harris has joined La Salle 
‘Litho Corp., New York, as vp of 
production planning. Formerly an 
executive of Polygraphic Co. of 
| America and New Era Lithograph 
|Co., Mr. Harris also is a member of 


School. 


All fi ‘ohed/ in this mess 
Are@ Audience Survey, 


“ie. are from the latest A.R.B. 


31-Feb.6, 1956) covering 2 


the 30 counties shown on this map. ne — time 
iods were selected — and no 


included during which 


fo Ne: was 
WKY-TV was. on the air, and 


the second station was not! 


© NATION'S FIRST COLOR TELEVISION STATION 


OKLAHOMA CITY 


is the 1ST station. 


Less than 1% of the Oklahome City television — 
market is in the “metropolitan” Oklahoma City 
wen lock 6 enn ee 
merket ond you'l find WKY-TV-—as always—_ 


“ie 


SPACE SAVER—After 


half the ice 
cream is used from this half-gallon 
carton, a yank on the string cuts 
the carton in half. The carton is 
designed and produced by Sefton 
Fibre Can Co. of St. Louis, a sub- 


sidiary of Container 
America. 


Corp. of 


Storecast Adds 
1,000 Supermarkets 


New York, April 17—Storecast 
Corp. of America, supermarket 
point of sale advertising and mer- 
chandising organization, which re- 
fers to itself as the nation’s “larg- 
est single user of fm time,” has 
|} announced expansion of its opera- 
‘tions into mere than 1,000 super- 


|markets, from Chicago to New 
_ England. 

| Negotiations completed with 
|American Stores Co. will bring 


| Storecast into all Acme Markets of 
‘the Wilkes-Barre and Johnstown 
|divisions in Pennsylvania, as well 
las the recently-acquired Market 
Basket Stores in central] New York. 

Storecast already operates in 
American Stores markets in Phila- 
delphia and New Jersey, as well as 
National Tea in the Midwest, 
First National in New England and 
Westchester, and other major 
chains. The Storecast system uti- 
lizes the facilities of the Rural Ra- 
dio Network, in central New York, 
as well as the fm outlets of 
WHOM, New York City; WMMW, 
Meriden, Conn.; WFMF, Chicago, 
and WIBG, Philadelphia. 


Screen Gems Establishes TV 
Writing Scholarships 

Scholarships to encourage uni- 
versity students to write for tele- 
vision have been established by 
Screen Gems Inc., New York, tele- 
vision subsidiary of Columbia Pic- 
tures Corp. University of Chicago, 
Fordham and Iowa State are the 
first to receive grants and at least 
three more will be given within 
the next 30 days. 


“““ BLOOMINGTON- 
. Neg ILL. 


\. 
city ZONE 


se, Now! 


51, 025 


ABC Audit Re f Sept 30, 1954, Pora. 28-b 


@ BIGGEST pop. gain—18% last 5 yrs. 
@ BIGGEST home building boom. Over $7 
Million in new construction in '55 


@ OVER 100 INDUSTRIAL PLANTS. Value 
of manufactured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(CExctuding Chicago) 


% $147 MILLION SUBSCRIBER RETAIL PURCHASES 
we $30 MILLION SUBSCRIBER FOOD PURCHASES 


THE Be 
Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
Represented by Gilman, Nico!! & Ruthman 
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an High School Seniors Where Y 


ou Live 


Pass This Test??? 


Today, people everywhere are wondering—and for good reason—if high 
school children are learning what they need to know . . . such as a basic 
understanding of the English language, a practical knowledge of simple 
mathematics, and a reasonable familiarity with history, science and geography. 

Parents are wondering if too much stress is being placed upon home 
economics, automobile driving and social behavior. The claims and 
counter-claims of modern educators only confuse the issue . . . because 
educators are not agreed, even among themselves. 

Countryside families, naturally, wondered what their children are learning 
in their schools. And, TOwN JOURNAL, being the family magazine of the 
countryside, wondered too. So, we set out to discover just what countryside 
children are learning and do know. We went into countryside schools 
scattered throughout America to get our story. 

How we got it, and what we did will be significant to parents and edu- 
cators everywhere. 

First we went to the United States Office of Education and discussed the 
matter with the top expert on examinations and tests. We went to this 
leading educator because he, of all people, should know what a typical 
high school graduating class should know. 

He devised for Town JOURNAL a general achievement test that gives an 
accurate measurement of what modern high school seniors really have 
learned. 

Then we carried the test out to the countryside . . . to 26 towns in 19 
states. We enlisted the aid and support of the high school principals in these 
towns; they gave the test to their seniors. And, as a benchmark, the test also 


was given to 26 Rotary Clubs in the same towns. All in all, 850 boys, 
882 girls, and 1031 Rotarians took the test. 


People everywhere, even those who have no children, but who help pay 
the cost of modern education with their taxes, want to know how well 
children are being taught, and what they know. Perhaps you are wondering, 
too. If you would like to take the test yourself, or give it to your high school 
age son, daughter, niece, or nephew, it’s reproduced below and on the 
opposite page. 

And, in case you’re wondering how the students and the Rotary members 
made out . . . and how you and yours compare with them . . . the interesting 
results of our experiment and the correct answers to the test appear in 
the May issue of TowN JOURNAL. 


We'll be glad to send you a free copy of the magazine upon request, 
and a copy or two of the test itself. If you’d like copies of the test in quantity 
for testing students in your own community, we'll be happy to provide them 
at our cost of $3.00 per hundred. 


TOWN JOURNAL 


The Family Magazine of Home-Town America 


Published Monthly By Farm Journal, Inc. 
Washington Square, Phila. 5, Pa. 


Graham Patterson, Publisher Richard J. Babcock, President 


xk kk 


TIME LIMIT: 22 MINUTES 
Copyright 1956—Town Journal 


. Taft and Hartley are authors of a much disputed: 
a. traffic regulation b. labor law c. price regulation d. anti- 
segregation amendment 


. Choose the right word or words to complete the following sentence: 


I seldom drink ice cold lemonade think of the 
Sunday school picnics I attended as a child. 


a. without I b. without to c. that] donot d. I have not 


. Tales of adventure, including The Pathfinder and The Deerslayer, 
were written by: 
a. James Fenimore Cooper b. Charles Lamb c. Sir Walter Scott 
d. James Russell Lowell 


Your arm is an example of a simple machine known as a: 
a. lever b. wedge c. gear d. pulley 


. Supreme Commander of the Allied armies set up to invade the continent 
of Europe in 1943 was: 
a. Montgomery b. Eisenhower c. de Gaulle d. Nimitz 


. A financial statement which gives an estimate of future income and 
expenditures for a given period is called: 
a. a liability b.a budget c.a balance sheet d. an accounting 


. The main elements of an English sentence are a subject and: 
a. an object b. a modifying clause c.a preposition d. a verb 


DIRECTIONS: Each of the questions has four possible answers. You are to 
check the best answer. 


. You would find a biography of Alexander Hamilton in: 
a. Who's Who in America ». Dictionary of American Biography 
c. Webster's Dictionary 4d. Readers’ Guide to Periodical Literature 


. If x equals 5, what does the following equal? x*+10x—25 
a.—28 b. zero c.25 d. None of these 


. Choose the right word or words to complete the following sentence: 
be disrespectful 


a. shouldn’t ought b. hadn’t ought c. ought notto d. ought not of 


. A totalitarian power is a government which: 


a. operates with the consent of the total population _ b. is controlled by 
an elected body of rulers c. delegates power to the masses _ d. exercises 
complete control over its people 


. Which of the following is not an “Arab” country? 
a. Lebanon b. Egypt c. Iraq d. Greece 


. Many of Edgar Allan Poe’s short stories are: . 


a. very humorous b. passionate love tales c. filled with horrors 
d. about animals 


. Records of past National League baseball games can be found in: 


a. anencyclopedia bb. a dictionary of American biography c. an atlas 
d. a world almanac 


. Contour means: 
a. fortification b. travel bureau c. outline d. resources 
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16. 


17. 


18. 


19. 


20. 


21. 


22. 


23. 


24. 


25. 


26. 


27. 


28. 


29. 


30. 


31. 


32. 


33. 


In modern industrial history, 1837, 1873 and 1929 are known as: 


a. years of great prosperity b. periods of industrial expansion c. years 
of depression d. the beginnings of inflationary periods 


c. Its members 
d. Its decisions are often long delayed 
because of the great backlog of cases. 


cases on appeal from the lower courts or state courts. 
are appointed by Congress. 


The problem of the aged has been growing more serious chiefly because: 35. An example of a misplaced modifier is found below in: 
a. aged workers keep younger ones out of jobs__b. old people must live a. The dog ran in, dragging his chain. b. The living room drapes were 
with their children cc. people are living longer and many aged have no being cleaned by a woman with vacuum attachments. c. Lester dashed 
means of support d. Congress is constantly being petitioned for from the burning building, his eyes smarting from the smoke. d. Across 
pensions the room sat Uncle Alec, reading a newspaper. 
If A is the base of a triangle and B is its altitude, the area of the triangle 36. What rate of simple interest will yield $72 on $400 in three years? 
” AB a.6% b.5% ¢.3% d. 2%% 
a.A+B b. AB c. 2AB d. ‘2 
‘ae ees 37. One difference between the earth and the stars is that: 
The Five Year Plans of Russia were instituted prienesity in order to: a. the earth is much larger than the stars b. the carth moves but the 
a. industrialize that country b. prepare for immediate war c. educate stars do not c. the earth is warmer than the stars d. the earth is 
the masses_ d. increase the population much cooler than the stars 
Ons of the chief Ea for outsiders being interested in Arabian tands 38. A man insured his $12,000 house for 75% of its value, at a premium of 
since the year 1918 is: ’ 
f ' : forty cents per $100. What was the amount of the premium? 
a. the collapse of the Ottoman Empire _ b. the discovery of rich petro- 
A ; ; . a. $36 b. $40 c. $54 d. None of these 
leum deposits c. the movement toward creating a state in Palestine 
d. the hope of enlisting the aid of Arab troops 39. Shares of common stock give one: 
The shutting down of a factory, leaving the workers without jobs, a. a guaranteed rate of return b. a prior right to all assets c. a share 
is known as: of ownership in a corporation d. a percentage of profits fixed by the 
a. a lock-out b. aninjunction c. a blacklist d. a boycott Securities and Exchange Commission 
Choose the correct word or words to complete the following sentence: 40. Minneapolis is known as the center of: 
TT tee eee in the sun. a. woodworking and furniture manufacture b. flour milling c. the 
a.lay b.lie c. have laid d. be laying textile industry d. the steel industry 
If, in watching TV, you saw a parade marching in Dubrovnik and 41. The date of the English Magna Charta is: 
wanted to know where this town is*located, you could find it most a. 1060 A.D. b. 1215 A.D. c. 1353 A.D. d. 978 A.D. 
readily by looking in: ; 
a. the National Geographic magazine b.a map ofthe world c. a world 42. Find the value of x in the following equation: 4x*=(16)* 
almanac. d. a world atlas a. x equals4 b. x equals8 c. x equals 12 d. x equals 16 
In the equation 2x+4=2, x equals: 43. Corn is raised extensively in the Middle West because of: 
a.l b.2 c.—1 d.—2 a. the warm humid summers _b. the cold dry winters c. its value as a 
feed for hogs d. the development of contour plowing and planting 
Which of the following was not at the “Mad Tea Party’’? methods 
a. March Hare b. Dormouse c. Mock Turtle d. Hatter 
44. The one of the following who benefits most from inflationary prices is: 
Cult _atggagnd a. a person on a small fixed salary b. a retired person on a fixed in- 
a. mystic b. believer c. fanatic d. sect come c. one who is paying off a debt d. a businessman whose 
; : i inventories are exhausted 
An early American writer who wrote in an easy, humorous style and 
portrayed characters and customs of primitive New York is: 45. A man borrowed $1,000 from a bank for ninety days @ 5% per annum. 
a. Edith Wharton b. Washington Irving c. Walt Whitman If he repaid the loan at the end of this period, how much interest was 
d. Ralph Waldo Emerson due? (a banking year = 360 days) 
: k : a. $12.50 b. $15.00 c. $17.50 d. None of these 
The rotation of the earth on its axis causes: 
a. the waxing and waning of the moon b. the seasons c. night and 46. The map most helpful in locating cities is the: 
day d. none of these a. physical map “b. political map c. weather map d. airline map 
The first industrial revolution developed earliest in: 47. The diameter of one circle is four times as great as that of another, 
a. Russia b. the U.S.A. c. England d. Germany How does the area of the larger circle compare with that of the smaller 
one? It is: 
Divide —27x by —3. The answer is: “ : : ‘ 
4 4.27 a. two times as great b. four times as great c. eight times as great 
a. —9x b. +9x c. d. sixteen times as great 
i World War I : . : . 
Ae eneniying cones " = lagen _ 48. Sounds are recorded on an electric recording tape by the following: 
a. the shot fired at Sarajevo b. the balance of power c. the leadership ae ay ; a 
of Hitler d. need for expansion of the U.S.A. a. conductivity of electricity b. moisture content c. magnetization 
d. grooves or indentations in the tape 
If milk from a certain dairy contains 4% butterfat, about how many : ‘ : 
pounds of this milk will be required to produce 9 pounds of butterfat? 49. In selling on the installment plan a company advertised that the carry- 
a.36 b.72 ¢.225 d.275 ing charge would be only one dollar per $100 per month. This is the 
‘ : j ¢ equivalent of about what annual rate of interest? 
The relative humidity is most likely to be highest at: a. 1% b. between 5 and 94% c. between 2 and 44% d. more 
a.noon b.3to4p.m. c. sunset d. sunrise than 10% 
. Which of the following statements regarding the U.S. Supreme Court 50. A good example of satire is found in: 
is not true? a. The Prince and the Pauper b. Gulliver's Travels c. Little Women 
a. It has nine members, one of whom is the Chief Justice. b. It handles d. Wuthering Heights 
THE MAY ISSUE OF TOWN JOURNAL FOR THE COMPLETE STORY 
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Mechanics of Running Agency Are | 


point of view.” 

Actual pitches are divided into 
three parts, he said. The first 
should consist of a thorough anal- 


4 / 
Sifted at West Coast Admen’s Meeting * ° ix ovv<e's protien ana 


Pam Sprincs, Catr., April 17— 
The recent consent decree accepted | 
by the American Assn. of Adver- 
tising Agencies presents a chal- 
lenge and an opportunity to estab- 
lish better relationships between 
advertisers and agencies, Roy 
Campbeil, exec vp of Foote, Cone | 
& Belding, told members of the 
Southern California Advertising | 
Agencies Assn. at their annual | 
meeting here. 

Mr. Campbell asserted that to) 
many people advertising agencies | 
are merely commission salesmen. | 
Exploding this myth is the chal- | 
lenge, he said. 

He said that in his talks with 
managements he will try to make 
three points. The first is the func- 
tion of the agency in serving the 
American economy of abundance. 
Advertising, more than anything 
else, is often the only difference 
between competitive brands, Mr. 
Campbell said. 


® This fact does not prove adver- 
tising is an economic waste, he ob- 
served. Advertising actually pro- 
vides a standard of value against 
which to measure un-advertised 
products, he said, making possible 
“democracy in the market place.” 

The second point, he said, is that 
the agency’s most important func- 
tion is to represent the consumer 
and furnish the skills and ac- 
cumulated experience an adver- 
tiser cannot afford. In Mr. Camp- 
bell’s opinion there is no such 
thing as a “food” agency, “hard 
goods” agency or other specific 
designation. A good agency has a 
background which can be trans- 
lated into use for any type of prod- 
uct. Only an advertising agency has 
the objectivity to apply this knowl- 
edge, he added. 

Mr. Campbell said his third 
point consists of dispelling the no- 
tions that advertising agency men 
(1) are not business men, (2) are 
tricky and (3) are not necessarily 
respectable. He said that he will 
point out that agency men are 
business men, and that the proper 
relationship exists when neither 
the agency nor the client makes a 
profit at the expense of the other. 


® Asserting he doubted his agency 
would have some of the business it 
has if advertising agency. pitches 
in general were not pretty bad, 
Walter Guild of Guild, Bascom & 
Bonfigli, San Francisco, summar- 
ized his agency’s method of pre- 
sentation, because, he said, he 
feels that whenever an advertising 
agency makes a poor presentation 
it hurts the whole industry. 

First of all, it is necessary to 
“know your product’—in this 
case, your own agency, he said. He 
added that when GB&B began op- 
eration seven years ago, it was de- 
cided it could only make a place 
by building a “different” type of 
agency. From this came the deci- 
sions to limit the agency to food 
accounts, to handle nothing but 
large accounts, to use an off-beat 
approach in advertising and not to 
take accounts for which this type 
of advertising could not be done. 


a Mr. Guild said he thinks the 
agency which does not thoroughly | 
understand its product or which 
does not have any point of differ-| 
ence is handicapped in getting new 
business. While it is difficult to) 
advertise a product with no point | 
of superiority, it is even more dif- 
ficult to sell something as intangi- | 
ble as agency service without talk- | 
ing points, he said. 

The second principle followed in | 
preparation of a presentation is to 
know the prospect. | 
“Your prospect is in trouble or 


| exposition of it. 
he wouldn’t be thinking of chang- | 
ing his agency,” Mr. Guild said.|" The second part of a presenta- 
“For this reason you can’t give tion is “GB&B’s Qualifications for 
him any assurance you can be of | Solving Your Problem.” Mr. Guild 


help unless you show you know | says he hears most agency pitches | 


what his trouble is. Any pitch| are made solely on this basis. His 
which does not recognize this fact| agency proceeds, he said, on the 
is a poor one from the prospect’s|basis that all agencies have of- 


|chandising department, he added.| 
‘It is just a plain advertising agen-| com is not N. W. Ayer & Son or 
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fices and people. In fact most big|;ness, he observed. However, he 
agencies offer more facilities, he said, his agency is after big game, 
admitted. Guild, Bascom & Bon- and it doesn’t think $1,000,000 ac- 
figli does not have a research de- | counts move unless they are 
partment, home economist or mer- strongly sold. 

| He said that since Guild, Bas- 


cy, he said. |'BBDO, the prospect wants to 
know what he is getting. 
= Mr. Guild said he recognizes “Speculative presentations cost 


that the third part of the presenta- so much money and take so much 
tion—a specific recommendation— | time to prepare that we don’t pitch 
is highly controversial. What you|very often. But when we do, we 


‘think about this is your own busi-! pitch to win. We don’t intend to 
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The lowdown 


the case of 
the overhead conveyor 


This is an actual “purchase experience” at 
the Century Electric Company in St. Louis. 
It was recognized by the General Foreman 
(1) that because of limited space in the Wind- 
ing Department, handling was complicated 
and inefficient. This led to assignment of a 
Project Engineer (2) to the job of improving 
methods. The proposal developed was sub- 
mitted to the Manager, Standards Department 
(3) and to other members of the Plant Layout 
Committee (4,5,6,7,8). It was decided that an 
overhead conveyor would not only solve the 
handling problem but would function as a 
“travelling stock room.” 

Thus eight plant men participated in the pur- 
chase of this conveyor. 
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lose, and generally we don’t,” he|in servicing the account. The 15% |tions,” he continued. “There are 


concluded. 


commission from media is cred-| 
ited to this time plan, and if time 


and will always be clients who 
think of agency services as ‘free,’ 


s Charles Bowes of Charles Bowes | charges are greater than the 15%,|or at least wrapped up somehow 
Advertising told the group about | 
the advantages and disadvantages | 
his agency found in using a time | 


account plan for charging clients. 

The time account plan is one 
which is beginning to catch on in 
the agency field, especially among 
small and medium-size agencies. 
It involves charging the client for 
the time the agency personnel puts 


the client is expected to pay the) 
difference. 
“We have the advantage of op- | 


|erational simplicity, since time ac- 


counting makes our cost account- 
ing a simple matter and eliminates 
any guess work as to the profit or 
loss on any account,” Mr. Bowes | 
explained. 


in the gross cost of things. Some 


agencies as a matter of policy| 


prefer to figure profits on the basis 
of billing rather than on the basis 
of time. Undoubtedly they will 
continue to operate on this basis— 
soundly—for a long time to come.” 


= He said there is also a limitation 


will work effectively in the glar- 


Kenneth Groesbeck, New York 


ing light of a time sheet and under | agency consultant, told the group 
the pressure of clients who are|that agency profit-sharing plans, 


|paying for agency service by the 


hour.” 

He said the time account plan is 
the hard way to be in the agency 
business. “It requires new and 
more efficient mechanics, profes- 


sional-level policies and standards, | 
ious diseases that attack agencies,”’ 


high caliber agency personnel that 
fit, high caliber clients that fit and 
complete two-way confidence be- 


“However, it has definite limita-|in finding personnel who “can and tween the client and agency.” 


on how a plant buys 


IT’S NO ONE-MAN OPERATION! 


Equipment for a plant is bought to meet a need . . . not because 
“it’s somebody’s job.” 
Nobody can predict who will be involved in the purchase of equipment because 
you can’t predict where the need will arise. 


If equipment is bought to solve a plant problem, it’s certain that it will 
be bought by plant men. 
And, because plant operating functions are highly interlocked, 

MANY important plant operating influences must be contacted in some way 
before a sale is made. 


FACTORY can help you contact this important Plant Operating Group — 
including the men your salesmen don’t call on, or don’t even know — 

better than any other businesspaper. Because more of these plant management 
executives pay to read FACTORY — over 63,000 — 

than any other monthly businesspaper. 


FACTORY 


Engineer 


A McGraw-Hill Publication + 330 West 42nd Street, New York 36, N.Y. 


pensions and widespread stock 
ownership are key methods in pro- 
tecting accounts. 


= Asserting that “dependence on 
one man or woman” to hold an ac- 
count is “one of the most danger- 


Mr. Groesbeck said the cure lies in 
having many pecple able to talk 
about the client’s business, and in 
keeping them happy. 

On the latter score he said, 
“Wise management is becoming 
increasingly aware that the old- 
time barter of work for money no 
longer can be relied upon to build 
a permanent and growing business. 

“Make a man or 2 woman ac- 
tually part owner of an enterprise, 
sharing in its profits on a prefixed 
basis, not dependent in any way on 
whether or not the boss has indi- 
gestion or is feeling generous or 
the reverse, and you are building 
in the right direction. The agency 
owner who thinks more about his 
people than he does about himself 
never has to worry about loyalty. 
Like liberty, loyalty must be 
worked at and deserved.” 


@ He asserted that agencies are in 
danger when they reach a stage of 
comparative comfort. 

“Failing the restraints of pover- 
ty and apprehension, the agency 
tends to grow unnecessary branch- 
es and facilities, move into more 
luxurious quarters, slacken up its 
watchfulness over expenses. And 
the heads themselves—having 
worked hard for 10 or 15 years— 
take increasingly long vacations 
and work shorter hours,” he said. 


= He believes advertising agencies 
have a good future. He cited the 
growth of the business, “which is 
so markedly out-stripping the 
population growth. In 1950, $5 bil- 
lion, today $9 billion—who couldn’t 
make progress floating on so rapid 
a stream? 

“Demand for good advertising 
judgment is constantly increasing, 
faster than the development of ad- 
vertising men and women. Correct 
judgments are more and more im- 
perative, since individual adver- 
tisements have only -half the 
chance to be noticed than they had 
five years ago.” 


Explanation: ~~ . 
TULSA, No. 2 Market 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Channel 


L. A. (Bud) BLUST 
Vv. P. and Gen. Mgr. 
BEN HOLMES, Natl. Sales Mor 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 
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|Aldens to Grant, Schwenck | 
| Aldens Inc., Chicago mail or- 
der house, has appointed Grant, 
|Schwenck & Baker, Chicago, spe- | 
|cial counsel for its direct mail and 
— promotions. The mail order | 


company is expanding its mer-| 


AGAIN IN 1955 / 


over 1,100,000 lines of retail emphasis on its chain of catalog of- | 


fices in key cities to provide better 
local service to customers who shop 


grocery advertising : |in person or by phone. Aldens pres- 


jently operates about 100 telephone 
and catalog offices in the Midwest 
and East and 16 retail stores in the 
Midwest. 


= - 


Davidson Names Wyait 
John W. Wyatt has been ap- 
pointed to the advertising sales 
staff of Davidson Publishing Co., 
Duluth, Minn. Mr. Wyatt, with 
t Chilton Co. for the past five years, 
givers! : SS att-amenica will be eastern representative for 
— three Davidson monthly publica- 
x tions, Paper Sales, Modern Station- 
er and Modern Retailing, and their 
|associated annuals and convention 

' dailies. 


— — _ 


ROYAL SERVICE—The first printed-on-aluminum-foil ad to run in a 

weekly, this color spread in the June 18 Newsweek promotes Rey- 

nolds Wrap as “the way the Queen of Today commands a many- 

course banquet.” Three-page ads in June issues of Good Packaging, 

Modern Packaging and Package Parade will call the trade’s atten- 

tion to the ad. Buchanan & Co., New York, is handling for Reynolds 
Metals Co., Louisville, Ky. 


days on WHO Radio! 


Take 6:00 to 10:00 at night as an example... 


Tuerr's a lot of talk around these days 
about “dead” periods in radio — nighttime, 
mid-morning, etc.— and some of this yak is 
preventing some advertisers from grabbing a 
lot of amazing opportunities. 


Let Peters, Griffin, Woodward, Inc. set the 
WHO Radio picture straight for you. It’s a 
tremendous story! 


(Computations based on projecting Nielsen 
figures and 1955 lowa Radio Audience Survey 
ratings against our 26-time rate.) 


— 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 11-minute spot between 
6 and 10 p.m. will deliver 54,934 actual 
listening lowa homes. 

That’s 8.9 homes for a penny, or 1,000 
homes for $1.12—ALL LISTENING TO WHO! 


That’s the minimum. In addition, WHO's 
50,000-watt, Clear-Channel voice gets thousands 
of unmeasured listeners both in and outside 
Iowa! There are half a million extra home sets 
and half a million automobile radios in lowa 
alone—and countless bonus sets in “Iowa Plus”’! 


Peters, Griffin, Woodward, Inc., 
Exclusive National Representatives 


NIAA Will Outline 
New Awards Setup 
At May Convention 


New York, April 17—National 
Industrial Advertisers Assn. will 
sponsor a new “honor awards” 
program designed to recognize the 
best efforts in industrial advertis- 
ing. 

The new awards will be an- 
nounced at NIAA’s 34th annual 
conference May 20-23, at Chicago, 
John C. Freeman, NIAA president, 
said today. Initial entries, he said, 
will be accepted early in 1957 for 
advertising campaigns scheduled in 
1956. 

The program has been developed 
by NIAA’s awards review commit- 
tee, which was set up last Sep- 
tember to recommend a suitable 
vehicle for honoring outstanding 
industrial advertising. The com- 
mittee chairman is John M. Clam- 
pitt of the Aluminum Co. of 
America. 

Details of the rules for the 
awards will not be released until 
the convention. 

Committee members, in addition 
to Mr. Clampitt, include J. M. 
Reeves, Ketchum, MacLeod & 
Grove; William Lusher, Batten, 
Barton, Durstine & Osborn; Steven 
Osgood, U. S. Steel Corp.; J. Mach 
Nevergole, R. G. E. Ullman Or- 
ganization; and Harris D. McKin- 
ney, H. D. McKinney Advertising. 


Sterling Names Mrs. Justin, 
Shaw; Adds Two Accounts 

Sterling Advertising Agency, 
New York, has appointed Mrs. 
Dena Justin, formerly senior writ- 
er in the advertising department 
of 20th Century-Fox Film Corp., 
copy chief for all accounts. How- 
ard Bernard Shaw, previously 
an account executive with Hirsh- 
on-Garfield, Miami, has _ been 
named a Sterling account execu- 
tive. 

Sterling has been appointed to 
handle advertising and promotion 
for Fashion-O-Rama, fashion in- 
dustries exposition to be held in 
the New York Coliseum Oct. 27 to 
Nov. 4, and for Marcel Boucher et 
Cie, New York, jewelry manufac- 
turer and distributor. 


Benjamin Katz Adds Two 
Accounts; Boosts Stevens 

Benjamin Katz Agency, Phila- 
delphia, has been named to handle 
advertising and publicity for Penn 
Crete Paint Co. and Phoenix Build- 
ing Products Co., both Philadel- 
phia. Phoenix produces Cop-R 
Flash and Plasta Seal materials 
for the construction industry. 

Katz has promoted Leonard B. 
Stevens from an account executive 
to radio-tv director. 
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. ‘In 1953, with its advertising vol- 
Do TV Viewers ume declining sharply, it was 
changed to a fortnightly. 
When Tide was bought by Mag- Now you know why it’s called “Test Town, U.S.A.” Just 
ow onsors? azines of Industry, in ’51, it had aE el A tae ne Sage es 
p 4 carried 1,559 pages of advertising ook at the number and variety of tests conducted in 
in 1950. In ’51 this fell to 1,488 South Bend, Indiana during the first 2 months of 1956! 
pages; in ’52 to 1,281 pages. In °53, Sure, South Bend meets all the qualifications of 
Myster y Deepens when Billboard’ Publishing Co. a oh os orate oon 
bought it, Tide had an advertising test market. But, more important by far, companies “s 
(Continued from Page 2) volume of 824 pages. This declined we, venete et test here — and come back to test again and again. 
FY ’ . a ‘ ° a . 
logical. “Suppose,” he said, “we do| ‘© 703 pages in ’54 and to 634 pages “ rare prodeetey We asian nheswee” That's the acid test! To learn more, write for details. i 
it in reverse. Let’s see what kind |! 55. These figures are given in oe gasoline, « “os m 
of shows exist where the audience | L¥ndon Advertisers’ Records. — scent STORE aue + cweck 
can’t identify the sponsor.” For the first quarter of °56, 3 GR ct m0 emt 
Tide’s volume was 132 pages com- siwott P mito wec Bee, 
- bila ise pared with 155 pages for the first} ™ . coG a et f 
® “Sure thing,” said the agency] tee months of '55 apvertis ut \ a: d 
man. “Let’s take shows in which ; ysers’ ¢ ie oe 
60% or more of the audience failed = wec 2: ae 
to identify the sponsor. Same|DMAA Has New Manual gepeat S* cut Soul Wend 
ground rules. The Direct Mail Advertising etait ‘ crits = 
“Wyatt Earp’ (Parker Pen),|Assn., 3 E. 57th St., New York, has 1 oF e ‘ ee ee a 
64.4; ‘The Vise’ (Sterling Drug),|published a new manual “The suey suave a ~ ee PW a ae 
84.2; ‘TV Reader's Digest’ (Stude-|Story of Direct Advertising.” ry view! suave TL une SEE The South Bend, Ind. Market: oa 
baker-Packard), 61.3; ‘Star The-|Copies are available from DMAA ysit $$ iC 7 Counties, 1/2 Million People 
ater’ (Texaco), 60.2; ‘Star Stage’ for $1 each; 10 or more are 50¢ 8 aan uot cw Santi Oi Widens xs Biiaie cind Bablicher 
Sa = a — each. yw mit STORY, BROOKS & FINLEY, INC. » NATIONAL REPRESENTATIVES 
aker Oats), 60.9; ‘Navy Log’ 
(Sheaffer), 66.3; ‘My Friend 
Flicka’ (Colgate), 69.4; ‘Million- 
aire’ (Colgate), 61.7; ‘Medic’ (GE re Fa: ta "Fed 
and Procter & Gamble), 64.2; a ° 
‘Hitchcock Presents’ (Bristol-My- ee 
ers), 62.3; ‘Gene Autry’ (Wrigley) - ; ; , Q 
and ‘Do You Trust Your Wife?’ - S:*-% 
(Frigidaire) have 59.7 and 59.3 ai 4 l| P 
respectively.” es one 
“People who don’t know the e ae | ese 
sponsor,” whispered the client. % se $ t : [> core ee <3 
“Of course,” the agency man 2 - { . ne 
went on, relentlessly, “there are = Sista ; <, 2 
also some misidentifications. For | a —) | oa ual 
instance; ‘Burns & Allen’ (B. F. x 2 . a ew. & | ef. ev» oe 
Goodrich), 12.2; ‘I Love Lucy’ AS uaa } 
(General Foods), 8.1; ‘It’s a Great ~ as 
Life’ (Chrysler Corp.), 7.7; ‘Med- % y p 4 y 
ic,’ 15.2; ‘Roy Rogers’ (General q wY Uhitlhd 
Foods), 10.1; ‘U.S. Steel Hour,’ a: + 
8.2; and ‘Coke Time’—on a multi- whee pe 
weekly basis—7.1.” ' we, wy 
® There was a gloomy silence. a 
Then the client encountered a ray Ee ca en = ; 
of hope. “Do they square with ll t bd J = i S> pe 
ratings?” zs 
“Not wholly,” the agency man igh 
said, comfortingly. “Let’s take the ae zoome ci toa " 
‘64-G Question.’ It’s got a high 3 
identification, and the top rating oe = 
on Trendex—38.7. ‘I Love Lucy’ is  ~ ga/> ie & ¥ z P=] «| 4 i 
second, and its identification was ; 
38.8, or just about half of ‘64-G’s,’ 


but its rating is 35.3—only 3.2) ¢ 


points behind. See?” 


AY ae Tom 


“Not wholly,” said the client, “if PS 
I may borrow the phrase.” e 
“Well,” said the agency man,}| i, 
“ratings, after all, measure the 
number of sets in use and their t ; 
tuning. So ‘Robin Hood,’ for in-| - - _ .o Th S lt l k | t t bi k f 
stance, looks mighty good with : \\ *\) e a a e nl ermoun ain al e ‘ 
41.2% of the sets, 45.6% share of| & he 
audience, and a rating of 18.8.” Le ° e lV, illi Ri 
“How’s its identification?” asked Z j with its 14 million prosperous prospects z 
the client, hopefully. =| he 
“Only fair. It had 27.9% identi-| = growin by leaps and bounds... om 
fication, against 58.6% who 4s 8 YY - , 
couldn’t identify the sponsor, and 4.5 percenta ints above the expected national average 
5% who misidentified.” | pe ge po pect 8g ; 
“I’m not sure we're getting any-| from 1955 to 1965! This rapid rise in population pushed 
where,” said the client; they went | ‘ 7 
to lunch. retail sales to near the $142 billion mark .. . “i 
Bill Bros. Gets to make the Salt Lake Intermountain market one of 
Option on ‘Tide’ the important markets of the nation. 
(Continued from Page 3) This one big unified market is served and sold... = 


time also sold Modern Industry to 
Dun’s Review (AA, June 15, 53). 
Since then Tide has been operated 
as a division of Billboard Publish- 
ing Co. 


In 1951 Tide, then a weekly, was | 


bought by Magazines of Industry. 
It was originally started in 1921) 


completely ... by Salt Lake’s two Metropolitan newspapers. 


Your proqpects ane best in the Growing West! 


by Time Inc. as a house organ, to | 
deal with advertising news and) 


criticize campaigns. arg? - was | CAN, 

purchased by Raymond Rubicam, “ Ry y 9) N 

former president of Young & Rub The Salt Lake Tribune 24.\: DESERET NEWS wo 
(MORNING & SUNDAY) %, > Salt Lake Telegram (eveninc) 

® It was published first as a Vast 


monthly, then as a fortnightly. In 
1948, Mr. Rubicam sold a majority 
stock interest in the publication to | 
a group of Tide executives. It was | 
then being published as a weekly. | 


COLOR IN HEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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t % Estimate based on U.S. Department of Commerce figures 
e: 
, A ] bd = ‘ 
ig Now you can buy 3 quality mass magazines}. 
: Crowell-Collier Unit families eat well — real well! Their food expenditures 
| add up to a huge 11.4 billion dollars a year! This is more than the total | 
| eg sales for 1955 of A&P, Safeway, Kroger, American Stores, National Tea, ; 
oe Colonial, First National, Food Fair, Jewel Tea, Winn and Lovett and Grand 
Union! And that’s just one sign of the prosperity of these families! 1 
ti Now this tremendous market can be yours at unequalled rates. 
i For beginning this May, the three Crowell-Collier Magazines — ’ 
1 New York 640 Fifth Ave.; Plaza 9-1000 Bostom 9 Newbury St.; COpley 7-0160 Cleveland 509 Union c 
Detroit 3-16: General Motors Bldg.; TRinity 5-5613 Los Angeles 870: Wilshire Blvd; OLeander 5-7480 I 
hoo 
‘? . 
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as one unit! 


Collier’s, Woman’s Home Companion and The American Magazine — 
become available to advertisers as a single unit. And the new rates make 
your advertising dollar go further than ever before! 

Here is a new unit that puts your product before a huge mass of 
the right people... that makes your advertising dollar work with 
sales-building efficiency. Get full details on how to get the Unit 
working for you. See the man from Crowell-Collier today! 


Commerce Bldg.; MAin 1-7545 Chicago ;;; N. Michigan Ave.; RAndolph 6-6850 
Philadelphia :2; S. Broad S:.; Kingsley 62152 San Francisco :20 Montgomery St.; EXbrook 7-1567 


Aone t« Ani =A ati oa eee 


chm a - ee i, ey pome 
Cee eS eg ‘i wae e- yore. a fel dy ee Ea ee Wc “a 
ome iq “ .s es Ce a es a eed ee ee ee oe pee = 2 vd ST 4 
a . he ae 5 — ‘ao Os St SEES : ! a Je <a < 
™ J Sn a ae a eee aes le d= 42. ‘Saag - . a ao, Se "eae oS . tT 
; i . pea a arte a ety hee} We . Se Pee 7 ae : . ee ** % . . = 7" Bees ms Tee “ ~—s EE ie 
4 i. a | a ee oe Be a te Vee ee ee rr Ye ¥: , ace TR Pitas pa 5 
i” a ee oe aS ae ee SF age fee : F (ate te . See eo x 
4 ; eee ae eae ‘3 = , ae Pi, a. My ee adie etme aS pee tae 4 bw , > She eR ei : : bt 
oo es Sepa a Re = be eee a Lae se Pe ER oa . Se + a, Lye & ' ee ae ee as Bi SO ae ity 
: Bae hala ee kine ee tO 0 gee ae OP apie ee pee ‘ 
_ 7 , ve ese a & Pk se a ty ean un a ramen y he  » ‘on b Le ie a “ oad 7 5 
¥ = . : Se ee a a: ee ay Pee in “ if vy ers Fe a ae ae . are ond : 
: F a ada = ind ae .. 7 piers hail af Ng ee ts. : 
| * ag a Re ug a ee ae reece : 
| " al 4 ae F Sees a Pte 55 : 
ae Pitts he : . a ie m9 r olen gee : 
ge aR i +i ae en 
; “= - > ae” ee Re ee : 
. » hy % LJ r “ ales ‘3 on at 5. 7 ¥- al ae aes 4 < 
= Be a Fe. it ae i Me 
: _ — a ee : On a, ‘6 at) ate” 
| . @ oy aa ‘al 2 ae * ‘ ae ie pw ie ee 4 f= ae ¢ Eee — ’ fa 
4 a: mo oo gy oe : . Se are te wy Be es epi < 
| , FE i fag eee ; ee * a" A A Epa AE y 
q a r a eh oh Be Hi od a ected ae a a 3 hee i eS: as oy 
gg a PE fa > Ae age wage op ya aS a bs 
5 - a : = Ses ee ee rs hi 7, 
le i a ae ~ me: Roe - oat ys % : ‘. tos eo settee se i £8 
: ; ; — - = ae oa Sie eed ; ere fs P ‘ 4 
ae ee | Ss for “ce. ar ae eee ee” yh Se ae pa 
2 m6 sini ei ty Be a —_ i 7 “ioe oy. ape is os ae Eo are 4 7 * oe Ve ee ‘a 7: Aaice 3 
: “7 fs pier 7 aa ¥ ¥ Y a ad : a <n pe tt 4 is a or ‘ ee ug + 
bei ‘ a eer : ete fae hike oy PGR Gee me he ? 
a — ££ ee ie = a 
ia — — ences Vance, Saas Clemy j 
‘a 4 Nee ae ae es eee az sie 
} ; a : Tae te |S ae a | Meese, He a 
4 ee eek 
. [ ee a re ve 
5 to ie iia a Ot Be 
. © 7 d a ae ‘~ aon = ie He te 
: é oS : : ey "sk ee fas 
I | « me ae ae pape os +a ae ol , - - a tA as 
ty 8 ie : nee ies te a eS re 2 by igen 
‘ ‘ 5 aes tile al eee : se Se ee pated ; Sa iggy ‘aden bs cai : ras a a gt) Sas aes j 
7 « : - a | oe 7 as wy BP ins oa 4s A es ; oe emma! ea ia ees B 
‘ I ete 4. St eee hs 4 ily, © bg a .* 7 4s ie pee ae ial a5 : ee ee a ee a gee eee ep iad : aM PNA ee 
, . hie 2 hy a + , - “a Ry ; wae a ah a Si i. aac. So ae x . a - 7 a B pall Year’ ss i; by ts eee att ¢ ‘ 
ie . : ’ a a ee eT ae ~ ae: =e ee : tie _——_—S$_a. Se oe eae : 
e a - J b bs «3 a 3 2 : Lay! . Bes 9 E ‘ie 2s = 5 ae a re ie ' satind ili dar hin ee eat 7 he oa 5, hee 
’ _— # oes be... pe + age ae "7 = ed . *.. -j am , — “ids ce es cate : Re. es age Bai Pan ‘ 
P? 4, VS pe rn a a f er Ae ee ee ee , ¥ P ‘ oe : UGS rie ae es fee : ee 
oe ’ Fe aR GE, « - = ¥ at © ie A Popgitg ~ ha”? * ae ee : See eee ard is ) 
a Mie 2% i) nas = 4% ee ee ao ee ee. went ee aes: SS a area ; 
. Se Fo “es . — sc a ee we / Pee acl _ a a ‘, , a Bee, ie ea peep “le a) 
e es sagt i = a. ee rs bs emi mee Le. Sele Ne P " 
> lll aa ti . 5 et tN ee ee. eis _ os a is : 
en —— ee ee eae © a Se Se ers. ae ere “2 Bs poy) Sais Riwegh, S 
a Leese ee ; ee tite Pay se ree eae ae ms ame OE he 
——— cies) okt ee 2 — ; Leys nae ee 3 ae i te a rg ae Se 
ta en a —— naa ae Bibs toa gh ay ee | ser Paes: Roe Ss le ‘ 
= 7a : : i ae J ’ aga . os % ems > ‘ +3 Re Oe ab A eee ~ 
, a g is. : aes d i : a Fitts! eet ee ee fe wa 
a a - ; a 1 ae ae “ \ Ag oe ae cee s a Se 
z i — ; re ' C  . ' bain aa ae ee tT rr feed 4 k 
/ ye ”, : — are... ee ie WS ae i nae eo oe ae pi Se 
ca * Yep , a te eee eee a - a en ae 5 ez Ps 
‘i ey —— Bees eee | cg e = a gt ee : 
a 5, ie a Oe Be ites Aa ae gee G ia eee Neh 2 ae i ral ai fi ‘ 
x be ae ee Bt 3 ate oe . ae it vee Messy TS! Sateen ‘ 
7 : Pee as a pee ke Fr ¥ Be te Pat ie » ek i ;, 
; —— 4 mite ae a ap ; @ dl ete TS eee : : 
: Wee rae ae a Pg le a! ‘ a < i Aa ig sl ee are 
; = Tet al oe rises + o a ee ab IS fig 
re “= easly re. an 7, Er it ae ¢ "i P< i ns ee tus 
SS : gee ec Fe eee ae pct i.) ee are i IS 
oe a tees —_ 4, ‘ . ar ee 
- s ve “a eis ae ect iliage, os ; Peete | ey a i3 aaPrae 5 Bia. 
7 wer” ‘i oe = eee a ab ae rs - i att ¥ é Re g Fee sie : 
“= ae il ame - 5) : Tring . be eae ae. 
Fs Pa bs . i, Ae Syncs hy ‘ 3 . a ~ oF \ > De) ae a ee ra oe 42% 
j F eee — ? i. on F ” E oe: a er re 
ae Poy : a 2 . aS ea . - ‘ ee i 7 Bei oS abe te Se 
" ‘Reo - — » a 7 oat Ale ae m ae Mere — ia oo ae ae 
_ . egy =a oe, Bo coe se a eee fot a ae ir 
: ae ag 4 yo, ob ae 2 od ee ee ities ced ie gad . 
' : ie 1g a Nee Ps ee 32 . & Sc ee aR ie ee ’ 
aa a : ere 2. 2 ee . c ee. . See eS cae: 
a % ’ oS pe OS ore Pe ; iM ae) es ee ee haat , 
‘Is. : phases srs a 2 aa he ee ~ oa va ae et ae : 
| ee ae a aS “ a: ae ees Sent + 
ey en é an pes ee ae ‘ ee Sic ae oe - aS Yd ae 4 I~ 
Sr aes RS ae pier oe es ee ? 3 ae oe oes 
a vise es as See a a ae , ad a. ae a, ere ie 
Se ads ee a Se dae si : gi te 28: 2 7 4 ae ee he te pee hie ne 
. a j é a ee mid Roe ae ; ae a ee y. ve ee pee os eR vette J 
bee s See. ey ee a a a : ie art cee ay heat é 
\ = oe ot pM gs gps 7 ae C Mtn, oy Br ee i, Wy en ea at ae : 
re = a ‘gage ee we Re ee Ee eee a ue Ce ue ee ee ae ce ie 
‘ye ‘ Beth ta cs i oS ae a Res che: Be SE ere den ee yo ale 
ie ig $ a Ri a * te ey Shag : aa 25 , ee biases pee sys tare a ae 5 
: ] ae "4 = i eg be ze i ’\ os a oe Shei a a : oO aS ee, ae ies 0 a 
ren re. ‘ _ eet ee DX r ee € 2 7 OS ea 2S ae i — ee Bee ae oS eas . : 
ehh "4 : ina Bhi ee Mn : 4 eGR eee i= Seay nee ge d ‘ 
4 a 3 : yr et Le aed oie A. # ee Oe =m, a i ff Ye P re 4 ; ; 
; art on 9 Fe : oy) a i Same eae eae aN Nae: ee = 4: SN RSE AG ee SS ot : 
St — : eee. S ® "% a fe a ge ec - eg 2 ee 
a 2 a eee PA | Tee a pO a + ee ie . " 
a a : es ee a % 3 aS. | (i tee eS oe : ei ; 
Fe i Ps, or ; “ 2 a i? Sees o : : meee |! .. Pee ate ee: . 
2 i <i ie, ~~ i! Sr. ne cow sr 
-_ * See a hh Sa — fn “a , s ‘a a ee ve ayes 2 
“ ae re bio cat 8 ae i ks eet ban - ie a Crag i aaa bathe we 
: fag en eds ere oe ee ee See ml ? aes 4 ee coh rg aoe Go rt i 
eS. = ete wey Se ee : lis eee , - ‘ j eae Sean a err a pe, es: by pe ' ; 
ee ria yea . ; ; EP mee ae s 2 ayer A ee ete oe 
——- or RS . on ep i ae - ~ | nS a <> See oh 
“Wea es ae ~~  &* 7 : Ee: he ees S i fs 4 ¢ Pee cee: Sia 7a ie 
ee ian, 2 aa “<1 AY ” ge ae ihe yp, Bees: — =—ti‘(‘—S ed a 2) Sea Be ae oe ee ; 
ea £ Gt. on b ; . em aee £e e. Site ‘ ‘ ty « a ae eS ee Meee ae reeks: : 
-— % =, ~ oF Fee ee «ee Ka : ' / Pas ee i ie 
4 a 7 bs * . “ ms, < ara a & fe 34, eee Pe \ ee ‘od; ee We a Pig ape a 
et ne a er.’ . . ; ; os . , a. * aes we A — : a a yA bo J ee oe wet 
Bt + 3 . ~~ Did j » + ‘ a i ict wae eae © CAEN 
id  , Mg w* > : 2 < i + % a : “a, > ae a4 = F . ‘ a 
7 a ae . é Pa : a PLP SRS if" 1 bet. OS ee 
ca 6 ag ie = Ce Hb Wa RAAled ge POA eae Se 
Aree oo wa » “i - . *. q ¢ . < ¢ © _ ——_ i - - > Wes Fie * i ae ‘ 4 ne ‘ i i 
as - : ~ “eee —- d . AS . : 4 ~ raw * G SS ed aid Gee> FF: k ‘ 
oe: ‘ oe ie re bo. it it: 5 ee ; Pe bo ) oi ‘ a ee ¢ ee % j 
= ° dee es : gaia ~~ . , ‘ ” 3 od. ser i: BO pple ee eae es ee <a : 
ae . ' ; 0. . et 4 : eet yee th 2, CS Be a ce se eg 
aes ol ——— ll Pee a oe % cl Pe a EG Pez Tey Re ied 
¥ ee ss . 2 7 Teas pas ats x *. a. y ‘ eer: | os aie - S Cs Re ee ati 
= *" _ at ee oa — 6 lL 2) Pi Be) 3 i bee) 2 ee a arg - 
US _2 a ae cet » ; oe Ba eee ee Fase ee 
'* — =) oe eee * ; x ¥ 2 < Bx 6 Mapes ee iy cr oh oe Va sy Ae sah re 
‘ - -. | ae a a a a? * + kk 2a tae, Se | eee : 
. oo ree _ - ie we Se” a —— me i A Ee ee ee ey 
ye ee. es 4 Ss 1 Fi ie ™ ee qh hes se ee 
. a See age ., '.¥ a - = : 2 ie , oe oe ese ayia? a Seat 
. ths + : r tS é . * ; ONS ie eee) Seen a 
: : . ‘So P " ; A ; a 4 < ‘s % ; a q ery, ce rg a a 
a ° . $42 >} ~~ 7 ¥ m aA aa q %, a * "hs a. ag ae ee eer ee ; ‘ c 
J ‘ie a. ae. Mel) Powe oe 
4 P : ee " . " : »: : «i ee rans, % =! be, ' 
ae V4 ° | & an ~ or fy; - . . a oa. “’ sa es: 
; j 2 wa RF bd oa a « we » ~.7" Pee Sn 
el 4 a y r be. ee ee ee 7 »” ‘I “Ye pe 
. CUO A | it. pee OS ae 
7 . ; oa es % es ee a 4‘ Z 
a « F } 3 Sag ri Pet a ee . rs hs , T - ~& es 
: =: . a Ae on 2 ™~ a. L i ai 
7, i — — a ewe ee Fa Se 
4 > ‘ im "4 4 ooo x oo eee i! . ® ¥ - < 
: if : b * > J Ban en e ¥ peo a pes, 50s ‘Se s Py, ~-A >, Mu ; 
; ales } 7 a : - . +> ee a ae eat: ag a | ae A re rae <a eS a m wy le | “ ; 
G: A b , oli a ie fh 4, A, ; at & 
ar a % » 4 . ‘: .* Pe * ee ge q # ‘ ty + tm ‘ et a Digg + a 2 
: { we: ¥ he. es: » aero ‘ : ar we a . 1 : ~ P +. 2 S a 
iy at Poa . 7 : f ple Lee a: aes ’ \ ad acuiee & i A " oo Baas ad om 
’ <s i ae i eee a Yj Pa fs Merpaces tip, Pee ee i 
F § ‘ 4 e « 2 or oe " Sgro = aaa a +i aes — oS As -_ : ‘ies: ed i : 
. ; ; OS i a — adele all = ' : at 5 
j ‘ « ie yee ‘¢ Pee = . ae ee . ve ‘ We 
ep ‘ 4 * . te s a @ fe a i A Ss 
-. j- ee 
tefl oky ge 3 - 
“* as. . ae : 
ae their : 
{re minds oa : 
ee 408 oo" SA | 
e gh? Ye VneniCall 
a 2 4 aw Marais 
7 , Ate, 36° m 
Ree > : , Je LH 
 -"Se . aes i 
aa : st xy pes ‘ 
; , Re oe SS Pee ; 
a | a 4 
” } os x i ‘ 
- WELRS J ee : 
q ¢. . ee ye i. = 4 
¥ c ote a Fe pr sy) m % io , 
* ‘ee “ + See A ”” . 3 ; Foy 
3 tv, oa” VE E z L T8@ é , é yi 
> Td iF i 3 1, oo 
\ a oa ome So | oem ¢ 3 i 
ho Sm a : 
ee : ee 
5. Bly! cil a % ; 
a yy Soe \ / ‘ ~ 
woo. ae ' a ft ey ee a : 
) . (ae aa ate OS om ‘Tas 1 
i M ik * ‘ a a " A , 7 / 3 
. - ngpavmpro tin Set ld, & j 
| —__ a i IL : 
— ee a , ~ 
~ oa 
a ~ ” oe 4: 
_* “4 
aoa od ‘4 
eine. ° 
*. 
7 DT . ae 
at . 
i 
ay 


76 


Affiliates Defend — 
Networks Against 
Blasts of Critics 


(Continued from Page 2) 
network's tv affiliates suggesting 
that each station “wili want to 
consider presenting its own views 
to the Senate commerce commit- 
tee either by submitting a written 
statement or by presenting testi- 
mony at the proper time if hear- 
ings are subsequently held on these 
matters.” 

The letter put the affiliates com- 
mittee in the ranks of those who 
insist that “network option time 
and the principle of basic network 
structure are necessary to permit 
television networks to function ef- 
fectively as a national advertising 
medium,” and to provide the kind 
of over-all service they now offer 
the public. 

The committee intimated that 
the current attack on the funda- 
mentals of network service had 
been launched as a means of for- 
warding the interests of various 
film companies. The letter urged 
all station men to answer care- 
fully the questions posed in the 
lengthy questionnaire sent them 


by the Senate committee. It sug- | 


gested this should be done in con- 
sultation with legal counsel. 


s This flurry of network-affiliate 


activity undoubtedly was being 


Dishes up 

all the basic facts 
about major trades 
and industries 


Once you feast your eyes on 
IM’s Annual Market Data & 
Directory Number, June 
25th, you'll never worry again 
about getting basic facts 
about the major trades and 
industries in the U.S. and 
Canada. It's all there — au- 
thentic, completely indexed. 
Yours as part of a trial of 
the IM service. One year in- 
cludes monthly copy of IM 
plus annual 556-page MD& 
DN—only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 

NAME 
COMPANY 


STREET. 


city 


STATE 


(1 $23 enclosed [) Bill firm () Bill me 


lgitciiuny: @ bummed ited anibaddig 


watched closely by Kenneth Cox, 
chief counsel, and Nick Zapple, 
staff counsel, respectively, of 
the commerce subcommittee that 
is now investigating networking 
practices. Messrs. Cox and Zapple 
are attending the convention as 
observers, having come in from 
the West Coast, where they have 
been querying telecasters and film 
producers concerning alleged mo- 
nopolistic practices in tv. 
Meanwhile, Richard Moore of 
KTTV, Los Angeles, the man who 
stirred up this rash of resolutions, 
was a lonely figure with nobody— 
publicly at least—joining him in 
his fight against option-time re- 
strictions. Mr. Moore started the 
excitement by charging that the 
networks have excessive program 
control in tv because they con- 
trol so much of the stations’ time. 
He made his allegations in a 
lengthy appearance before the 


Senate commerce committee (AA, 
April 8). 


ABC’s resolution emphasized | 


that the stations feel option time— sion was a piece of equipment—an 
a select number of hours set aside | Ampex Corp. video tape recorder 
for network programming—is nec-| (see story on Page 1). Reporters 
essary to a strong network service |and telecasters were very much 
and that a strong network service, | impressed with the quality of a 
in turn, is very important to the | picture which was rebroadcast 
stations and the American public.|from tape a few minutes after it 
The network’s section of the| was telecast live from New York. 
meeting was taken up with re-| CBS has bought three units of 
ports on programming and sales | this $75,000 recorder and will start 
plans for the company’s best sea- using it to replace kinescopes for 
son to date. New shows will in-|West Coast rebroadcasts. In addi- 
clude “Omnibus,” a switchover|tion, CBS Television Film Sales 
from CBS, an occasional spectacu-/| will use it to speed up news de- 
lar and several film series. |liveries for its Newsfilm subscrib- 
CBS’ resolution put the stations ers. 
on record as believing that “op- | 
tion time or some similar business| In their meeting, the NBC affil- 
arrangement and other network |jates and network officials paid 
practices are of fundamental im-| Walt Disney and ABC a great com- 
portance to continued sound net- pliment. They decided that “How- 
working.” dy Doody,” which used to be the 
kiddies’ tv favorite, and Pinky Lee 
s This group, too, got a program- are no match for ABC’s “Mickey 
ming pep talk for fall, with an in- | Mouse Club,” so the network op- 
dication of what newcomers are tion hours on working days will be 
expected in the lineup. But the changed from the 3-6 p.m., EST, 
scene stealer at the Columbia ses- | period to the 2:30-5:30 p.m., EST, 
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|period. This eases “Howdy” right 


off the Monday-through-Friday 
schedule. He will be reassigned to 
a weekend daytime spot, however. 
Pinky also is due for a weekend 
time period. 

One of the network’s hottest 
daytime properties, Tennessee Er- 
nie Ford, will move from 12 noon 
to 2:30 to give a strong lead-in to 
“Matinee.” His old spot will be 
taken over by a new Ralph Ed- 
wards package called “It Could 
Be You.” 

As for the 5 p.m. children’s au- 
dience, NBC is leaving that to 
Mickey and Walt and will pro- 
gram summer reruns of “I Mar- 
ried Joan” in a bid for adult view- 
ers. 


Blair Adds Memphis Stations 

Blair-TV has been appointed na- 
tional representative for WMCT- 
TV, Memphis, and John Blair & 
Co. has been named national rep- 
resentative for WMC-Radio, Mem- 
phis. 


‘\ 


More and more advertisers are 
oy PETROLEUM WEEK because 
it has simplified selling to the oil in- 


dustry. Reaching oil men 


vertising has become easier and more 
efficient because of the specific values 
offered only by this publication. 


Advertisers to oil men 
magazine that provides 


ment information oil men want and 


PETROLEUM WEEK 


Bakelite Company, a division of Union Carbide and Carbon 
Corporation, sells a host of products to the petroleum industry. 
Bob Klees, product advertising manager, uses Petroleum Week 
regularly to back up Bakelite’s promotional campaign on 


loons,” phenolic resin spheres for evaporation control. 


Advertisers 


a 


— 


Core Laboratories, Inc., through Duvall Williams, Advertising, 
places a strong schedule in Petroleum Week, Duvall Williams, 
head of the agency, rates the magazine an important factor in 
promoting his client’s petroleum resérvoir engineering services to 
key buying influences in the oil industry. 


Why LEADING ADVERTISERS 


Buy PETROLEUM WEEK 


need. This industry-wide, mayen ies 
coverage enables advertisers to 
all the sales bases. 

Advertisers are assured readership 
in a publication that oil men. every- 
where are reading from first to last 


through ad- 


ge. Through-the-book readership 
now have a as been built and nourished by the 
the all-seg- variable-speed technique that is de- 


signed to give the reader the ultimate 


in reading reward: maximum informa- 


tion in a minimum of time. 


Their advertising is read in an 
exciting, idea-generating medium 
whose usefulness and value to oil 
men have been clearly demonstrated 
—by the growth of its paid circulation; 
by the thousands of paid-for reprints 
of its articles; by the enthusiasm of oil 
men and the men selling to oil men. 


PETROLEUM WEEK »* OIL'S MOST READABLE MAGAZINE 
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New York-N.E. 
Department Store Sales... New Jeisey ._ +6 —M 
Newark . . r+ 8 —15 D 
o New York .r+ 3 —13 | 
After Previous Drop, Resurgence Rochester BT Reta ascrmcnunsoceaty 
a ee \ 19 Sal t 
Philadelphia District ........... +6¢ —14 es Baro T 
Wasuincton, April 19—After a| Francisco, 7%. Metropolitan Areas — 
15% loss for the week of April 7,) Detailed breakdown of sales in)  }/UnynBtOR www FE 6 
because of the varying dates on | each of the districts will be avail-| SO aN ar Change from 1955 
which Easter fell in 1955 and 1956, | able later. For the two weeks prior Philadelphia ................... +s —I3 
department store sales surged) to the week ending April 14, sales) Reading oe ae Week Ended | eae 
ahead again in the week ending! broke down in this manner: aan, TOR NS Agee es, OS 
. . | | - —~ = } 
April 14 for an 11% gain over) % Channe fren ‘Ss! /| Cleveland District |... +5 —20 
1955, the Federal Reserve Board - Metropolitan Areas 
Week Ending Lexington 27 
reports. : __ | Federal Reserve Mar. Apr.| axkron 3% Jan. 1 to 
For the four weeks ending April | District, Area and City 31 7 Cinsieestt 25 April 14, ’56 y + 3% 
14, sales were 2% ahead and for, UNITED STATES ................... r+ 7 15) Cleveland —24| ; : 
the year-to-date, 3% ahead. | Boston District wcccccccccnun + 8 16, Columbus —24) 
| Metropolitan Areas | Springfield —25 | 
® Largest gain was reported by the| Downtown Boston. «130 (nie) Bue —js|  jackocavllle . 
Philadelphia district, 24%, fol-| Suburban Boston . +19 — 9 Pittsburgh : —14| a i Hi : — 
lowed by New York, 21%. Boston, Custelige Rishi - +5 -—2)/ Wheeling-Steubenville .. —2 —16| New Orleans 42 16 
Cleveland and Minneapolis report- — onsce 4 +3 naan J District —16 Knoxville ......... a . 
ed 14% gains and Richmond an| Lowell... $11. —40| ‘Washington nw ae moons of 5 
11% gain. Atlanta reported no Cities | ‘Downtown Washi —15| Tempe eae 49 ° 
change. The other FRB districts all a sesseeeeneeeesnnnne tne ty a > eee —25| Chicage District... @ —t 
reported gains also, as follows: Pca see snore sstieatianttiaai a : a a velgnediliasennlil " <a yas Areas 
. eee: sae »  f xan —i13 Atlanta District ....... —15) ae ‘ . 4 — 
Chicago, 5%, St. Louis, 9%, Kansas Metropolitan Areas Metropolitan Areas ies : z 1 ~~ 
City, 3%, Dallas, 4%, and San SERS. SERRE +4 —14| Birmingham ......... r+12  —17| Detroit -~——F —3| 
“Diploma” 
p Personals 


William A. Hoffman, left, vice president, Audit Bureau of Circulations presents 


Perroteum Weex’s first ABC audit to Richard H. Loyer, business manager of PW. 


A new record for fast ABC qualifi- 


cation by sey publications has = 20,000. 
been set by PETROLEUM WEEK. 
Since qualification for an ABC audit culation be on a 


Total distribution of the first issue was 


ABC requires that 50% of total cir- 


id basis, and allows 


was achieved in the fastest possible 
time, it’s a record of subscriber accept- 
ance that may only be tied, never 
broken. 

Even before Volume I, Number I 
was in the mails, nearly 10,000 oil men 
had already entered paid subscriptions. 


two years to reach 70% paid. 
Currently PETROLEUM WEEK 
is nearly 90% paid. 
Note, too, that almost 60% of the 
subscriptions are for three years—a real, 
long-range vote of reader satisfaction. 


What’s New / in Petroleum Week 


Nearly 2,000 subscriptions were en- 
tered during December. More than 
half of these were in the Engineer, 
Chemist, Geologist, Foreman catego- 
ries. The other half were distributed 
among top and operating management, 
contractors, independent producers 
and purchasing agents. 

* 

During January, no less than 16 oil- 
country newspapers reprinted the PW 
article on the entry of oil companies 
into the metals-mining field. Eight of 
these printed editorials based on the 
story. 

am 

A growing number of PW's readers 
abroad are paying stiff mailing pre- 
miums to insure fast delivery of their 
copies. One reader in gy for 
example, is paying $52 for air delivery 
“to be sure I receive my copy concur- 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


rently with the distribution made to 
my colleagues in the United States.” 


e 

Distribution of the PW Sales Letter, 
a monthly bulletin interpreting oil 
news and listing changes among key 
oil company personnel, has jumped to 
nearly 4,000 in its first four months of 
publication. It’s designed for people 
interested in selling oilmen and is 
mailed without cost or obligation. 
Write to PW Sales Letter, 330 West 
42nd St., New York 36. 


° 

Petroleum Week is the “text” for a 
University of Oklahoma course in 
Petroleum Industry Management given 
to seniors. PW ‘ills the University’s 
pressing need for a reliable, readable 
source of industry-wide news and cross- 
segment interpretation of develop- 
ments throughout the industry. 


HERB YOCOM 


The urgent for "integrated oil 
men''—men with broad understanding 
of the whole industry regardless of in- 
dividual segment or specialty —has 
been raised with increasing frequency 
in the last few years by industry lead- 
ers. One of the most articulate and 
persistent of these leaders is Herb 
Yocom, PW’s chief editor. He has 
written thousands of words on the is- 
sue in widely-quoted editorials in PW 
to whose ublishing concept “the 
compleat oilman” is basic. A native 
Californian with over 25 years as a 
newsman, Yocom has spent 15 of 
these as an oil writer with a firsthand 
look at the penalties paid by petroleum 
for lack of “integrated” oil men. The 
enthusiasm of his crusade has played 
a big part in the development of PW 
—the first magazine designed for all- 
segment coverage of the oil business — 
industry-wide and industry-deep. 


Clairvoyance had 
little to do with 
PW's exclusive on- 
the-nose prediction 
of final 1955 petro- 
leum demand fig- 
ures. The ‘credit for 
PW’s accuracy goes 
to Bob Spann, sen- 
ior editor, whose 
lengthy background and wide range 
of oil knowledge give him special road 
maps to right answers in petroleum — 
from oil well to consumer. Spann, a 
native of Alabama, formerly covered 
ge for Wall Street Journal and 

elped set up the Dallas edition of the 
paper. Spann, in addition to his other 
editorial duties, writes the popular and 
highly regarded “Fingertip Figures” 
feature each week in PW : 
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| Milwaukee ............ : + 3 3 
| St. Leuis District ... . + 5 —16 
| Metropolitan Areas 
| Little Rock +16 4 
Louisville + 7 —~20 
St. Louis ........ + 1 —16 
Memphis .............. £15 —21 
Minneapolis District —.6 —I1 
Cities 
Minneapolis ............... — 6 —15 
een ‘ —9 —19 
Duluth-Superior +1 29 
Kansas City District + 5 —17 
Metropolitan Areas 
| Denver ........ $17 1 
| Topeka .... r+ 4 —15 
| Wichita a + 7 20 
EE r+ 6 33 
Albuquerque ........ , . +23 —25 
| Oklahoma City .............. + 3 6 
| Tulsa ............ sreesenrareacserserrenere 16 —I16 
| City 
| Kansas City .... — 6 —18 
Dallas District .... +17 —i5 
Metropolitan Areas 
_ a ’ +22 —15 
EEE +25 —13 
DOTS TOGO cicecicceqesc-ee + 25 —27 
Houston _........ +16 —14 
San Antonio ............. 4 i8 
| San Francisco District +12 reli 
| Metropolitan Areas 
Los Angeles-Long Seach 4 18 
Downtown Los Angeles 0 30 
Westside Los Angele + 6 —12 
| Sacramento .... — . —28 
| BAT DUR  ceessccccccssresseversesess +18 —13 
San Francisco-Oakland +21 —22 
San Francisco City .... +20 —23 
Oakland City cocccccccee +21 20 
ft. en + 5 ~25 
| I iiticincinccesemnceznsecece : 0 9 
| Salt Lake City ......... . +8 -—8 
i estas ae fT wh 
Spokane + 3 — 20 
TED: cetereesereeenes +21 19 
| r—Revised. 


|*—Data not available. 

1/During March and April changes from 
a year ago reflect in part the fact that 
| last year Easter was on April 10 while this 
| year it was on April 1. For this reason it 
|is estimated that in comparison with last 
| year an allowance should be made for an 
| increase in sales of about 4 per cent for 
the month of March as a whole and a 
| corresponding decrease for the month of 
April. These allowances apply to the fig- 
|ures for the United States. 


_Adclub Publishes Booklet 

The Advertising Club of Louis- 
ville, as part of its 50th anniver- 
|sary celebration, has published a 
| booklet, “A Many Splendored 
| Thing.” The booklet, “a two- 
|color, 12-page ambassador of good 
will,” is aimed at educating con- 
sumers on the value of advertising. 
'It has had a distribution of 34,- 
050 copies thus far, including 
| school distribution and “take one” 
bus containers. 


‘Royer Named Anderson VP 

| Keith Royer, formerly an ac- 
ceunt executive, has been named 
vp of the John V. Anderson Ad- 
vertising Agency (formerly An- 
derson & Roll), Omaha. 


is heading into 
its biggest year! 


“GOLF MARKET 
INFORMATION” 


gives the latest, complete facts on 
this fast growing, big spending 
market . . . from golf's only bus- 
iness medium ... 


GOLFDOM 


407 S. DEARBORN ST., CHICAGO 5, ILL. 
20 VESEY STREET, NEW YORK 7, NEW YORK 
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Most everyone enjoys America’s new leisure one way or another 
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do something about it! 


It’s easy to see that many Americans have developed a big appetite 
for active leisure. And with this appetite — happy fact for adver- 
tisers! — goes a willingness to pay for whatever looks good on 
the menu. 
If you can reach people in this pleasure-hungry mood, you can 
sell them. And there’s no better place to do this than in Holiday. 
For ten years, Holiday has been reporting and encouraging the 


country’s yen for the good things in life . . . reflecting it in pictures 


and text . . . stirring imaginations. With nothing to distract a reader 
from his responsive Holiday mood. 
Does this work well for advertisers? Last year was an all-time 


high in Holiday advertising linage . . . and each of the past seven 


issues — November, 1955, through May, 1956 — set a new record SS 
in linage for that issue. ; 
If you sell any product that feeds the new hunger for pleasure — 


or for leisure — it belongs in Holiday. 


Holiday currently reaches some 850,000 
pace-setting families. They do more, go 
more, buy more — and are today being 
reached by more advertisers than ever 
before in Holiday history. Advertising 
revenue has increased 568% since our 
first year... and 1956 shapes up as 
our biggest year yet. 
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I bi WE & TEASER—The bulletin at the left was put up a week Meadows Pontiac by H. Richard Seller Advertising 
before the one at the right—just to drive the cus-_ Inc. The bulletin appears on Foster & Kleiser panels 


tomers wild. The upside down ad was prepared for in Portland, Ore. 


LeBrun Sherwood Goorian Anderson Weidman Hartley Parham Stanley Dean Mrs. Dean 


ICE CUBE CiRCUIT—On the cocktail beat, where tradition says that some of the NARTB Hamilton Co., Atlanta, look on. At center are Floyd E. Weidman and J. Harrison 
convention’s best ideas are traded, AA’s photographer recorded these scenes: At left, Hartley, WEWS-TV, Cleveland, and Harold Anderson and Carter M. Parham, WDEF- 
model Rhonda Sherwood trades quips with Leonard P. Goorian, WKRC-TV, Cincin- AM-TV, Chattanooga. At right, Mrs. Robert Dean, escorted by Mr. Dean, WFIE-TV, 
nati, while Harry LeBrun, WLW-A TV, Atlanta, and Clifford B. Marshall, Blackburn- Evansville, with Howard Stanley, WAVY, Norfolk, and David Sutton, MCA-TV. 


Picking up oyster shells 
with a vacuum cleaner 
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“DEAD END” KID OF THE 
ELECTRICAL BUSINESS! 
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SUCCESSFUL SIX—First awards for the most effective industrial advertising campaigns of Griswold-Eshleman Co., Cleveland; Division 4 (advertising of primary and process 
1955 were awarded in six categories by Associated Business Publications in its annual materials), Inorganic division, Monsanto Chemical Co., Gardner Advertising Co., St. 
competition. Winners and agencies are: Division 1 (advertising of construction mate- Louis; Division 5 (advertising of component parts and materials), Hinde & Dauch 
rials), U.S. Steel Corp., Batten, Barton, Durstine & Osborn, Pittsburgh; Division 2 Paper Co., Howard Swink Advertising Agency, Marion, O., and Division 6 (advertis- 
(advertising of maintenance and service equipment), Bulldog Electric Products Co., ing of services and public relations advertising), Kennecott Copper Corp., Cunning- 
MacManus, John & Adams, Bloomfield Hills, Mich; Division 3 (advertising of oper- ham & Walsh, New York. The awards were co-sponsored by the Industrial Marketers 
ating machinery and equipment), industrial products division, B. F. Goodrich Co., of Detroit and the Adcraft Club of Detroit. (Story on Page 2.) 
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THE HOUSTON POST... 


ST in Houston 
im lineage gains, 
1955 


S'" in the nation in 
linage gains, 19855 


The Houston Post gained 4,648,402 lines of advertis- 
ing, making a grand total of 31,538,022 lines in 1955. This 
was the largest gain in Houston — 9th largest in the nation! 
In 1955, The Post showed highest gains in Houston in all 


CHROMIE = 3. e86,04: 
9.93% Lines Gained 


six major advertising categories: Retail, General, Automo- sdithos 

tive, Financial, Classified, Legal. There is one basic reason alain dione 

for this accentuated swing to The Post — superior results! press 
7% 


Get the new facts on Houston through your Houston 


Linage guins. January | through December 31, 1955, vs same period 1954 Source: Media Records. 


Post salesman, or your Moloney, Regan and Schmitt 
representative. 
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Written and Edited to Merit Your Confidence *Source: Media Records 
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Premium Club Elects White minum Products Co., has been 
Trevor W. White, vp in charge of | elected president of the Premium 
the premium division of Club Alu- | Industry Club of Chicago. 


Hitch Your Sales te a Pony 
And Watch Him Pull for You 


What are you promoting . . . foods, drugs, tooth- 
paste, dairy products, candy? Whatever it is, if it's 
& consumer item and children use it too, you'll 
never believe the downright magnetic drawing power 
of a “Give-a-Pony” promotion. Free Ponies always 
have, and always will, fon 
Parade .. . with parents, 

ultimate in store-traffic stimulation. 


We Furnish Everything! 
*% dynamic, giant two color posters 
%& window streamers and wire-hangers 
% bag-stuffers and handbills 
%* full and half page newspaper mats 
%* entry bianks for six different types 

of successful contests 

reper except your own imprinting . done by you or Fashion Club. Entire 


Braerthine os 

eve! in conjunction with country’s 

And a Pony is iy Ayr compared to the amount of interest you will create with 
rs availabl diately. 


. Fashion Club Shetland Pony Sales Co. 


749 Rush St. + Chicago 11, Til. ¢ DEL. 17-7566 


Get the full story today... 
write or 


Zenith Plans Spring Push Regional NIAA Holds Ad 
for Portable Radios Awards Competition 
Zenith Radio Corp., Chicago, The 1956 Industrial Advertising 


plans an April through June pro-| Awards competition of the South- 


| radio sets—“the greatest promotion | Industrial Advertisers Assn., closes | 
program in our history,” according|May 14. Industrial advertisers, 
(to the company. About 2,000 agencies and suppliers affiliated | 
posters in 100 markets will be| with companies selling their prod- 
used. A color campaign in national| ucts or services to industry are 
magazines will be concentrated in| eligible. The advertising must orig- | 
May and will tie in with a local|inate in Southern California and | 
dealer newspaper campaign. Point | the campaign must have been ini- | 
of purchase materials are available | tiated after Jan. 1, 1955. 
to dealers. Batten, Barton, Dur-| Further information may be ob-| 
stine & Osborn, Chicago, is the|tained from Carl Heintz Jr., 611! 
agency. 


Wilshire Blvd., Los Angeles. 

Winchester-Western Appoints 
John E. Feldhaus has been ap- 
pointed manager of marketing re- 


Tasty Baking Sponsors Phillies 

In ADVERTISING AGE’s_ recent 
baseball roundup (AA, April 9),/| 
search of the Winchester-Western| one of the sponsors of the Phila-| 
division of Olin-Mathieson Chem-|delphia Phillies was misidentified | 
ical Corp., New Haven, Conn.|as Tasty Bread. The fourth mem- 
Richard S. Reed, previously a com- ber of the team sponsoring the 
pany business research analyst,| Phillies on radio and tv is Tasty 
succeeds Mr. Feldhaus in his for-| Baking Co., Philadelphia, maker of 
mer post of assistant to the vp and/| Tastykake and Tastypie, through 
general manager. |N. W. Ayer & Son. 


in a series showing the “little extras” at 


Bertsch & Cooper that make service so extra good 


You can’t fool B & C’s revolutionary new Vandercook Proof Press. 
It matches color and intensity of ink exactly...5 days or 5 years later 


(a blessing when you’re making revisions or handling roto copy!) 


We at B&C are very proud 


for this first press of its kind! 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 
1147 West Jackson Blud., Chicago +» MOnroe 6-5200 


Largest facilities in America... 
electrotype, newspaper mat, film positive service 


that Vandercook singled us out 


for complete typographic, 


motion of a new line of portable|ern California chapter, National | § 


q 


BLUE, WHITE & GOLD—Piel Bros., 
Brooklyn brewery, will introduce 
its new label next month via tv, 
radio, newspapers and magazines. 
Details of the introductory pro- 
gram are still being worked out 
by the brewery and its agency, 
Young & Rubicam. 


‘Venality’ Attacks 
Aren't Applicable to 
Radio, Sweeney Says 


Boston, April 17—Kevin Sween- 
ey, president of the Radio Adver- 
tising Bureau, defended the radio 
industry against criticisms by 
congressmen in a speech before 
the Broadcasting Executives Club 
here last week. 

He said over-commercialization 
and “bait and switch” charges 
made by FTC Commissioner Low- 
ell Mason and various congressmen 
are not justified. 

“Bait and switch doesn’t repre- 
sent one-tenth of 1% of radio’s 
advertising volume,” Mr. Sweeney 
asserted. “These attacks on radio 
are a measure of how desperate 
politicians get for an issue during 
an election year. 

“Over-commercialization, which 
would be an almost pleasant ac- 
cusation from RAB’s point of view, 
is certainly not true of radio,” he 
said. “The editorial-to-advertising 
ratio on radio stations is the high- 
est of any medium and has not 
changed substantially in recent 
years.” 

The RAB head said March was 
probably the best month in history 
for many radio stations, with local 
advertisers including automobile 
dealers, grocers, furniture and de- 
partment stores leading the way. 


s However, Mr. Sweeney said, he 
believes radio’s big future as an 
advertising medium lies in satura- 
tion campaigns, which “can deliver 
economical and therefore sustained 
mass impact.” 

He predicted that the “spectacu- 
lar sales results” of the Pepsodent 
“Wonder where the yellow went” 
campaign will influence the ad- 
vertising strategy of many pack- 
age goods manufacturers. 


Broil-A-Foil Trays Bow 

Metal Foil Products Mfg. Co., 
Linden, N.J., will use newspapers, 
television and point of sale to in- 
troduce Broil-A-Foil disposable 
aluminum foil broiler trays. Par- 
ticipations on a 52-week basis have 
been scheduled for “Jinx’s Diary” 
and the Josephine McCarthy seg- 
ment of the “Herb Sheldon Show” 
(WRCA-TV). The new product, 
which has been tested in five mar- 
kets, will be advertised as the 
“work-free way to broil... for 
only a few pennies per meal.” A 
box of five trays sells for 59¢. 
Wexton Co., New York, is the 
agency. 
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than any other newspaper 


Tell your sales story where it will do 
the most good—in the homes of Greater 
Philadelphia’s multi-billion-dollar 
market. Use the favorite newspaper of 
this market—The Evening* and Sunday 
Bulletin. 


Readers are showing particular interest 
in the lively new format of The Sunday 
Bulletin. Published on new presses, in 
new type, in the world’s most modern 


newspaper plant, The Sunday Bulletin 
is bright, fresh, easy to read. R.O.P. 
editorial and advertising color, too. 


The Bulletin packs selling power 
throughout a market noted for its buy- 
ing power. Philadelphians like The 
Bulletin; they buy it, read it, trust it 
and respond to the advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 


30th and Market Streets 


New York, 342 Madison Ave. * Chicago, 520 N. Michigan Ave. 
Representatives: Sawyer Ferguson Walker Company in Detroit 


Atlanta ¢ 


Los Angeles ¢ San Francisco 
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SEE how ADmatic 
“Cattell your story 
“ete . des 


* Store Windows 
® Sales Meetings 


Attract more 
prospects, boost 
sales. Admatic 
shows a new 
slide every 6 
seconds — 
projects a 
continuous 30 
slide show 
with Bic, 
Barcnt pictures 
—day or night. 
Available with 
synchroni 
sound and 
continuous 
sound movies. 


THE HARWALD COMPANY, INC 


5 1234 Chicago Ave. * Evanston, I 
DAws 87 


Rorschach Blot Is 
Motif of Perfumer’s 
‘New Yorker’ Push 


Los ANGELES, April 17—Maro- 
may Inc., distributor of Bal 
Tete perfume, will use The New 
Yorker to run a year-long ad cam- 
|paign consisting only of an ink 
|blot, two words and a picture of | 
| the perfume bottle. 
| All ads will be identical, running | 
jon a schedule calling for a full} 
|page in the May 5 issue of The| 
|New Yorker, followed by quarter 
pages each month and insertions in 
three December issues. 

The copy consists of two words: 
“Psychologically speaking.” The 
ink blot is based on the Rorschach | 
test, in which the individual con 
| veys his personality in interpreting | 
the blot. 

The “psychological” theme was 


de | 


} 
| 
| 
| 
| 


| 
| 


HOW-TO LESSON—Jerry Williams, president, Maromay Inc., shows Jack 

Roberts, creative director, Carson-Roberts Inc., Los Angeles, how to 

do an ink blot layout for the company’s campaign for Bal de Tete 

perfume. The finished ad, shown at right, will break as a page in 

the May 5 New Yorker, and is scheduled to run until the end of the 
year as a quarter-page on a monthly schedule. 


created by Carson-Roberts Inc., 
Los Angeles. | paign by Jerry Williams, president | 
The announcement of the cam- of Maromay, was in keeping with | 


SWIM SUIT BY JANTZEN 


the ad. According to Mr. Williams, 
“The campaign theme was selected 
because when worn, perfume be- 
comes a personal identification 
with the wearer. It captures the 
spirit of the individual, giving oth- 
ers a clue to the wearer’s personal- 
ity.” 

In addition to the New Yorker 
series, the theme will be used for 
in-store displays and promotional 
material. 


Buys Denver Radio KTLN 

Gov. Edwin C. Johnson, Colo- 
rado, and former U. S. Sen. Burton 
K. Wheeler of Montana, and family 
members, have bought KTLN, 
Denver, subject to Federal Com- 
munications Commission approval. 
The reported price was $350,000. 
Gov. Johnson and his son-in-law, 
Robert Howsam, own a third of 
the stock; Mr. Wheeler and his 
sons, John L. and Richard B., own 
the other two-thirds. 


Publishes ‘Adtype Work-Book’ 

Adtype Service Co., 916 N. For- 
mosa, Los Angeles, will publish 
in May its “Adtype Work-Book.” 
This is a specimen book of the lat- 
est type faces. The “Work-Book” 
comes in a looseleaf binder, with 
11”x14” pages that snap out. Pre- 
publication price is $38.50; after 
publication, the price will be 
$48.50. 


Advertising Age, April 23, 1956 


ANA Local Rate 
Tabulation Has 500 
More Newspapers 


New York, April 17—A _ sub- 
stantial increase in the number of 
newspapers which have submitted 
their local rate cards to the Assn. 
of National Advertisers so _ its 
members can check dealer invoices 
for cooperative advertising has 
been reported by ANA. 

A supplement to the 1956 edition 
|of ANA’s local rate card service is 
|being prepared, which will bring 
\the total number of local rate 
cards to more than 1,400. This 
represents an increase of 500 news- 
papers over the 1955 edition of 
ANA’s newspaper local rate card 
service. 
| This service is brought up to 
|date annually by ANA. The cur- 
rent edition, representing the rate 
cards effective as of Jan. 1, ’56, 
lists 1,250 daily newspapers. 

The service is available to par- 
ticipating mewspapers as well as 
ANA members on a cost-defraying 
basis of $25 annually, and to all 
others for $75 a year. 

The service was originated by 
the ANA cooperative advertising 
committee and carried forward by 
the ANA newspaper committee, 
working with the advertiser rela- 
tions committee of the Newspaper 
Advertising Executives Assn. 


Home Canners Still Factor 
in Ball Bros. Campaigns 

Ball Bros. Co., Muncie, Ind., 
maker of the Mason jar for home 
canning, though diversified in re- 
cent years, says it still has a big 
market among home canners. Ball 
plans a consumer advertising cam- 
paign, covering the home-canning 
season between May and October, 
|which dollar-wise is close to the 
largest in the company’s history. 

The schedule includes ads in 
Capper’s Farmer, Farm Journal, 
Farm & Ranch, Good Housekeep- 
ing, Grit, Household, Progressive 
Farmer, Town Journal and Work- 
basket. In addition, Don McNeill 
will promote the jars on “Break- 
fast Club” (ABC Radio). Local 
radio will also be used. Ball Bros. 
advertising has been handled for 
the past 26 years by Applegate 
Advertising Agency, Muncie. 


... and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


... and what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its “A” 


contour: 


®@ Seattle 
@ Bremerton 


This area contains OVER 
HALF the population of 
Washington Stote and it 
accounts for OVER HALF the 
retail sales of the state. 


“CBS Television for Seattle, 
Tacoma, and the Puget Sound Area 
316,000 WATTS 
Antenna height, 1000 ft. above sea level 


@ Tacoma 


CHANNEL ELEVEN 


@ Everett 
@ Olympia 


BASIC 


WEED TELEVISION | 


pili 


Signs of SCOTCHLITE are never 


REFLECTIVE SHEETING 


asleep on the job! 


Your most wide-awake media buy—signs of SCOTCHLITE Reflec- 
tive Sheeting! These alert 24-hour-a-day salesmen give you 
higher readership for your advertising dollar! Colorful, brilliant 
signs of SCOTCHLITE Sheeting tell the same strong sales story at 
night as they do in the daylight! For proof that signs of ScoTcH- 
LITE Sheeting are your best advertising buy, write Minnesota 
Mining & Mfg. Co., Dept. AA-4236, St. Paul 6, Minn. mM 


4 A. L Mi. 


“*SCOTCHLITE’ Refleative Sheeting is a regist ta Mining & Mig. Co. 


Mining & Mfg. Co., Dept. GG-56, St. Paul 6, Minn, 
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product—design engineers make markets grow 


Product Engineering 
makes sales grow § 


The textile industry started with 


foot-operated looms and hand-carved 
shuttlecocks . . . grew into a $12- 
billion titan. Here’s growth paced by 
constantly improving design of ma- 
proms, Aan increase output and lower 
costs. Progress continues. Product- 
design engineers are developing 
high-speed, automatic machines ‘to 
a cord, twist, wind, warp, weave, 
slash, knit, dye and finish natural 
yarns as well as chemistry’s miracle 
fibres. 


Today, more than ever, product- 
design engineers are doing big things 
for products and people . . . creating 
NEW MARKETS and MAKING 
THEM GROW. 

Design power is growth power. 
Present-day thinking in the design 
Engineering Headquarters of a com- 
pany will to a large measure deter- 
mine that company’s future. It will 
also determine materials, parts, com- 
ponents and finishes to be used in the 
company’s products. If your product 
involves a design decision, make sure 
the PRODUCT-DESIGN ENGI- 
NEERS are thinking of you. 


By making every issue useful to 
Se engineers, Product 
ngineering is growing faster than 
any other design publication. If you 
aim to sell any division of the Origi- 
nal Equipment Market — REMEM- 
BER, more than 32,500 product- 
design engineers are paying sub- 
scribers of Product Engineering. 
Advertisers put more pages, and 
invest more dollars, in Prod- 
uct Engineering than any 
other design magazine. 


Ap 


PRODUCT ENGINEERING 


THE McGRAW-HILL MAGAZINE of design engineering 
McGRAW-HILL BUILDING, 


NEW YORK 36 
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Believes Hourly Rate Would 
Aid Agency Service Problem 

To the Editor: At the Assn. of 
National Advertisers’ spring con- 
vention, 400 advertising managers 
listened to a panel discussion about 
the anti-trust suits filed by the 
U.S. against agency and media 
associations. This was a closed ses- 
sion but, as a member of the panel, 
I was privileged to learn how ad- 
vertisers are thinking on this vital 
subject, and I want to share this 
information with you. 

While no final answers are pos- 
sible until the cases are settled or 
tried (Four A’s signed a consent 
decree but the other cases are still 
pending), it was the consensus of 
all that the 15% commission struc- 
ture will not be discarded in the 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


near future and that the anti-trust 
| suits will have little or no effect on 


it. While a few ad managers would | 
like to pay their agencies on the | 


basis of each job or advertising 
program, most of those present at 
the convention were thinking in 
terms of their agency’s over-all 
marketing job. 

Seasoned advertisers are think- 
ing in terms of “How can we get 
the most effective advertising?” 
They have learned that there is 
no short cut to thorough prepara- 
tion and no substitute for highly 
skilful, experienced specialists. 
They expect that agencies of the 
future will be prepared to deliver 
all the services that are necessary 
to produce the most effective ad- 
vertising and they are willing to 


|compared with substantially 


There’s An 


Easier Way 


To Get Attention... 


Sell to men? Sell your customers the 
Reach 


easy way ... the best way! 


pay for this service—if necessary, 
above the 15% commission. They 


In the near future we will re- 


IRA RUBEL, 
Ira Rubel & Co., Chicago. 


Says Minority of One Can 


know that the calculated risk is| Make a Lot of Noise 


this: a slightly increased cost of | 


To the Editor: I wonder if it 


agency service on the one hand as/|isn’t about time to stop talking 


in-|about the “small minority of bad 


creased effectiveness of the adver- | actors among advertisers,” as G. D. 


tising on the other. 

Agencies which feel that they 
must perform all of the services 
a client requires for the commis- 
sion from media and percentage 
charges on material purchased are 
making a mistake, for advertisers 
are demanding more and more 
service in order to get the most 
productive advertising. They know 
that only a good relationship be- 
tween advertiser and agency can 
result in the kind of work that is 
most productive, but they want to 
be sure that they get their money’s 
worth. The anti-trust suits may 
put the spotlight on this question 
—value of agency service com- 
pared with the compensation the 
agency receives. 

In the highly diversified agency 
profession, since no two accounts | 
require the same service, there is 
an underlying feeling among ad-| 
vertisers that agencies need to find 
a more simple and direct way of 
proving the value of the service 
they perform. Many believe that 
advertising agency cost account- 
ing has not satisfied this need be-| 
cause it has been too complicated | 
and difficult for creative people 
to understand. To prepare to meet 
clients’ questions about the value 
of services, we have proposed that 
agencies establish hourly billing 
rates for each class of service. 
These rates must include prime 
cost, overhead and profit. Time 
records will show how many hours 
of each type of service are per- 
formed for each client. The value 


tors 
chemical and process industry is 
small indeed. But the minority 
among the used car advertisers in 
a great many of our cities often 
seems a lot closer to a majority. 


Crain Jr. does in his interesting 
piece in the March 26 issue of Ap- 
VERTISING AGE. 


A small minority of the total 


number of advertisers may be a 
too sizable lump of advertisers in 
a single industry. 


The minority (if any) of bad ac- 
among advertisers in the 


Also, I think when we use the 
label “minority,” we overlook vol- 
ume and skill. A _ well-heeled 
minority of one in an industry can 


make a lot of noise. Give that 


minority of one a lot of advertising 


skill in addition to a lot of dough 
and he can stand out pretty suc- 


cessfully above quite a large and 
well-behaved majority. 
C. B. LARRABEE, 
Director of Publications, ACS 
Publications, Washington, D.C. 
a o 


‘It's Merchandising That 
Sells Cars,’ Reader Says 


To the Editor: Doubtless you 


have, by now, received many let- 
ters applying the axe to the well- 
stuck-out neck of Ernest Jones re- 
garding his walloping of television 
as an advertising medium for so- 
called hard-goods or items of more 
than day-to-day purchase and low 
price (AA, April 2). But not to 
take anything for granted, please 
let me have my swipe. 


What Mr. Jones has forgotten— 


of the service is the number of) let’s hope it may have been just a 
hours times the rate per hour. This| Slip of the memory, at least—is 
manner of fixing compensation is | that the “selectivity” he’s after 
not new. It has been used for a comes, largely after the advertis- 
long time by other professionals— | ing has appeared, from a bunch of 


lawyers, accountants, 
etc. 


Many agencies want to be pre- 


engineers,|™ore or less enthusiastic people 
|including sales-promoters and 
low-down door-bell-ringers. 


No- 
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time in “the store” are coming 


lease a monograph of how to set! back again. In any case, let’s not 
up hourly billing rates. A copy will 
be sent to you. 


blame advertising because it 
doesn’t move Cadillacs off the 
floor. It never did, and once upon 
a time the advertising business re- 
alized that. 
Guy BoLaM, 

American Sales & Servicing 

Agency, Tele Luxembourg, 

New York. 

7 * ~ 


Pay First, Enjoy It Later 

To the Editor: Grave misdoubts 
concerning the effectiveness of 
this method of digging up pros- 
pects for a Washington, D. C., un- 
dertaking establishment can be 
dispelled by the cold facts that 
the firm, far from going in the 
hole, successfully competes with 


o;E OF THE LAROEST UNDERTARERS IN THE 


some stiff competition from other 
firms with less deadly ideas on 
newspaper advertising. 

Only once did the firm’s out- 
of-this-world program backlash; 
when they issued calendars deco- 
rated with voluptuous nudes and, 
below carried the caption: “Beau- 
tiful Bodies by Chambers.” There 
was such a din from some out- 
raged citizens as to wake the dead 
and the program was halted. 

Now you can get “Yours” on 
the instalment plan ... but you 
pay the instalments first! Nobody’s 
going to be chasing you to hell 
and gone, trying to collect! 

NAME WITHHELD BY REQUEST. 


1,200,000 reader-buyers, 98% male. Con- body knows quite why, but this 


centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 
to the last. And have confidence in it. 
It's almost as old as baseball itself and 


pared to meet possible client de- 
mands for more service and to be |, 
in a position to prove the value 

of the service they perform. To do} 


concatenation of effort is called 


‘merchandising”! 
Yes, sir, Mr. Jones, it’s merchan- 


Hazel Bishop's Agency 
‘Shocked’ by AA Item 
To the Editor: We were shocked 


dising that sells cars, refrigera- . 
tors and even cigarets and cakes of | that you would run a story which 
soap or cans of beans. Its just that, | | charged Hazel Bishop with “false 
‘in the case of soap, etc., the mer-|2ds” without first checking with 
chandising’s largely ‘built in, | us (AA, April 2). We are not in- 
through the development of the su-| | terested in making a mountain out 
permarket. ‘of a molehill, or enabling Mr. 
Breyer to get free publicity by 


just as lively. 


this they will need to know which 
accounts are profitable, which are 
not, and why not. Then they will 
| study the losing accounts to find 
|out how to convert them into prof- 
jitable accounts, for no agency can 
lcontinue to handle loss accounts 


i; For complete fator mation: write... 


‘CHARLES C. SPINK & SON, poten 


re 2018 Washington ae St. Levis 3, Mo. 


and still give each client his full 
measure of service. 


Maybe the days when “specialty | 
salesmen,” 
‘called, spent less than half their! other hand, we feel that both of us 


as they were once) 


stirring up a controversy. On the 


MEREDITH 22déo and Nebeutsion STATIONS 
affiliated with Beller Homes and Gardens ana Successful Farming magazines 


Represented by KATZ AGENCY 


RADIO — 


Channel 8 
css 


(910 ke. 
ABC 


Inc. 


JOHN BLAIR & CO. 


Channel 6 ' 
CBS a 


BLAIR Tv, INC. 
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owe it to your readers to not let 
such outlandish statements go un- 
challenged. 

The simple fact is that Mr. Brey- 
er disregarded basic rules of 
decency and sound business by 
issuing statements to the press 
without first having taken up this 
matter with either our client or 


ourselves. Obviously, we were not 
familiar with the fact that any) 
other liquid make-up had been 
previously available in different 
formulas for dry and oily skins. | 
And undoubtedly, it would be | 
difficult, if not impossible, to find 
any one in the cosmetic industry | 
who had been aware of this fact. | 

If we had had any prior knowl- | 
edge, we would not have made the 
claim that Hazel Bishop was “a! 
first.” And if Mr. Breyer had| 
called any inadvertence to our at- 
tention, we would have gladly 
changed our copy. It is obvious 
that the claim of being “a first” 
could do Hazel Bishop little good 
—and any other cosmetic com- 
pany no harm. 

If Mr. Breyer felt that this idea 
was a good one, he would have 
done himself and the industry a 
favor and a far greater service, 
if he would have capitalized on our 
educational campaign and promot- 
ed his own products instead of 
issuing public statements without 
first calling this matter to our at- 
tention. 

MILLiz T. TRAGER, 

Director of Public Relations, 

Raymond Spector Co., New 

York. 

The item in question was a short 
news story reporting that Anatole 
Robbins Inc., Hollywood, had filed 
a complaint with the Federal Trade 
Commission over Hazel Bishop ads. 


Asks Coste: ‘What's Wrong 
with Cleveland Coke?’ 

To the Editor: Felix Coste’s ar- 
ticle, April 2 (AA Feature Sec- 
tion), boiled over something that 
has bothered me for some time. 
I would like to avoid personal 
pronouns here, but can’t. 

I liked Coca-Cola when I was 
a boy. 

I enjoyed it while in the service. 

I drank it while in college. 

I preferred it in Maryland, Mich- 
igan and Massachusetts. 

But since I’ve been in Cleveland, 
I have disliked it intensely. 

All the motivation research or 
other kind of research would do 
little good were I the researched 
subject. I just don’t like Cleve- 
land Coke. 

Yet, I admire Coke advertising 
—all types of it. 

I still get the urge to buy Coke. 

My reason for numbering my- 
self among the “almost no people 
who do not like it,” is that I think 
Cleveland Coke tastes flat, dilut- 
ed, weak, thin, flavorless. And I 
can’t understand why, because I 
understand that ingredients and 
blending are stet all over the coun- 
try. The strong, peppy, taste-teas- 
ing Coke I have always been used 
to is a missing ingredient in this 
part of the country—Cleveland, O. 

It’s not only me! Many, at least 
15, people with whom I’ve spent 
the last four years have made sim- 
ilar, unprompted statements about 
this all-American beverage. 

Could you perhaps get Mr. Coste 
to give me some explanation why 
Coke tastes and feels different 
here, or perhaps explain why I 
think it does? Perhaps I and my 
15 friends require some psycho- 
analysis—or are we going through 
one of life’s little changes? 

W. R. RosBeERts, 
Willowick, O. 


Pink Polystyrene Rocks Are 
All Right with Him 

To the Editor: Ordinarily, dys- 
peptic as I am, I agree vaguely 


with the dicta contained in The 


Creative Man’s Corner, but in 
your March 19 issue I think he 
reached out into left field and was 
blinded by the sun. 

Pink rocks and blue rocks made 
of high-impact polystyrene com- 
plete with 2” prongs may be de- 
plorable from an aesthetic point of 
view. But I venture to say they’re 
probably attractive (to those peo- 
ple who like that sort of thing), 
useful, and will sell in massive 
quantities. They certainly don’t 
deserve the C.M.’s thundering cas- 
tigation, nor was it necessary for 
him to spring so valiantly to the 
defense of the Creator of the orig- 
inal rocks. 

The bacon that The Creative 
Man eats in the morning doesn’t 
come from the wild boar that He 
originally created, but from thous- 
ands of generations of experimen- 
tal cross-breedings that evolved the 
domesticated pig, and finally the 
»dig whose bacon and pork is so at- 


tractive to the modern American 
palate. The roses that bloom in the 
Creative Man’s garden were not 
found in that particuler spot on 
this Hemisphere 3,000 years ago. 
Man, with God’s help, “created” 
those strains after countless ex- 
perimental hybridizations. 

The history of man’s habitation 
of this globe is one long story of 
his efforts to ‘improve’ on nature 
and adapt his environment to his 
needs and desires. He’s not always 
successful of course, but why is it 
more reprehensible for him to 
make colored, non-skid rocks than 
it was to make more productive 
chickens, leaner pigs, more fruitful 
corn or fleeter horses? 

The C.M. says: “How come 
He...couldn’t think of plastic 
rocks in pink, white and blue...” 
Well—didn’t He? 

Irvin TEITEL, 

Manager, Canadian Advertis- 

ing Agency, Toronto. 


This Settles Wooster 

To the Editor: 

Having lived there once, as I 
used ’ter, 

I was startled to see the name, 
“Wooster.” 

But I’ll not set a precedent 

(As an ex-resident) ; 

Wooster, like Worcester, ’s like 
“puss-ter.” 

ARTHUR W. COWLES, 
Marsteller, Rickard, Gebhardt 
& Reed, Chicago. 


Retiring Adman Enjoyed 
the ‘Bell Alumni Party’ 

To the Editor: I am deeply 
grateful to you and to Mr. Bernard 
and the efficient and patient cam- 
eraman who are responsible for 
the page in the April 2 issue de- 
scribing the “Bell Alumni Party.” 

I do not in the least think I de- 
served the party or Mr. Bernard’s 
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sympathetic treatment of it, but it’s 
an Oscar I shali keep and cherish 
with pride. 
FRANKLIN BELL, 
Pittsburgh. 


~ 
Late for Lomo 

To the Editor: I am just a bit 
late in applauding the two ariicles 
by Alfonso Lomo on the pitfalls 
of translating advertising copy 
which appeared in your issues of 
Dec. 12 and 19. I consider Senor 
Lomos’ remarks as the best dis- 
sertation on this subject that I 
have ever read. 

Are you, by any chance, con- 
sidering a reprint of these two 
articles? If so, I could use about 
50 copies. 

GeorceE H. SmirH Jr., 
Vice-President, McCann- 
Erickson Corp. (iInterna- 
tional), New York. . 
Sorry, the supply of Lorio re- 

prints is exhausted. 


Postgraduate 


Modern business publications provide postgraduate courses that make a definite 


and invaluable contribution to the progress of an industry and the people engaged 


in it. Not only do they convey and interpret the news and provide a sounding 


board for the opinions of industry leaders, but they actually teach what must be 


learned to keep abreast of competition. That’s why you will find that the men 


at the top in their fields—or headed there—are staunch supporters and avid 


readers of their industry’s business publications. And again that’s why it pays 


to advertise in those publications. 


The Voice of Authority... 


COMPANY 


Chilton 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age + Hardware Age « Spectator « Hardware World 
_ Jewelers’ Circular—Keystone + Automotive Industries « Gas + Distribution Age + Optical Journal and Review of Optometry 
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ui Motor Age + Boot and Shoe Recorder » Commercial Car Journal « Butane-Propane News + Tele-Tech & Electronic Industries 
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ENGLISH MONTREAL’S 


START WITH METROPOLITAN TULSA, 
WATER CAPITAL OF THE SOUTHWEST 


Beautiful, bustling Tulsa . . . Oil Capital of the 
World, and fast gaining new fame as the Water City 
of the Southwest . . . is perched right in the center 
of the billion-dollar Magic Empire. A quarter of a 
million people live in Metropolitan Tulsa, and the 
water supply is geared to twice that population; in 
fact, the source of supply will meet the demands of 
a full million. 


Metropolitan Tulsa's 278,400 residents also share 
an effective buying income of 497 million dollars; 
$359.00 per family above the national level. Get 
YOUR share of this rich market by advertising in 
the Tulsa World and the Tulsa Tribune—preferred 
reading of 161,386 people in the fabulous, billion- 
dollar Magic Empire. 


WOR ED BY @ THEBRANHAM CO. 
te Taam th vem vantcwat WEE war ten 0.3.4. iB 


CONFECTIONS & SOFT 
EES 


CONSUMER SERVICES 
Dry Cleaning & Laun- 


ee 


ee 


Medical & Dental ... 
—— Hauling, Stor- 


Religious, Political, 
ae 

Schools & Colleges .. 

Miscellaneous Services 


COSMETICS & TOI- 


Deodorants ......... 
Hair Tonics & Sham- 


ID ip isa te shah a 


ee 


All Other ........... 


Dentifrices ......... 


DRUG PRODUCTS ... 
Cold Remedies ...... 
Headache Remedies . 
Indigestion Remedies 
 asewede ive 


eee eeeee 


ee ee 
ee eeee 


eee eee eee eee 


Coffee, Tea & Food 
| RS ae 


(except frozen) 
Macaroni, Noodles, 

GH GO scccecds 
Margarine, Shortenings 
Meat, Poultry & Fish 

(except frozen) 
Soups (except frozen) 


eeeeeeee 


poos 
Hand & Face Creams, Lo- 


Home Permanents & Color- 


Fruits & Vegetables, Juices 


Spot TV Expenditures by Product Classification 


| New York, April 17—Initial figures on spot television as a measured |GARDEN SUPPLIES & EQUIP- 
ad medium reveal grocery products as the leading product classifica-| MENT ............. 43,000 
tion. Its $27,106,000 invested in spot was nearly three times as large as | Gaso_INE & LUBRI- 


4 af 
bp BEST SELLER the No. 2 classification, alcoholic beverages, which had $9,446,000. fe eaiapgRen ate 3,698,000 
f The figures, covering the fourth quarter of 1955, were released last) Gasoline & Oil ...... 3,545,000 
| week by Television Bureau of Advertising. They are based on data) jj Additives ....... 107,000 
Evening home readership . . . compiled by N. C. Rorabaugh Co. Miscellaneous ...... 46,000 
sali eh aaieaten Gnd | Last week ADVERTISING AGE printed the figures on the 200 leading " 
” heii advertisers in spot tv; following are the spot breakdowns according | HOTELS, RESORTS, maces 
plans are made. to product types advertised: RANTS ee ’ 
NERS, 
AGRICULTURE ...... $ 378,000) Batteries .......... Ted BT 
Feeds, Meals ........ RE, «GED nc chucdees scien 3,478,000 WAXES 2 2,004,000 
PPD v onsaveces 137,000| Tires & Tubes ...... 367,000 Cleaners, Cleamesee . 838,000 
ALCOHOLIC BEVER- — oe : | aa ae 
SE ino) ocabeea ck 9,446,000 rman a 400,000 Polishes, Waxes . 142,000 
Beer & Ale .......... 7,746,000 casted ae . Glass Cleaners ..... 118,000 
' ae 1,700,000 BLDG. MATERIAL, EQUIP., Home Dry Cleaners . 435,000 
Represented nationally by /AMUSEMENTS, ENTERTAIN- FIXTURES, PAINTS 1,069,000; Shoe Polish ........ 350,000 
O'Mara and Ormsbee Inc. ) £4 119,000; Fixtures, Pibg. Supplies 214,000 Miscellaneous Cleaners 121,000 
EY 23s caviane 113,000| HOUSEHOLD EQUIPMENT 
| AUTOMOTIVE ....... 5,321,000; Paints ............. 234,000 poe nen — pret: 2,444,000 
| Anti-Freeze ........ 735,000| Power Tools ........ 296,000 
Miscellaneous ...... 212,000, HOUSEHOLD FURNISH- 


3,146,000 


40,000 
117,000 


1,732,000 
202,000 
407,000 


2,642,000 
1,452,000 
1,768,000 

757,000 


5,409,000 


1,635,000 


522,000 
1,205,000 
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HOUSEHOLD LAUNDRY 
PRODUCTS ........ 4,318,000 
Bleaches, Starches .. 218,000 


HOUSEHOLD PAPER 
PRODUCTS ........ 951,000 
Cleansing Tissues ... 364,000 


ee 139,000 
China, Glassware, Crock- 

ery, Containers ... 71,000 
Disinfectants, Deo- 

SO 6c pees ant 197,000 
Fuels (heating, etc.) 58,000 
Insecticides, Rodenti- 

ee 56,000 
Kitchen Utensils . 145,006 
Miscellaneous ...... 326,000 

GE 200,000 
PET PRODUCTS ..... 1,294,000 
PUBLICATIONS ..... 133,000 
SPORTING GOODS, BI- 
CYCLES, TOYS .... 659,000 
Bicycles & Supplies . 55,000 
General Sporting Goods 42,000 
Toys & Games ...... 557,000 


EQUIPMENT ...... 105,000 


TELEVISION - RADIO, 
PHONOGRAPH - MUSICAL 


INSTRUMENTS .... 1,646,000 

DR. notion cs 135,000 

Radio & TV Sets 1,241,000 

ee 173,000 

per 97,000 
TOBACCO PRODUCTS 

& SUPPLIES ...... 6,440,000 


ee 


Pens & Pencils ..... 359,000 
Miscellaneous ...... 9,000 
MISCELLANEOUS 911,000 
Trading Stamps..... 199,000 


1,075,000 
487,000 
1,791,000 


Source: N. C. Rorabaugh estimates 
for —— Bureau of Adver- 
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> - .. petaiss Bastyr 
Anmnouncing—The Fairchild © &° ‘” 


America's finest propjet transport 


Fa Hambhp == 


ONLY $540,000—Fairchild Engine & 

Airplane Corp. will use a price in 

its forthcoming ads, which break 

April 23, for its new F-27 Friend- 

ship propjet transport plane. Gay- 

nor Colman Prentis & Varley is 
the agency. 


Fairchild Ad Lists 
$540,000 Price—on 
Propjet Transport 


New York, April 18—The price 
of commercial transport aircraft 
will be advertised, for what is be- 
lieved to be the first time, in a 
campaign which Fairchild Engine 
& Airplane Corp. will break next 
week in American Aviation and 
Aviation Week, for its new F-27 
Friendship propjet transport. 

Cost is given as $540,000. The 
new aircraft, designed primarily 
for short-haul airline and busi- 
ness use, will be advertised also, 
starting in May, in Business Week 
and Nation’s Business. 

R. James Pfeiffer, executive di- 
rector of customer relations, says 
that the company “feels it should 
place a price tag on its merchan- 
dise, particularly when it is com- 
petitively priced.” 

An asterisk following the price 
refers to another departure from 
standard airplane advertising—a 
note that says, “Plug-in radio units 
extra.” This note is being used, 
Mr. Pfeiffer says, “because radio 
equipment can cost up to $50,000, 
depending on the type of equip- 
ment needed in the service planned 
for the aircraft.” 

Gaynor Colman Prentis & Varley 
is the agency. 


Allen Industries Ads Tie In 
With Bob Hope Picture 

Allen Industries, Detroit, plans 
its “biggest advertising campaign” 
for its floor coverings, Allen Rub- 
ber-Top and Rubber-Loc rug 
cushions. The first of the new ad 
series will break in the May 7 Life 
tying in with Bob Hope’s picture 
“That Certain Feeling.” 

According to the ads, Allen’s rug 
cushions “give your rugs and car- 
pets more than that certain 
feeling.” Good Housekeeping 
and McCall’s will also be used in 
the campaign, plus trade papers. 
Simons-Michelson Co. is the agen- 
cy. 


Bulova Watch Co. 
Introduces New Line 

Bulova Watch Co., New York, 
will capitalize on election year 
excitement by introducing a new 
“President” line of ultra-thick, 
resistant watches to retail from 
$49.50 to $100. The series was un- 
veiled April 19 with a blast of ra- 
dio and tv spots. 

Bulova’s regular spot schedule 
has been stepped up in intensity 
and 18 stations have been added 
to the list for a total of 286 on ra- 
dio and tv. This round-the-clock 
barrage will be supplemented by 
dealer placed station breaks and 
newspaper ads. McCann-Erickson 
is the agency. 


| Admen Help Drive for 
\Chicago Boys’ Club 

| Members of 20 affiliated adclubs 
in the Chicago area are working on 
a fund campaign to help the Off- 
|the-Street Club, which burned a 


year ago. Needed is $75,000 to fi- | = 


nance purchase of the new building 
at 25 N. Karlov Ave. Also, a new 
activity has been started at 200 S. 
Sacramento Blvd. which will serve 
about 400 boys and girls in that 
jarea. The fund-raising drive is 
called the “Buy a Boy Program.” 
Those wishing to donate or help in 
the campaign can get in touch with 
John Sandberg, committee chair- 
man, at 25 N. Karlov Ave. 


NBP Appoints Directors 

Richard S. Kline, general man- 
ager, Gardner Publications, Cin- 
cinnati, and James W. Peaslee, 
publisher, Boating Industry, St. 
Joseph, Mich., have been appointed 
to the board of directors of Nation- 


DeLisser Changes Name 
DeLisser Inc., New York, pub- 
lishers’ representative, has changed ness manager of Apparel Manufac- 
its name to Gallagher-DeLisser | turer, New York, and other Kogos 
Inc. 


Kogos Names White VP 
Alfred Wakefield White, busi- 


| publications, has been named a vp. 


ROBERT R. FERRY, formerly vp of 

Mazon Inc., has joined the execu- 

tive staff of Kudner Agency, New 

York. Previously he was a vp of 
C. J. LaRoche & Co. 


al Business Publications, Washing- 
ton. Both terms will expire in 1957. 


NATION'S LARGEST TRADE TERRITORY 


RAILROADING 
$17,000,000 Payroll 
3,500 El Pasoans operate 
and service railroad equipment 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENINGS 
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Central New York. 


In this great market, where 1.3 million people spend $1.9 
billion annually, you just can’t buy another combination 
of media that will do a comparable job at a comparable cost. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


© THE tody hod her mind 
made up before she filled 
the basket. Pre-selling did it! 


Pre-sell consistently 
powerful and economical selling in- 
fluence in America’s best test market. 
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There’s a sure way to get your 
product “in the basket” through- 
out the 15-county Syracuse market. 


via the most 


The Syracuse Newspapers deliver 100% 
saturation coverage of the metropolitan area, 
and effective circulation in the 14 other counties 
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What makes a newspaper great? 


beige weird 
analgous dessicate 
effigy assuage 
isosceles ascetecism 
promissary omniscience 
dogerel reminiscent 
appoplexy 


synchronous 


perspecatious 
strychnine 
liquify 
picnicking 


roccoco 


conoisseur 


In the above list of Twenty Words 
Frequently Flubbed in Grade School 
Spelidowns are at least ten deliberate 
misspellings. If you can rattle off the 
whole list correctly with the ease and 
aplomb of a spelling champion... 
and if you also happen to be an Upper 
Midwest grade schooler... you are 


all set to try your luck in the eleventh 
annual Minneapolis Tribune Spelling 
Bee. 


For weeks now, 100,000 Upper Mid- 
west youngsters have been warming 
up on receive, believe and leisure, 
knocking the / out of ellucidate, 
thumbing their books for last-minute 
checks on perspicacity and perspicuity, 
suffering bad spells of hypocondria 
and inflewenza. 


Individual school championships 
are being decided throughout the 
great 3% -state area with help of city 
and county school superintendents. 
This month the 150 county and city 
champions assemble in Minneapolis 
for the big Minneapolis Tribune Spell- 
ing Bee, a brain-busting session of 
written and oral tests to decide the 
Upper Midwest Spelling Champion 
for 1956. Cash awards go to finalists, 
with a first prize for top winner of an 
all-expense-paid trip to compete in 


the National Spelling Bee at Wash- 
ington, D.C., plus a free accompany- 
ing trip for the winner’s teacher and a 
handsome trophy for the winner’s 
school. 


For the 100,000 contestants, their 
teachers and parents, the Minneapo- 
lis Tribune Spelling Bee is just one 
more example of the way two good 
newspapers have entered the lives 
and fostered the interests of thousands 
of Upper Midwest communities, and 
have earned the warm regard of one 
of the nation’s largest newspaper 
audiences as helpful neighbors and 
dependable friends. 


Minneapolis 
Star 2zzd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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How Can the Scientific Method 
Increase the Effectiveness of Advertising? 


Nothing—not even debates over the agency or the commission system—has 
stirred up as much interest and controversy in the advertising field since the 
days of the Townsend brothers and their 27 points, as has the continuing argu- 
ment between “scientists” and “artists,” and between “motivationists” and 
“nose-counters.” Here, in a series of two articles ot which this is the first, Mark 
Wiseman, well known commentator on the advertising scene, takes a dispas- 
sionate look at the problem and advances some reasonable suggestions. Mr. 
Wiseman has been with several important agencies, has been advertising 
manager of an automobile company, promotion manager of a national week- 
ly, and has taught and written about advertising as extensively as anyone. 
He has no connection, incidentally, with any organization working in the field 


By Mark Wiseman 

Men are still alive today who can recall 
the controversies over Pasteur’s earth- 
shaking experiments that blasted the the- 
ory of the spontaneous generation of 
germs and revolutionized the science and 
practice of medicine. 

Attacks from all sides, and from the 
highest authorities in the field, failed to 
deter the great French scientist from his 
experiments or to alter the conclusions he 
derived from them. In 1875, impugned by 
a still-skeptical member of the Academy 
of Medicine, he replied: 

“What! I have been for 20 years en- 
gaged in one subject and I am not to have 
an opinion! And the right of verifying, 
sifting, and disputing the facts is to be- 
long to him who does nothing to become 
enlightened but merely to read our works 
... his feet on his study fender!” 


® And, later: “You wish to upset what 
you call my theory, apparently in order 
to defend another...The characteristic 
of erroneous theories is the impossibility 
of ever foreseeing new facts...True the- 
ories, on the contrary, are the expression 
of actual facts and are characterized by 
being able to predict new facts, a natural 
consequence of those already known.” 
But for the experiments of Pasteur and 
men of similar courage and objectivity, 
we would not today possess the safe- 
guards of pasteurization, vaccination, an- 
tisepsis, and radiology, and such life- 
saving drugs as sulfa and penicillin. 


Is There a Parallel? 

I offer these historical notes, not for 
the purpose of elevating the researchers 
who are struggling to apply scientific 
methods to the study and practice of ad- 
vertising, but to suggest a striking paral- 
lel. Just as Pasteur was attacked for even 
questioning the theory of the spontaneous 
generation of germs, so are these men be- 
ing attacked for questioning the sponta- 
neous generation of ideas. 

For, sweeping aside all other factors, 
that is what most of the present contro- 
versy about motivational research comes 
down to: a struggle between tradition 
and an “old guard” mentality which in- 
sist that “great” advertising is produced 
by spontaneously-induced “intuition,” and 
the scientific view that “greatness” (which 
is simply another word for effectiveness) 
is the product of analyzable and trace- 
able thought-processes stimulated and in- 
duced by facts about human behavior. 


® The internecine warfare between op- 
posing factions within the research pro- 
fession—between the nose-counters and 
direct-questioners on the one hand, and 
the psychologists and depth-interviewers 
on the other—is a battle of techniques 
only, and is only incidentally concerned 
with the far more fundamental question: 
To what extent can scientific methods of 
research, analysis, experiment, and veri- 
fication contribute to creativity? 
Techniques, so long as they produce 
usable results, are not mutually exclusive. 


of copy research. 


An Einstein and an IBM computer both 
use simple arithmetic to solve formulas. 
A Picasso and a Grandma Moses both deal 
in masses and colors. Answers to direct 
questions help to reveal human behavior 
quantitatively; depth interviews and pro- 
jections help to reveal it qualitatively as 
well as the reasons or rationalizations that 
motivate it. Both are useful. Neither is 
perfect. To exclude either one in favor of 
the other is to defeat the principle that 
underlies both—the principle that we 
need all the facts we can get. 


Research Can Be Helpful 

Where we are likely to go wrong is not 
in favoring one technique as against 
another, but in rejecting the concept that 
research data, however obtained, can 
serve us as sources of creativity; that ideas 
grow out of knowledge. 

You may feel that I am setting up a 
straw man in order to knock it down; that 
no experienced advertising practitioner 
would be so foolish as to deny the help- 
fulness of facts obtained through research. 
I would readily admit the charge if we 
were discussing only such facts as are ob- 
tained through the customary and ac- 
cepted processes of market research that 
relies upon formal questionnaires. 

But I assure you that resistance to be- 
havior research—readership research, 
psychological research, motivational re- 
search—is appallingly widespread, even 
among those who pay it lip-service in 
public. At every meeting I attend where 
such research is discussed, the questions 
are raised: “But if we accept such find- 
ings, won’t we all be doing the same kind 
of thing? Won’t they strait jacket our cre- 
ative efforts? Won’t we be working to 
formulas?” 

Recently the star copywriter of one 
of our biggest agencies said in a speech, 
“As far as I’m concerned, research is all 
right up to a point; but when I want to 
create, I throw the facts out the window.” 
To my amazement, I learned just the other 
day that the committee on research of a 
certain creative group that shall be name- 
less here was originally appointed for the 
specific purpose of combatting research 
as an attack on its prerogatives and cre- 
ative skill. 

The current controversy over tech- 
niques aggravates this attitude of skep- 


ticism by suggesting that the researchers 
themselves don’t know what they’re about, 
and thus weakens their authority. Fur- 
thermore, the controversy tends to force 
the combatants into corners where, intent 
upon defending their own ideas, they ex- 
aggerate and exclude. 

In an effort to clear up, and perhaps 
simplify, the problem, let’s pose some 
basic questions: 


@ 1. What are the objectives of all so- 
called copy research, regardless of tech- 
niques? 


@ 2. What is it trying to measure? 
e 3. What is its history, thus far? 


A brief historical review will help us 
to answer the first two questions. 

Away back in 1895, a Printers’ Ink ed- 
itorial said: “Probably, when we are a 
little more enlightened, the advertisement 
writer, like the teacher, will study psy- 
chology.” 

In 1908, Professor Walter Dill Scott 
published his “Psychology of Advertis- 
ing,” probably the first book ever written 
for the specific purpose of providing the 
advertisement creator with a guide to 
reader behavior. 


® Books and articles on the subject by 
other authors accumulated some interest- 
ing material. Dr. John B. Watson’s lab- 
oratory work in behavioristic psychology 
at Johns Hopkins created considerable 
stir during the “teens” and led to his em- 
ployment by J. Walter Thompson after 
the first World War—he was, I believe, 
the first Ph.D. in psychology ever to be 
hired by an advertising agency. 

But practically all this early research 
was done in the laboratory or by labora- 
tory methods. Most of its findings were 
a priori deductions and rationalizations 
about human behavior in general. They 
told us nothing about the specific be- 
havior of advertisement readers and their 
active response to advertising stimuli. 

In the late ’20s, Daniel Starch and 
George Gallup began their readership 
studies. By interviewing small but rep- 
resentative samples of actual publica- 
tion readers, they began, for the first 
time, to discover what kinds of advertise- 
ments readers accepted and rejected. As 
their data accumulated and could be sub- 
jected to analysis, they began to reveal 


Mark Wiseman 


behavior-response to various advertising 
elements and factors. While the expres- 
sion of the data in the form of percentages 
reflected nose-counting, the analytical 
breakdowns these percentages made 
possible furnished new and often sur- 
prising clues to response patterns. They 
isolated reader-response to such char- 
acteristics as format, space-size, illustra- 
tion size and content, color, verbal form 
of headlines, typography. Thus they began 
to provide bases for hypotheses and pre- 
dictions and offered principles of avoid- 
ance as well as positive selection. 


® This was the first genuine practical and 
applicable copy research. Within its ob- 
vious limits it was sound because it had 
escaped from the laboratory into real life. 
It offered no specific evidence of what 
readers had done or might do after read- 
ing, but it was clearly indicative of what 
they did about reading. If an advertise- 
ment, proposed or published, contained 
aspects or elements that were similar in 
principle to those contained in a consider- 
able number of past advertisements for 
which response-data had been obtained, 
percentage response could be predicted 
with surprising accuracy. The advertise- 
ment-builder (not the copywriter alone, 
but the planner, the visualizer, and the 
artist) could avoid mistakes—or at least 


the kind of mistakes he might have made ‘ 


if he were relying entirely upon subjective 
judgment. 

Here, then, was the scientific method 
at work for the first time in advertising. 
It covered all five of the basic steps of the 
method discovered and used by the 
world’s greatest scientists, from Coperni- 
cus, Galileo, and Kepler to Pasteur, Cu- 
rie, and the discoverers of sulfa and pen- 
icillin: Fact-finding, analysis, evaluation, 
hypothesis, and test.’ 
1In a small book published several years ago, 
I attempted an outline of the techniques and 
general findings of readership research in collabo- 
ration with Daniel Starch & Associates. The title 
was “How Magazine Readership Research Can 
Help You Create More Effective Advertisements.” 
Copies are still available at $i each from The 


Laboratory of Advertising Analysis, 167 E. 80th 
St.. New York 21. 


Skepticism, Misuse Stil] Common 
Both the method and the findings were 

damned by many advertising practilion- 

ers, and misinterpreted and misused by a 
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considerable proportion of those who 
adopted them for policy reasons. Even 
after 25 years, hostility, skepticism, mis- 
interpretation, and misuse are still wide- 
spread, as an analytical study of the ad- 
vertisements in any current publication 
will clearly demonstrate. The motives be- 
hind the negative attitudes range all the 
way from bigotry and intellectual pov- 
erty to company-orientation and egotisti- 
cal fears. But relatively speaking, the 
negative attitudes and misuse are unim- 
portant to my main point. Readership re- 
search is basically scientific, and its ac- 
ceptance by so many of the foremost 
practitioners in the business indicates a 
broadening hospitality to the scientific 
method as a principle of learning. 

“The outstanding thing about a scien- 
tist is an interest in describing what is go- 
ing on in the world, and in describing it 
in a way that must be accepted by anyone 
who observes the same events.”” What lim- 
its the application of the scientific method 
to advertising is not the method, but the 
events. In the physical or chemical labora- 
tory, the same events result from the same 
causes, and the causes can be controlled. 
In the field of advertising, the causes (the 
advertisements and the circumstances in 
which they are seen and read) are al- 
ways different in some respects—they 
can’t be controlled, therefore the events 
can never be exactly the same. Further- 
more, no two researchers, working at dif- 
ferent times, will ever observe the same 
events. : 


‘Guthrie & Edwards, “Psychology,” Harper, 1949. 


® The extreme (and I can’t help calling 
it the uninformed or prejudiced) view 
would be that the combination of such un- 
controllability and variability renders the 
application of the scientific method use- 
less if not impossible. But, as study of 
readership research indicates, while we 
can find no causes that are absolutely 
identical, we can find enough that are 
similar to establish many common denom- 
inators. Thus we have a certain degree 
of controllability, and from these common 
causes flow similar events. Furthermore, 
we have proved (and we have proved, 
undeniably) that, when different re- 
searchers observe the events that flow 
from these causes, the events are similar 
and, in most cases, identical for all prac- 
tical purposes. Trace the findings estab- 
lished by Starch, Gallup, Clark, and oth- 
er readership researchers who have used 
similar techniques, back to their known 
causes, and you get the same answers: 


The results and the causes are far too 
closely related to be attributable to 
chance. 


Search for New Horizons 

Now, what does readership research 
measure? It measures that portion of the 
response to the psychological stimuli (en- 
tire advertisements and parts of advertise- 
ments) which readers reveal in answer to 
direct questions about noting (attentive, 
rememberable observation) and reading.’ 
*L. M. Clark's technique included the masking 
of trade and company names, where possible, 
and a question about the identity of the product 
or advertiser, thus providing a measure of “‘iden- 
tification.” Unfortunately, this technique is no 
longer in use. 
That is all, but that is much: If an adver- 
tisement is not seen and read, it can do 
no work whatever. Therefore, in giving 
us criteria for guidance in obtaining se- 
lective attention and reading, such re- 
search has been and still is invaluable. 

But we have long needed a type of re- 
search that offered more than this. We 
needed to know what effects reading and 
noting had on readers’ minds and emo- 
tions. So Gallup and Robinson developed 
their so-called impact method which re- 
quired readers to “play back” their rec- 
ollections of advertising content and 
meaning. This was a step forward and, 
through dramatized “clinics” and ver- 
batim reports of interviews, has given aid 
and comfort to many advertisers; but Gal- 
lup-Robinson’s “factor-analysis” (relat- 
ing cause and effect) has revealed 
little importantly new in the matter of 
values. It has confirmed and strengthened 
the readership research findings: Ad- 
vertisements and advertising elements 
that induce the most reading are much the 
same as those that create the most dy- 
namic impact and are responsible for the 
most numerous and accurate play-backs. 

I would call the Gallup-Robinson meth- 
od not a new kind of research, but an 
intensification of readership research. 
Meanwhile, Starch was developing his 
reader-preference method in another kind 
of effort to isolate and identify reader re- 
action to advertising content, and Readex 
adopted a means of measuring reader- 
interest by mail. 


® But these advances still left us far from 
attaining our ideal objectives. These ob- 
jectives may be stated briefly (with un- 
derstandable over-simplification) as fol- 
lows: 
e 1. To isolate and identify the na- 
ture of “interest.” 


Cons crete he the mmc Beco 


 sweue fall theecagih the Ger wth an cam drew 
Thaek the Php fop Bom fer Une peatest ciggnmetie par tnge 


vue ec ee weer gerket a pare Pegaster ter pre. 


BEST ADVERTISING CAMPAIGNS OF 1955—In the Feb. 27 issue of Advertising Age, a blue 
ribbon jury of 25 top creative advertising men and women selected 49 campaigns as 
their choices for “the best of 1955 advertising.” AA readers were invited to express 
their own opinions, and 320 did so. Their favorites: Ford television commercials, which 
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e 2. To discover and name the psy- 
chological stimuli presentable through 
advertising which result in the arous- 
al of interest. 


e 3. To evaluate these stimuli and 
provide bases for establishing their 
rank (their relative strength, or pow- 
er to arouse interest). 


e 4. As a corollary to (3), to reveal 
the extent and differences of re- 
sponse to positive and negative stim- 
uli (those that attract and those that 
repel). 

The biggest obstacle to the acceptance 
of these objectives is the widespread 
concept that the function of advertising 
is to “sell.” There is too little space to 
discuss this concept and its harmful rami- 
fications in detail. But as preparation for 
what follows, it is necessary to redefine 
advertising’s function in psychological 
rather than purely commercial terms: 
As an activity on the part of maker and 
seller to stimulate in the reader, viewer, 
or listener (the “prospect”) the strongest 
possible impulse to accept as true the 
statements made about the advertised 
product or service. 

When this process is effectively carried 
out, its immediate result is to condition 
the reader to desire to act favorably to- 
ward the advertiser’s “proposition.” If 
no interrupting or inhibiting stimuli (such 
as competitive arguments and offers, or 
negative evidence) enter the reader’s 
consciousness, and he possesses the re- 
quired price, the eventual result is likely 
to be a purchase, and the final transaction 
(exchange of money for goods) will be 
a “sale.” 


® The process here so simply traced is 
a highly complex one. Because of im- 
patience, self-interest, and analytical neg- 
lect, many advertisers and advertising 
practitioners fail to recognize its com- 
plexity and feel that their job has been 
effectively done when they publish what 
are known as “hard-sell” or “hit-’em-be- 
tween-the-eyes” advertisements. 
Psychologists, however, do recognize its 
complexity. And it is owing to similar 
recognition by certain perceptive adver- 
tising practitioners that so-called motiva- 
tional research has come into being. 


Adapting Known Techniques 

There is nothing radically new about 
the process of seeking to learn the origins 
of human motives. Although modern psy- 
chology and the other social sciences are 
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young compared with astronomy, physics, 
and chemistry, their history covers close 
to a century. Psychology as we know it 
today was already a highly developed area 
of study when William James published 
his famous textbook in 1891. Freud and 
Breuer’s study of hysterical phenomena 
appeared three years later, although not 
in English until 1909. Freud’s “A General 
Introduction to Psychoanalysis” was pub- 
lished in the United States in 1920. 

Freud and the various schools which 
his ideas spawned brought to the study 
of human emotions, motivations, and be- 
havior a concept far different from those 
of the “mechanists” and pure “behavior- 
ists”; the concept that many of the real 
motives of human behavior were either 
“inadmissible” or actually hidden in the 
unconscious or subconscious. The psycho- 
analytical technique was developed to 
explore these obscure motives which 
could not be extracted or revealed by di- 
rect questioning. 


® It is basically this technique which has 
been adapted (not adopted) by the mo- 
tivational psychologists who are the key 
figures in so-called motivational research. 
Aiding them are sociologists (students of 
society as a whole rather than its indi- 
vidual members) and anthropologists 
(students of the cultural development of 
social segments—races, groups, cultures, 
etc.). 

It was hardly surprising that the in- 
troduction of the esoteric techniques de- 
veloped by these specialists into the study 
of what had seemed to so many people 
the simple process of putting words and 
pictures on paper or on the air caused 
confusion, skepticism, resistance, and in 
some quarters, violent hostility. Publica- 
tion of the speeches and articles by Ed- 
ward H. Weiss, Chicago agency man, 
about his pioneering use of these tech- 
niques through social research set off 
a chain-reaction that swept over the ad- 
vertising world like nothing since the 
abortive detonation of Townsendism in 
the late ‘30s. In spite of the fact that 
Dichter, Gardner and other researchers 
had been working with these techniques 
for years previously, the Weiss publicity 
came as a shattering shock, not only to 
the “intuitionists” but even to those who 
had long accepted the principle of re- 
search as an essential adjunct to intelli- 
gent advertising planning and creation. 


& The result was schism. The resisters, 
caught in an emotionally defensive vortex. 
fought back. The “expediants” (a word 


secured 56 first-place votes and a total of 100 votes; Marlboro print and broadcast ad- 
vertising, 39 first choices and a total of 94 votes; and Hamm’s beer television commer- 
cials, 35 first choices and a total of 73 votes. No other choice came near the top three 


in number of votes. 
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Media Buyers Agree-- 


CIRCULATION CLAIMS ARE 


THE MOST CONFUSING 
THINGS IN 


PUBLISHING TODAY 


REPRESENTATIVES: 


bee Aa oy 


wa ae, 


Most Say: To Evaluate Grceulation . . . 
Consider the Method Used to Secure It! 


Just for the record, here is the circu- 
lation procurement policy that has 
directed the growth of Automotive 


News for over 30 years. 


@ Subscribers pay $8.00 a year—high- 


est in the automotive industry. 
@ No “free” lists. 
@ No “cut-rate” subscription offers. 
@ No premiums or rate books. 
@ No arrearages or extensions. 


The Newspaper of the Industry 


LOS ANGELES: R. H. Deibler, 2506 West Eighth Street. Dunkirk 3.0303 


@ No sample copies to subscribers. 

@ No subscription selling force. 

@ No commissions to subscription 
agencies. 

And yet: a constant 85% or better, 

renewal rate. 

Yes ... this is the Automotive News 

circulation policy—and it leaves no 

doubt about quality readership and 

editorial superiority. 


NEW YORK: Edward Kruspak, Advertising Mgr. Ray Billingham, Howard & Bradley. 51 £. 42nd St. Murray Hill 7 6871 
: DETROIT: R. L. Webber, Michigan Mgr.. William R. Maas, 2666 Penobscot Bldg. Woodward 3.0495 
CHICAGO: J. Goldstein, Western Mgr.. William H. Gallagher, 360 N. Michigan Ave. oni 
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I've coined to identify the gain-seeking 
imitators) climbed aboard the bandwagon 
and started hiring psychology Ph.D.s right 
and left. The genuine students (of whom 
there were many) withheld judgment 
until they had made their own explora- 
tions. 

The present danger we face is less 
from the resisters (who will eventually 
be by-passed anyway) than from the 
“expediants.” It is the latter who have 
smeared motivational research with the 
poisonous brush of faddism and have 
used it as a commercial shibboleth to pro- 
mote their profit-interests. Until adver- 
tisers themselves make the effort (and 
it is an effort) to become conversant with 
the language, techniques, and objectives 
of motivational research, they may find 
themselves either lulled or gulled. 

The motivationists have not, nor do 
they claim to have, all the answers to 
the questions I’ve raised earlier. But 
they have some of them, and they have 
clues to others. As we learn more about 
their work, they are learning more about 
advertising. In my next article, I shall 


try to illustrate the kinds of answers they 
have found and suggest some of the rea- 
sons why we can’t afford either to lose 
or to bastardize what they have to offer. 
Let me close this one with another quo- 
tation from Guthrie & Edwards’ “Psy- 
chology”: 


“‘Learning’ in its commonest 
sense ... is the improvement with 
practice in the performance of an 
act. By improvement we mean the 
reduction in time required for pro- 
ducing the effect which defines the 
act, the reduction of errors and 
waste motion in the performance, 
and the increase in certainty of the 
end result.” 


“Improvement” in this sense is what 
we are all looking for, both in our daily 
work and in the kinds of research that 
provide us with knowledge. We are not 
seeking absolutes—rules and formulas— 
but the kind of new theories described 
by Pasteur which are “the expression of 
actual facts and are characterized by be- 
ing able to predict new facts.” 


Looking at Radio and Television... 


TV Is a Selling Medium and 
the Masses are Its Meat 


By the Eye and Ear Man 

This column thinks it’s time to stop 
complaining about the networks’ efforts 
to force culture on the tv public and to 
give them a pat on the back for trying to 
raise the entertainment standards. 

The projects of the television eggheads 
are the best protection against the spo- 
radic attacks of the wild reformers, some 
of whom would have the country’s video 
audience spoon fed by censors. 

Further, the networks’ efforts to give 
the people something better than they 
are accustomed to—and to make them 
like it—serves as a _ counterbalance 
against the influence of advertisers, whose 
first thought must be of the selling as- 
pects of the medium. 

As often proclaimed here, the job of 
the advertiser is to use any advertising 
medium to move merchandise. Televi- 
sion happens to be a medium that singu- 
larly lends itself to selling. In order to 
get an audience for the commercial, it is 
necessary to supply entertainment with 
a mass appeal. The advertiser does not 
determine the cultural level of a pro- 
gram. The audience and the potential of 
the audience, as determined by the least 
common denominator of their IQ and ed- 
ucation, decides what entertainment stays 
and what. goes. This is the capitalistic 
system at work. 

While some of the programs accepted 
and approved by the masses are good 
programs, they contain only a modicum 
of uplift and a maximum of good escap- 
ist drama or comedy. And thus it must 
always be. Few companies can afford the 
luxury of less than a mass audience. 
Television prices are also based on reach- 
ing everyone. Tv is not a selective me- 
dium. So what remains? 


® Stations, in order to get a franchise 
from the FCC, promise all manner of 
lovely things. Public service programs, 
religious programs, cultural programs, 
etc. What usually happens is that the 
expensive, planned programming gets 
shelved as the station concentrates on 
making a buck. 

Fortunately, the networks have done 
much to compensate for this lack of local 
or advertising interest in forcing the 
great public to like culture as a French 
farmer force-feeds his geese to make foie 
gras. To them a low bow and a vote of 
tribute. 

Now pay attention, all you frustrated 
reformers who monitor hundreds of ob- 
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scure low rating programs and count the 
number of murders committed on tv in a 
week. How many real Shakespearian per- 
formances have you seen? How many 
ballets? How many times has a scientist 
shown you how the atomic bomb works? 
Have you studied the history of man? Do 
you know the origin of the race and the 
evolution of the animal kingdom? If you 
don’t, you haven’t been watching tele- 
vision. 

Hooray for the eggheads who bring us 
Richard III! Three cheers for the non- 
commercial nincompoops who made Cy- 
rano de Bergerac possible. Yippee for the 
culture happy culprit who made “The 
Taming of the Shrew” possible. Children 
and adults have only to expose them- 
selves to television on Sunday afternoon 
for a heavy dose of stimulating and ed- 
ucational fare like “Adventure,” “Zoo Pa- 
rade,” “Face the Nation,” “Youth Wants 
to Know,” an ocasional opera, Maurice 
Evans’ productions of classic dramas, 
“Omnibus,” with its uptown vagaries like 
the interpretation of the Constitution, 
“You Are There,” and “Meet the Press.” 


a At assorted times “Peter Pan,” the most 
universal classic of them all, and the 
“Sleeping Beauty,” danced by the Sadd- 
ler’s Wells Ballet, apparently pleased 
both children and adults and certainly 
should have delighted the critics. Even 
the Sol Hurok music festival gave com- 
fort to many. 

Children today have opportunities un- 
heard of in any other era with more good- 
ies to come. Even vignettes performed on 
variety shows offer something meaty from 
time to time. 

A great many of these programs are 

sponsored. The sponsors in most cases 
are paying a premium price for a select 
audience or an audience that exposes it- 
self in small but increasing doses to these 
programs. Many of these sponsors can 
well afford these luxuries. Others simply 
have poor advertising buys with the pro- 
gram selection made on the personal taste 
of the head of the company. 
s With or without sponsorship this kind 
of programming must be continued. It is 
the primary responsibility of the net- 
works to supply a service like this to the 
stations, and the equal responsibility of 
the stations to carry cultural programs. 
The primary responsibility to raise pro- 
gram standards must be shouldered by 
them—and not by sponsors. 
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The Creative Man's Corner... 


close to three hundred words. 


Generous Sample 


Literary 
Guide to 
Britain 


(Tabe @ wth wee whee wee 0 


Most advertisements today—at least to an old-timer like ourself-——-seem to 
betray a break with the high-reading techniques that dominated advertising 
for so many years. Layout has become more fluid, less geometric. 

In all the fluidity flowing over the advertising pages today, however, this 
rigidly geometric ad for the British Travel Association not only stood out 
boldly but invited one irresistibly to read every word in it—and it contains 


In addition, by offering more than just one place to go in England, we feel 
the ad does a better selling job than the other distinguished but more re- 
stricted ads in the series. This, of course, is a purely personal opinion, But we 
feel that a travel ad should give one a generous sampling of the place it is 
trying to induce its readers to visit. The changing of the Guard, for example, 
might be a typical British scene, but it is something we expect to see if we go 
to England. As far as we are concerned, the things we do not take for granted 
in England are the very things that will heighten our interest and give us 
more reason for going to England than to France or Italy or Spain. 

We think that for much too long England has meant chiefly London to most 
Americans—as Cuba means chiefly Havana, and Brazil chiefly Rio. When we 
think of France or Italy or Germany we think of the entire country. England, 
somehow, has been different in this respect. And that’s why we think this ad 
has more sell than the single picture ads in the series. We like it. 


G. D. Crain Jr. Says... 


Competition Builds Markets 


One of the most interesting and chal- 
lenging concepts of marketing I have 
heard recently was that expressed by 
Martin F. Bennett, director, regional op- 
erations, Radio Corp. of America, in ad- 
dressing a joint meeting of the Chicago 
Assn. of Commerce & Industry and the 
American Marketing Assn. in Chicago. 

Mr. Bennett, who is one of the key men 
in the marketing councils of RCA, said 
in unqualified terms that to build mar- 
kets requires competition, with everybody 
in the industry pitching in to promote 
ideas and products. He was talking spe- 
cifically about the introduction of color tv, 
and the desire of RCA to see other man- 
ufacturers than itself engage in aggressive 
development work aimed at the goal of 
selling billions of dollars’ worth of color 
television sets in the next few years. 


s I am sure that Mr. Bennett was com- 
pletely sincere in his comments, regard- 
less of the fact that RCA, as the leading 
electronics manufacturer, will benefit 
from the development of color tv by other 


companies in this field. He is completely 
convinced that competition in any mar- 
ket helps to broaden the base of potential 
demand and actual business. 


= “Competition is the life of trade” is an 
old adage, and it is just as true today as 
ever. The more people who undertake to 
interest the public in a new and improved 
product or service, the quicker the public 
will accept it. The impact of many mes- 
sages, approaching the sales problem 
from many different angles, is much 
greater than that of one company alone 
trying to pioneer in winning acceptance 
of something new, even if measurably 
and demonstrably better. 

Most of the great merchandising suc- 
cesses of recent years have been achieved 
with great rapidity because many com- 
petitive manufacturers were in there 
pitching at the same time. Air condition- 
ing is a good example. If Carrier and one 
or two other pioneers were the only com- 
panies promoting commercial and resi- 
dential air conditioning, public accept- 
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The health of a magazine depends on just one 
thing: editorial vitality. 
If the magazine’s appeal—its understanding of 
what interests and inspires its readers—keeps grow- 
ing, the magazine is in fine fettle. 
Editorial appeal is tricky to measure. However, 


we've just had our monthly circulation check-up, 
and we’ve found that we're positively blooming. 


How do you measure a magazine’s health? 


Here’s the diagnosis for March: 

Journal estimated net paid circulation, over 
5,350,000 — biggest issue in our history.* 

To us, this is evidence that the Journal’s editorial 
vitality continues to grow, and to strengthen our 
undisputed leadership as the No. 1 magazine for 
women. 

We feel tip-top. We could take on any advertiser 
in the house. 


Never underestimate the power of the No. 1 magazine for women... 


No. 1 in advertising revenue 


| Li ‘ 
*K And another record—in terms of advertis- Lo Ae 
ing revenue, March was the biggest issue ; * wore re 
in Journal history...the 18th consecutive 2 > nin 


month in which the Journal has shown a 
gain over a year ago. 


A CURTIS PUBLICATION 
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ance and sales volume would have lagged 
far behind the present rate. 

Salesmen and sales executives don’t 
always love their competitors. Within the 
several divisions of General Motors, for 
example, there is keen rivalry which ex- 
presses itself in less than complimentary 
references to the other fellows in the GM 
family. But those at the head of the busi- 
ness know that this kind of aggressive 
competition, within and without the cor- 
poration, goes a long way toward build- 
ing and maintaining maximum demand. 

The value of competition is not recog- 
nized properly in the evaluation of ad- 
vertising. Economists and other academic 
analysts of the business scene sometimes 
decry advertising which is strictly com- 
petitive, insisting that it only switches 
demand from one brand to another, and 
thus performs no real economic service. 
I am sure that this is a fallacy, and that 
the people who are promoting products 
of the same generic nature, no matter 
how competitive with each other, are 


On the Merchandising Front... 


actually helping to build the market and 
to create a greater potential for every- 
body. 

Cigaret advertising is practically all 
competitive. Yet in the face of growing 
public concern over the health hazards 
of smoking, consumption has again shown 
substantial gains. Not because the adver- 
tising has met directly the resistance 
created by bad publicity, but just because 
the total volume of advertising of many 
brands of cigarets has kept the pleasures 
of smoking up front in the public mind 
and overcome the hesitation which the 
cancer scare very obviously created 
among many consumers. 

Since most advertising is competitive, 
rather than creative, in the sense of 
building interest and demand for new 
products, it is well to remember that it 
is performing a highly useful economic 
function in broadening markets and 
creating sales. “The more the merrier” is 
a mighty good slogan for competitive 
advertising and sales promotion. 


Light Magnification Promises 
Great Changes in Merchandising 


By E. B. Weiss 


Ever since ancient man peered fear- 
fully into the inky darkness of the night, 
homo sapiens has sought ways to see in 
the dark. 

And now, with a real break-through 
achieved in the mag- 
nification of light, man 
is about to be present- 
ed with an “electronic 
cat’s eye.” 

Already, the Air 
Force announces that 
it is perfecting a light- 
magnification device 
that “can see in the 
dark with daylight 
clarity.” It’s called an 
“optical amplifier” and it has permitted 
airborne observers to see the ground 
clearly on a moonless winter night. 

This is a joint Westinghouse-RCA de- 
velopment. Bendix has also announced 
fascinating progress with the magnifica- 
tion of light. And it is certain that this 
trickle of announcements will soon be 
followed by a veritable flood of progress 
in man’s persistent efforts to overcome 
his own visuai deficiencies, once the sun 
sets. 


E. B. Weiss 


as What this fascinating development 
will mean to the world of advertising 
and promotion stirs the imagination. For 
example, it will enable mobile television 
equipment to make nocturnal pick-ups 
that will rival in clarity the best in studio 
work; daylight outdoor pick-ups will, ob- 
viously, be made quite completely inde- 
pendent of the weather. Surely this will 
mean vast new developments both in 
programming and in commercials. 

I can also contemplate important 
changes in the outdoor media—location, 
control and illumination techniques will 
probably be revolutionized ultimately. 
And while I haven’t the foggiest notion 
how it may come about, I am certain 
that the waning window display may 
eventually get a much-needed shot in the 
arm from the magnification of light— 
perhaps displays will be “routed and in- 
stalled” in windows via new forms of 
closed-circuit tv. 

It is not at all impossible that the night 
skies will become a backdrop for new 
forms of spectacular advertising and, 
while this potentiality is hardly calcu- 
lated to bring cheers from certain sensi- 
tive souls, I am functioning here solely as 
the imaginative reporter, not as an ar- 


biter of the amenities. 

I well remember that, just a few years 
back, David Sarnoff, dynamic head of 
RCA, asked for three major break- 
throughs by his laboratories as a “fiftieth 
anniversary” gift. One of the three was 
the magnification of light, which is in- 
teresting evidence of the enormous mag- 
nitude both of the problem and of its po- 
tentialities. In any event, whether or not 
Mr. Sarnoff got for his anniversary cele- 
bration the degree of light magnification 
for which he hoped, I don’t know; but 
when he celebrated his half-century elec- 
tronic anniversary this year his labora- 
tories did give him light magnification 
on a scale that had scarcely been consid- 
ered possible ten years ago. 


s In general, wherever light is used and 
for almost every purpose, the magnifica- 
tion of light will ultimately bring about 
vast changes. It will make obsolete much 
present-day tv studio equipment and, 
going over to the graphic arts, it will 
probably make possible radical changes 
in all of those phases of the printing proc- 
esses in which light plays a role. It will 
make the present-day tv home receiver 
look like an unbelievably cumbersome 
device which, scientifically speaking, it 
most certainly is. It will encourage pro- 
jection tv in the home and may permit 
the development of the long-anticipated 
“flat-on-the-wall” tv screen in the home 
—and it will surely open immense new 
vistas for portable tv sets. 


a I presume it will accelerate the de- 
velopment of facsimile broadcasting to 
the home. It could also be the basic tech- 
nique for enabling cameras to pick up 
merchandise in any store and broadcast 
the images to millions of home receivers, 
thus opening an era of electronic in-the- 
home shopping about which I wrote re- 
cently. 

It will take the present-day techniques 
of closed-circuit tv—in particular its uses 
in factories, warehouses and retail stores 
—and multiply them enormously. In- 
deed, this may be the answer to the basic 
problem of electronic in-store promotion 
—a development that has just begun to 
make some progress as evidenced by the 
recent promotion for Owens-Corning Fi- 
berglas in which from a dozen to 50 color 
tv receivers have been installed in a 
number of department stores for store- 
wide in-store spectaculars. (I wrote a 
monthly bulletin for DuMont on this po- 
tential development in the middle 1940s; 
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Just Looking... 


About six months ago I led off one of 
these pieces with a quote from “The 
True Believer,” by Eric Hoffer. 

At that time, Mr. Hoffer, a San Fran- 
cisco longshoreman, was about as ob- 
scure as an author can get. It is doubt- 
ful whether his book had sold 2,000 
copies. 

But now—what d’you know!—I read 
in the papers that Mr. Eisenhower has 
discovered him. “The True Believer” 
has become Ike’s favorite reading mat- 
ter—after Westerns, of course. 


= So, on the premise that what’s good 
enough for the President of the United 
States is good enough for my readers, 
if any, I again turn to Eric Hoffer for 
my text. 

“The triviality of desire,” he says in 
his second book, “The Passionate State 
of Mind,” “need not impair its value as 
a motive of human activity. There is no 
reason why humanity cannot be served 
equally by weighty and trivial motives. 
It is indeed doubtful whether it is well 


By Walter O’Meara 


for a nation that its people should be so 
reasonable and earnest that they refuse 
to set their hearts on toys... A nation 
is ‘tired’ when it ceases to want things 
fervently.” 

Mr. Hoffer probably wasn’t thinking 
about advertising when he wrote that. 
But have you ever come across a better 
reprimand to those moralists and ideal- 
ists who, as Mr. Hoffer says, see all de- 
sires as “a rushing into ‘nonentity, ab- 
surdity, valuelessness and _ childish- 
ness’”? The same ones, I mean, that 
pick on us poor “hucksters” because we 
spend so much time—and money—on 
such foibles as lipstick, cigarets, chew- 
ing gum, and pocket radios. 

Allow me to sign off with the first 
sentence of Aphorism 65 in the same 
book: “It is by their translation into 
mere words and almost meaningless 
symbols that ideas move people and 
stir them to action.” 

On that, I take it, both Mr. Woolf 
and Mr. Martineau should be able to 


agree! 


it seemed like such a remote potentiality 
in those days, although I recall that Gim- 
bel’s in Philadelphia and a few other 
stores tested what was then called 
“intra-store television.” 

It will solve many of the problems in- 
volved both in color tv and in color re- 
production in magazines and newspapers. 
And, in time, it may lessen the current 
hazards in night driving. I believe that 
the early night hours have a much higher 
percentage of accidents per hour than 
the daylight hours. 

And it may wind up as the final shove 
toward the ultimate emergence of a na- 
tion of night-owls. We have been heading 
in that direction anyhow. This is one 
reason for the success of night hours in 
most retail stores and for the success of 
late tv and radio shows. If we all become 
night-owls, what will that do to our cur- 


Tips for the Production Man... 


rent world of advertising, promotion, 
marketing, selling, etc.? 

I have a notion that light magnification 
is in somewhat the same stage at this 
very moment that automation was when 
I wrote a series of articles on that rather 
unknown term for AA just three years 
ago. Yes—three years from today I quite 
seriously believe that the magnification 
of light will have made huge strides and 
that it will by then be exerting a dynamic 
impact on the total world of moving 
merchandise. 


® Keep your eyes open to the coming 
age of light magnification. It’s man’s ulti- 
mate destiny ever since he threw a burn- 
ing faggot out of the dark mouth of a 
cave to frighten an animal, and discov- 
ered that it enabled him to peer out into 


the night. 


Never Too Old (or Young) to Learn 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, III.) 


By golly, no matter how long you fool 
around with type and layout, you always 
can run into something you’ve never seen 
done before. At least if it was done, it 
never left its impress on you enough to 
make you itch to want to use it at the 
earliest possible moment. 

Such an idea is this one which formed 
the cover of a neat little four-page folder 
issued recently by the Lee Paper Co. of 
Vicksburg, Mich. Can any good come out 
of Bethlehem (Vicksburg)? You bet it 
can! Vicksburg is a little town just a 
stone’s throw from my home town of 
Kalamazoo, and I remember it chiefly for 
a pond with lotus lilies which were sup- 
posed to have come from the Nile, or 
some such exotic place. 


a This all-type cover design was done in 
three colors (rust, light blue, and black). 
A fourth color was achieved with black 
screened to gray. I am afraid it is not go- 
ing to photograph or reproduce too well 
in the space that ApverTistinc AcE has 
allotted me. But maybe I can describe it 
so you will get the general idea. 

To start with, the words are arranged 
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in an interesting zig-zag silhouette which 
is good design in itself. The letters are so 
placed that a vertical thread at least two 
letters wide persists down through the 
composition, leading to the question mark 
which aligns with the paper-maker’s 


name. 

All the words except the word “ideas” 
are subdued either through graying or 
being printed in colored ink. The word 
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CLEAN AS THE NEW HAMMERMILL BOND. It isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 
whirls any impurities out of the pulp—equipment that Hammermill spent a half 
million dollars to invent, develop and install. This ~yet 

extra step makes Hammermill Bond cleaner than wrMMERMy, 

ever. Another reason why it prints better, types better, BOND costs no more 
looks better. Hammermill Paper Company, Erie, Pa. -2nd actually Jess than many other watermarked papers 
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‘ideas” is the main theme of the folder 
and this word is carried in solid black. 

Note how all the other words except 
the main title are slightly overlapped. 
This is easy and inexpensive to do when 
printing in several colors. As you may 
guess, the point of overprinting creates 
additional shadowed colors which is in- 
teresting in itself. 

The folder, designed by Morton Gold- 
sholl, Chicago, does not permit ascenders 
or descenders to spoil the tightly-knit 
composition. When confronted with this 
situation, Designer Goldsholl merely per- 
mitted the letters to overprint. 


Salesense in Advertising... 


Even this was not left to happenstance. 
Note how the “d” in his second line con- 
tinues the vertical motion of the “r.” The 
dotted “i” in the word “ideas” neatly 
overprints the descender of the letter “p” 
in “type.” 

The other three pages of the folder 
show equally alert type design, together 
with illustrations from some of his work 
of the past decade. Type selection is 
Franklin Gothic for headings and News 
Gothic for body. The paper stock is a 
pleasing, soft ivory. This soft tint provides 
a warm background for the piece. 

I like it, very very much. 


There's a Reason for Every Buying Action 


By James D. Woolf 
Advertising Consultant 

It is an exceptional week that fails to 
bring me at least one letter ridiculing 
the Lasker-Kennedy-Hopkins philosophy 
that advertising is salesmanship in print. 

Today’s letter, from Mr. R, a sales 
manager, reads in part 
as follows: 

“I contend it is def- 
initely not so that 
general advertising in 
national media _ sells 
merchandise in signif- 
icant volume. I agree 
that printed material 
such as the Sears and 
Ward catalogs does sell 
merchandise, alone 
and unaided, but general advertising as 
a rule does little more than create a con- 
dition of consumer acceptance which 
makes it easier for the sale to be effected 
in the store. Your articles, in my opinion, 
put entirely too much emphasis on the 
importance of reason-why copy.” 


James D. Woolf 


® It is true there are certain categories of 
merchandise and services—furniture, 
rugs, automobiles, life insurance, etc.— 
that usually require demonstration and 
horse trading by personal salesmen. 

But there are many other categories of 
merchandise—categories, incidentally, 
that are the big spenders in advertising 
media—which depend almost solely on 
salesmanship in print and/or other media. 


Most Packaged Goods Bought Not Sold 

Personal salesmanship in the store plays 
no part whatever in creating demand for 
most packaged items. More than passive 
consumer acceptance is responsible for 
the movement of such volume-sellers as 
Kellogg’s Corn Flakes, Campbell’s soup, 
Ivory soap, Jello-O, Wesson oil, Linit, 
Nescafe, Parkay, Spam, ad infinitum. 

What educates the public to new ideas? 
Is it advertising or store salesmanship 
that is creating demand for such novel 
products as Accent and Sucaryl? Was it, 
years ago, advertising or store salesman- 
ship that persuaded millions of women 
to abandon traditional lard for revolution- 
ary Crisco? Does advertising merely 
“make it easier” for stores to sell such 
unmentionaple products as Kotex, Odo- 
ro-no, and Zonite—or does advertising do 
the whole job? 


® No, Mr. R, I insist that in hundreds of 
instances it is advertising that, almost 
singlehanded, does the selling. 

In other instances, admittedly, adver- 
tising as a rule does little more than 
create varying degrees of consumer ac- 
ceptance. But, Mr. R, does this fact in- 
validate reason-why advertising? No mat- 
ter how difficult the product—no matter 
how great the need for personal selling— 
what’s wrong with packing into the copy 


the maximum degree of SELL? It has al- 
ways seemed to me that the harder the 
product is to sell, the more urgent is the 
need for reason-why copy. 


The Meaning of Reason-Why 

I suspect that the term reason-why 
means different things to different people. 
I cannot speak for the late Albert Lasker, 
but I can say for myself that reason-why 
does not necessarily mean so-called “nuts- 
and-bolts” copy. People buy products for 
all sorts of reasons, some logical, some 
emotional. They may buy a Sheaffer pen 
because of its “Snorkel,” or a Parker 51 
because it “writes dry with wet ink.” 
They may prefer Ken-L-Biskit because it 
“beats meat for nourishment,” containing 
not only meat and grain proteins, but 
vitamins, minerals, and other nutrients; 
and they may buy Johnson’s baby sham- 
poo because it won’t burn or irritate 
baby’s skin. On the other hand, as against 
such material considerations, they may 
buy a Cadillac because they believe it 
will mark them as persons of importance, 
or Lord Calvert because it brands them 
as gentlefolk of distinction. 


® Whether they are motivated rationally 
or emotionally, the copy which motivates 
them is reason-why copy—and as such it 
is salesmanship in print. Any campaign 
of advertising which, unaided by store 
persuasion, is the primary motivating 
force behind the sale of a product, is 
salesmanship. And it is reason-why even 
when, as in the case of Coca-Cola, the 
only benefit promised is the modest one 
that Coke is delicious and refreshing. (See 
AA, issue of March 19.) 


Brand Familiarity Is Salesmanship 

Advertising that makes no promise 
whatever, either emotional or nuts-and- 
bolts, is salesmanship. Walter O’Meara 
calls our attention (AA, March 19) to the 
highway sign advertising of Clabber Girl 
baking powder, Cook’s paints, and King 
Edward cigars. Except for the moderate 
claim that Clabber Girl is “always de- 
pendable,” these signs indulge in no copy 
panegyrics. Yet I say that these signs 
are salesmanship in print. Why? Be- 
cause they sell the products successfully. 
If they don’t, what else does? Massive 
repetition of brand remindership, in fact, 
is a potent selling force. Says James Webb 
Young: “Nowadays we tend to discount 
what used to be the sole objective of ad- 
vertising; namely, to create brand famili- 
arity. That familiarity alone is a great 
sales asset, and that it can be secured 
through advertising repetition, was almost 
the earliest discovery about advertising 
. . . Even slight familiarity can tip the 
scales.” 


The Net of it Is This 
Advertising that sells provides the con- 
sumer with a reason for buying this or 


that product. The reason may have to 
do with an eye patch or distinguished 
chin whiskers; it may be concerned with 
the claim that “Bab-O with bleach con- 
tains twice the whitening ingredients of 
any other leading cleansers”; it may be 
an advantage that saves the consumer’s 
money; it may be that the product con- 
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tains Gardol or Irium; or it may be noth- 
ing more than a weighty degree of brand 
familiarity. Whatever it may be, it is a 
promise of a consumer benefit. Any ad- 
vertising that substitutes silly gimmicks 
and entertainment devices for reasons is 
not reason-why advertising, hence is not 
salesmanship in print. 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


The Chicago Art Institute has again 
this year given top awards in art and 
sculpture to creative art forms that ap- 
pear to many people, including art critics, 
a cross between an accident on the way 
to happen, and the most neglected corner 
in Warshawsky’s junk emporium on State 
St. 

It would be interesting to know the 
world’s opinion of some of these absinthe 
dreams a hundred years from now. 

Advertising, too, has its creative 
spasms. 


s Here I am writing hoping to clarify 
diverse opinions I hear in connection with 
experiments and forays into the esoteric 
in media with wide circulations. 

Illustration in advertising can do only 
two things. It can attract attention and 
aid perception. In some ads it does only 
the first. In more successful creative ef- 
forts it does both these things. 

Perception may be aided two ways. 
One by being literal, the other by atmos- 
phere. 

The art in the two ads here is not liter- 
al. It is abstract. Through diffusion and 
obvious misrepresentation of the literal 
it suggests something that isn’t shown. 
It suggests a characteristic, or mood. 

Therein is my criticism of such art 
when used to advertise specific, literal 
items. To show a shoe or brassiere or 
screwball in its general viewpoints on 


See oe See 
en =, 


i 
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store fixtures, display, and operation, I 
think I would approve it—even like it. 

In short, if either of these illustrations 
were used to illustrate copy that declares 
a store is modern in its thinking, a leader 
in its embrace of modern styling, or 
anything else in terms it positively cannot 
and never will live up to, is to me invalid. 
How else can impression of the bizarre 
be created? 

But to accompany such illustrations 
with matter-of-fact descriptive copy, and 
have the customer find that the shoes or 
brassieres actually look like thousands of 
others, is to me objectionable. 


s Let abstract, mood, atmosphere, or car- 
icature art stand for a feeling you get in 
a store, or for a store’s atmosphere, or 
mood, and I think you advertise validly 
with impressionistic art—if indeed you 
get the same zany feeling in the store 
you get from the ad. But if you have a 
shoe or a brassiere that looks iike a shoe 
or a brassiere, it seems to me a fraud 
and corruption if your description is ra- 
tional and pedestrian and your art is 
something seen through a pop bottle. - 

These are great days for psychologists 
and psychiatrists. Witness the story of 
the woman who, when asked by a good 
friend what in the world she thought of 
her husband’s surreptitious flight to parts 
unknown, responded: “Oh dear! My psy- 
chiatrist’s out of town and I don’t know 
what to think!” 

So we must expect, I suppose, a certain 
amount of schizophrenic advertising, with 
a cleavage between ad and store, or be- 

tween art and copy. 
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|creasingly convinced not only of 
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| dreamed of. Delight your guests with this continental feverite... 


“On the other, technology will | 


‘the almost insatiable appetite of | Coke | 


Human Foibles, Not Technology, Obstruct 
‘the American people for all media,/ go on providing us with more | 
(Ws cay say Cafay 0 Lay 


Entertainment Industry Gains, Say: s O Neil but of the dependence of the vari-|time for entertainment, a larger 


PHILADELPHIA, April 17—The dif- | is today one of the most popular|ous media upon one another. life in which to be entertained. 
ficulties facing the entertainment! forms of radio programming,” he) “In entertainment, as in other| “We can count on technology to 
field today “are not technological | said. | business, I think we can prove that)make more entertainment avail- 
for the most part—but are rooted| “We believe the purchase of | the success of one medium tends able to more people in more ways. | 
merely in a stubborn refusal to| RKO-Radio Pictures and the POS-| to stimulate the efforts of another | In this way, it is truly a creative | 


‘The French named « Amenca 1s adopemg 
Everybody loves i! Sman hostesses serve 
cafe ou lait on many occasions, for us 30 wmple 
© prepare, so sccepeable to every tae snocher 
evemanding example of the favor mags: of milk 


abandon cherished taboos.” 'sible combination and interrela-|—tends to make all media stronger force—now and for the future,” he 
concluded. 


That’s what Thomas F. O'Neil, | tions it can have with broadcast-| and better,” he said. 


chairman of the board, RKO-Radio 
Pictures, told the Poor Richard 
Club today. “These entertainment 
industries set up their own par- 
ticular taboos, and they seem to 
like to live with them—until some- 
thing comes along to wake them 
up,” he continued. 

To prove his point he singled out 
several “sacred cows of broadcast- 
ing” which have been successfully 
detied—including the old decree 
that no program in peak listening 
time should be shorter than half an 
hour—and an hour is better. 

“The p.s. to that story is one we 
ali know: The five-minute news- 
cast on the hour and the half-hour 


4 


| ing may perhaps make producers| “My confidence in the vitality of 
in all these fields do some fresh all these media is borne out by 
thinking,” he said. ‘our company’s continuing interest 


s “It may be that some so-called ambitious future production sched- 
radical departure from the accept- ule at RKO-Radio Pictures, as well 
ed way of doing business ulti-|as in radio, tv, and most recently, 


and investment in them all—in an} 


mately will solve other problems 
of television—maybe even that of 
subscription vs. free tv. 

“We're convinced it won't be ar- 
rived at by backing away from the 
problem as if it didn’t exist,” he 
maintained. 

Referring to the battle of the 


media, Mr. O’Neil continued, “As 
|I have moved farther into the en- 
| tertainment field, I have been in- 


phonograph recording facilities. 


s “In the development of all these 
forms of entertainment, we will be 
|looking to technology, which first 
|made them possible. On the one 
hand, the laboratories and fac- 
tories of the nation undoubtedly 
will be turning out new sights, 
|sounds, sizes and—who knows? 
'—even smells we haven't yet 


| Mails ‘Spectrum’ Direct 
Pfizer Promotes Four; 

Pfizer Laboratories, division of 
Chas. Pfizer & Co., New York, | Pe 
manufacturing chemist, in a re-| 
organization of its advertising de- ux, mMONSIEUR?—This milk ad gets 
partment has promoted William | sp, beverage out of the for-chil- 
Charles from assistant advertising | dren-only class and into the smart 
jmanager to assistant advertising|: vig cafe au lait. Beaumont 
director. Edwin J. Mills, Wellden | H h ae 
C. Neill and John F. Hogan, all|* 4ohman, San Francisco, pre- 
members of the advertising depart- | P@7¢¢ the newspaper campaign for 
‘ment, have been named product the East Bay Milk Producers’ 
group advertising managers. Council. 

Pfizer also announced that Spec- | 
trum, its service publication for mailed directly to physicians on a 
the medical profession, will be twice-monthly basis starting May 
|15. At present it is published as an 


CHAMPION Sets the Pace in Papermaking 


Se © 


* 


Adding dye in a giant hydrapulper at Champion's Carolina Division 


Hundreds of tons of pulp are skillfully 
blended for paper every 24 hours 


It takes more than pulp to produce good paper. In huge hydra- 
pulpers at Champion, clay, rosin size, alum, starch and dyestuffs 
are skillfully blended, in varying proportions, with selected pulp 
to produce a wide range of quality printing and converting papers. 
This careful control by skilled technicians assures uniformity of 


product . . . grade 


for grade .. . 


another important step in 
keeping Champion the leader of the papermaking industry. 


CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY * HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas, and San Francisco. Distributors in every major city. 


Sywol of Leaadere « AY 


insert in the Journal of American 
Medical Assn. 


N. Y. BBB Names PR Consultant 
The Better Business Bureau of 
New York City has appointed John 
Morrissey Gray Co. its public re- 
lations consultant. The 33-year-old 
New York BBB, which has a mem- 
bership of 1,400 business orgniza- 
tions, is the largest of the 106 lo- 
cal BBBs in the U.S. and Canada. 
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Marketing Plans 
PAY OFF BETTER 
when you use the 


MARKET DATA & 
DIRECTORY NUMBER 


This amazing 556-page An- 
nual Number, June 25th, 
serves as a quick, easy guide 
for investigating any indus- 
trial market. Gives you basic 
information about every 
major trade and industry. 
Gives you authentic facts 
upon which to shape your 
initial marketing program. 
Yours with a year’s trial of 
Industrial Marketing (one 
copy each month plus the an- 
nual MD&DN) for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 
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To sell more where more is sold 
eceit’s FIRST 3 FIRST! 


Scenctimes you just want to get far away from it all and do a little 
fishing ; but when it comes to racking up sales records you’ve got to have 
people—plenty of them—millions and millions to be specific. At the same 
time, competition for the consumer’s attention to an advertising message 
is understandably keenest in the nation’s top markets, and in the First 3 
Markets of New York, Chicago and Philadelphia the family coverage of 
General Magazines, Syndicated Sunday Supplements, Radio and TV thins 
out. In these 3 far-above-average markets—which account for 18% of U.S. 
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Retail Sales—there is no substitute for FIRST 3 MARKETS’ solid 62% 
COVERAGE of all families. 

In addition, the families of 6 states adjacent to the 3 markets spend 30¢ 
out of every U. S. Retail Sales $1. FIRST 3 MARKETS GROUP concen- 
trates 84% of its more than 6 million total circulation within these 6 states 
to deliver 47% coverage of all families. 

To make your advertising sell more where more is sold...it’s 
FIRST 3 FIRST. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Beginning in September... 


more than 2 5 different...trend-setting 
-ELECTRI-LIVING 
HOMES 


built in fast-growing communities 


coast to coast...will provide 


SELLING IMPACT! 


unique in the home field 


Out of the pages of September LIVING more than 
25 different trend-setting Electri-Living homes will 
spring to life from coast to coast... designed by 
leading architects from each region and locality. . . 
utilizing the ever-increasing contributions of 
electricity to the home-keeping, home-enjoyment, 
home-entertainment of young families . . . and 


vigorously promoted in all media by electric utility 


companies, home-builders, leading retailers. 


<= — 


THE INITIAL 25 ELECTRI-LIVING HOMES WILL SPARK THE PURCHASE 
OF THOUSANDS MORE HOMES...CREATE SALES OF BUILDING MATERIALS 


AND HOME PRODUCTS ADDING UP TO MILLIONS OF DOLLARS. 


A Street and Smith Publication * 575 Madison Avenue, New York 22, N. Y. 
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Peak-circulation September 


LIVING Buys 


OR YOUNG |HOMEMAKE 


you step up Sales of Homes, Appliances, Furniture, 


Furnishings through mounting IMPACT! 


important Reminder: 
Young Homemakers 


buy 73% of all houses 
They also furnish and equip them. 


Because 
they need 
so many things 
right now, 
LIVING’s 
young homemakers 
are out buying 
today and 
every day. 


- 


All advertisers of building materials, sired syste 
All advertisers of major and small electrical applia 


Reader IMPACT: More Young Homemakers 
than ever before will avidly read, study and buy 

from the ELECTRI-LIVING issue . . . it will be a reference 
issue for months to come for young families 

who are planning to buy homes now — or remodel 
their present ones. 


| Trade IMPACT: Thousands of leading 


builders will constantly refer to, and regularly use 
ELECTRI-LIVING plans and ideas in their 
home building activities. 


Additional Consumer IMPACT: 
Local promotion by electric utility companies, by home 
builders, by leading retailers — using all media — 
will bring hundreds of thousands of potential home buyers 
to inspect scores of homes. Young homemakers viewing 
these homes will be seeing a regionally-designed home 
that will provide a new local stimulation to home 
building and home building activity because these 
ELECTRI-LIVING homes are: 
Homes designed and built around the 
needs, wants and characteristics 


of the local community. 


in September LIVING - Show 
and Sell Your Whole Line 

To benefit most from the intensive readership of 
the most important issue of LIVING’S history— __ 
show young homemakers everything you‘ve got... 
show America’s leading builders your complete line. 


* All furniture and furnishing advertisers will be identifying their svialaies 
with homes of good design... homes of imagination . . . homes for 
4 . ences BIGGEST Bs rita — 


RIGHT NOW ; wpece ss metered 
ing made by many advertisers for multiple 


pages. September issve closes Ju 
4-color, miia' for vn one be 
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Latest Television Ratings 


Nielsen 
Two Weeks Ending March 24, 1956 
All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


TOTAL HOMES REACHED 

Homes 

Rank Program (000) 
1 I Love Lucy (Procter & Gomble, General Foods, CBS) ......-.....--ceceecceee 17,304 
oc ny ann EN AID ss ccrierreeeenetemenerennsectscatinewensenpestscensintncsereonte . WA 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ......-..--.cccceeccceeccoeesenees 17,094 
4 Aawdomy Awards (Oldsmabiie, NBC) .cccinccccccccnseeeeeccssssvesssecessnnuesssesesnness 16,251 
5 Disneyland (Derby Foods, American Dairy, American Motors, ABC) ....... 15,374 
6 Max Liebman Presents (Oldsmobile, NBC) oo... ccc cccccccccccceeecsecevennnnennnenene 14,216 
7 Jack Benny Show (Lucky Strike, CBS) ........ccccccccccecccecccecccseeneees 14,180 
8 December Bride (Genera! Foods, CBS) ................. 14,110 
9 Perry Como Show (Several sponsors, NBC) ....... 13,900 
10 Dragnet (Chesterfield. NBC) .................... 13,584 

PROGRAM POPULARITY? 
Homes 
Ronk Program (%) | 
1 I Leve Lucy (Procter & Gamble, General Foods, CBS) ..........--cccccceee SDM 
DED Great Fees GD ccntecrsetnstentnccscnrcccesecccensinssscesscssnrenseses 51.0 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 2... .--cccccceceeceeeeenrenennns 51.0 
4 Academy Awards (Oldsmobile, NBC) ............---<ccccecccececeerseneneneenenennenenenennnnns 474 
5 Disneyland (Derby Foods, Americon Dairy, American Motors, ABC) ............ 45.3 
6 Jack Benny Show (Lucky Strike, CBS) 2... ccccceccecccccccceeeeeeeeeeneeneceeennnnes 42.8 
7 Max Liebman Presents (Oldsmobile, NBC) 2.0..........ccccccccesesensnsesnneecneeneennenees 42.4 
8 December Bride (General Foods, CBS) ............. dinate cceseinainanedindilamighendines . 42.1 
9 Perry Como Show (Several sponsors, NBC) 2... .eccccccccccseeensenenneennnennnns 42.1 
JO Dragnet (Chesterfield, NBC) .....cccecccccncevecvsssseecseccecesseseeeesseressssees 39.8 
Nielsen Average Audience** 

TOTAL HOMES REACHED 

Homes 
Rank Program (000) | 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ................ 16,602 
OE 15,865 
3 = Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ......ccccccccccccecccccceceenceeeeee 14,286 
4 December Bride (General Foods, CBS) ...........ccccccecsssvsnsnsenseserrssenereenseenennnee 13,233 
5 Jack Benny Show (Lucky Strike, CBS) 13,163 
6 Academy Awards (Oldsmobile, NBC) ..................- 12,776 | 
7 Dragnet (Chesterfield, NBC) 12,671 
8 Disneyland (Derby Foods, American Dairy, American Motors, ABC) ........ 12,531 
9 You Bet Your Life (DeSoto-Plymouth, NBC) 12,145 
10 = Privote Secretary (American Tobacco, CBS) .............ccccccccesesseesensresnnnnnvenennee 11,829 
PROGRAM POPULARITY 

rd 

Rank Program (%) | 
1! Love Lucy (Procter & Gamble, General Foods, CBS) ...........:..ccccce-ssseseeeevee 49.1 | 
I I GI, MII cciniscerciniesisidsnmensiatutebdleserecomsovcenangubsneimecevcenpeanease 47.1) 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............---<.cccreececseverserenennee 42.4 
ee 39.7 | 
5 December Bride (General Foods, CBS) 39.5 | 
Vy = ERD ROUEN 37.4) 
7 Dragnet (Chesterfield, NBC) 37.1) 
8 Disneyland (Derby Foods, American Dairy, American Motors, ABC) ............ 36.9) 
9 You Set Your Life (DeSoto-Plymouth, NBC) .............c-cccccccenesrereonsseneneeseeenenes 35.6 | 
10 _~—s— Private Secretary (American Tobacco, CBS) 35.6 


** Homes reached during the average minute of the program. 
+ Percented ratings ore based on tv homes within reach of station facilities and by 


eoch program. 
citations and awards—notably in 
Shatto Dene, 59, 1951, for his “Better Roads” cam- 
paign for Goodyear Tire & Rubber 
VP, Copy Veter an Co., which attracted national at- 


tention. 


Ro Oee teak 


at Kudner, Is Dead 


New York, April 17—Shafto H. 
Dene, 59, senior vp of the Kudner 


Agency, died April 15 at Northern | 


Westchester Hospital of a heart 
attack suffered earlier at his home 
in Chappaqua, N. Y. 

Born in Plattsburg, N. Y., Mr. 
Dene was educated in the public 
schools in Chicago. During World 
War I he served with the Marine 
Corps in France as a corporal. 

Following a brief period with 
Armour & Co., Mr. Dene entered 
the advertising business. He began 
as a copywriter under the late Ar- 
thur Kudner at Erwin, Wasey & 
Co. in Chicago. Both men moved 
to New York when the agency 
established its headquarters here. 

In 1935, Mr. Dene was one of 
the group that joined Mr. Kudner 
when he formed his own organiza- 
tion here. After serving as vp and 
copy chief, Mr. Dene was appoint- 
ed senior vp last year. 


s He received many professional 


Under the pen name, “Le Mous- 
quetaire,” he contributed poems 
to “A Line o’ Type or Two,” a 
column in the Chicago Tribune. A 
volume of these poems was pub- 
\lished in 1926, under the title, 
“Songs in Silhouette.” 


FRANE J]. SCHUMACHER 

Curcaco, April 17—Frank J. 
Schumacher, 59, veteran account 
executive of General Outdoor Ad- 
vertising Co., died April 15 in 
| Presbyterian Hospital. Before 
|joining General Outdoor in 1933, 
|Mr. Schumacher was president of 
|the Frigid Dough Co., one of the 
first of the frozen bakery foods 
companies, and also president of 
ithe Stoughton Body Co., which 
manufactured truck bodies for 
Ford Motor Co. He was a resident 
of Skokie, IIl. 


HAMILTON GIBSON 
Ortanpo, Fia., April 17— Ham- 


ilton Gibson, 80, retired Chicago 


Pulse 


March, 1956 
TOP TWENTY SHOWS, ONCE-A-WEEK 


$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) seteeneeeeseeasneseneesnnees 
1 Love Lucy (Procter & Gamble, General Foods, CBS) ..........-....ccccccceeeeeeeeen 
You Bet Your Life (DeSoto-Plymouth, NBC) ... 
Perry Como (Several sponsors, NBC) 
Disneyland (Derby Foods, American 
Climex (Chrysler, CBS) 
Jackie Gleason (Buick, CBS) 
December Bride (General Foods, CBS) 
Phil Silvers (R. J. Reynolds, Amana, CBS) 
Dragnet (Chesterfield, NBC) 


12 Burns & Allen (B. F. Goodrich, Carnation, CBS) ........----c.ccccesceseeeesenensenensens 28.7 
12 I've Got A Secret (R. J. Reynolds, CBS) oo. .occenccccceeeneee 28.7 

14 This Is Your Life (Hazel Bishop, Procter & Gamble, NBC) 
eS, en y 
16 — Loretta Young (Kleenex, Procter & Gamble, NBC) 00........cccccccccceeeeeeeenenens 277.4 
17 = Red Skelton (S. C. Johnson, Pet Mill, CBS) ................ccccccccecceeceeeeonenennennnenens 27.1 
BS a 26.9 
119 G5orge Gobel (Armour, Pet Milk, NBC)... -ccccccceeesesesveeeenrenennesnnnnnnnnnnnn 26.8 
20 Godfrey's Talent Scouts (Lever Bros., Lipton, Toni, CBS) ... 26.7 

TOP TEN, MULTI-WEEKLY 
Ronk Program Rating 
1 Mickey Mouse Club (Several sponsors, ABC) ........-.-.-...cccecceeeeeseeeneneennennennnonee 19.5 
2  Gwiding Light (Procter & Gamble, CBS) .cccccccscssssvcccececcseeccesssssscvsssseeeseeceeeceeesees 116 
3. Search for Tomorrow (Procter & Gamble, CBS) ............cccccccccceeeccceeeevenenees 11 
4 = Love of Life (American Home Products, CBS) ............ccccccceceescceeseeernenennenee 10.1 
Na eo, cnisnnsennicnnabnstlinaitivenecensiinpteitinetincas 96 
S$ Veliant Lady (Several sponsors, CBS) ..............20....:c-cceecseeeecessenserssreennenneensees 96 
Cie Fe Re eae 9.4 
8 News Caravan (Camel cigorets, NBC) 9.3 
8 Howdy Doody (Several sponsors, NBC) 93 
Videodex 
Top Ten Spot TV Shows* 
March 1-7, 1956 
Copyright by Videodex Inc. 

No. of Cities in which program Homes % of 
Ronk Program appears and distributor (000)+ Homest 
1 Dr. Hudson’s Secret Journal (105 Cities, MCA-TV) .......... 4,015 18.8 
2 1 Led Three Lives (120 Cities, Ziv Television) ................ 5,426 18.0 
3 Eddie Cantor (44 Cities, Ziv Television) ...........-..---0+- 1019 175 
4 Highway Patrol (165 Cities, Ziv Television) ..............-. 6,290 173 
5 Liberace (78 Cities, Guild Films Co.) .......- 2626-2 e ee eneee 3,415 7.1 
6 Badge 714 (117 Cities, NBC Film Division) ..............-- 4,603 16.5 
| 7 Count of Monte Cristo (46 Cities, Television Programs of America) 1,951 16.2 
8 The Man Called X (44 Cities, Ziv Television) ..........-.-. 1,967 16.1 
@ Mp Coreen GO Gillam, MEATY) 2c ccc cc ccc cc ccc ccccccccens 823 15.6 
10 Science Fiction Theater (126 Cities, Ziv Television) .......... 4,922 15.5 


*Programs appearing in a minimum of 20 markets. 

+Number of homes tuned to the program. 

tAverage ratio of the number of homes viewing the program to the number of tv 
homes in area carrying the program, compositely weighted. 


Trendex 
April 1-7. 1956 
Rank Program Rating 
1 $64,000 Question (Revlon, CBS) ......-...-.c-cceceeeenee be: RE oe 38.7 
2 1 Love Lucy (Procter & Gamble, General Foods, CBS) ...............--veseeeseenes 35.3 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 33.5 
4 Person to Person (American Oil, Hamm Brewing, Elgin Watch, CBS) ... 30.1 
5 Perry Como (Several sponsors, NBC) 28.9 
6 Talent Scouts (Lever, Lipton, Toni, CBS) 28.7 
7 December Bride (General Foods, CBS) 28.6 
8 This Is Your Life (Hazel Bishop, Procter & Gamble, NBC) .............-.c0 27.9 
9 Fireside Theater (Procter & Gamble, NBC) 277.8 
10 Red Skelton (S. C. Johnson, Pet Milk, CBS) 27.1 


advertising executive, died here Boston, and with the Barron G. 
April 14. He had been a resident| Collier Advertising Agency, New 
of this city since 1936. Mr. Gibson| York, died April 12 at his home on 
started his advertising career in| Beacon St. 

1897, after graduation from Dart-| A member of the Harvard class 
mouth College as associate editor| of 1905, he was a member of the 
of the school book department of} Society of Colonial Wars and the 
Rand McNally & Co., Chicago. He| Bay State Camp, Sons of the 
served as advertising manager of American Revolution. 

Sanitol Chemical Laboratory Co.,| 

St. Louis, before organizing his CHARLES H. JOSEPH 

own agency, Kling-Gibson, with  Prrrssurcn, April 17—Charles 
Leroy Kling. After the agency was H. Joseph, 81, veteran Pittsburgh 
dissolved, he joined McCall’s in | advertising man, died here April 
Chicago and was western manager | 11. He had been advertising coun- 


when he retired in 1933. 
Telegraph for 18 years. Previously 
CHARLES H. BAUER jhe had been advertising director 
Boston, April 17—Charles Hum-|of Frank & Seder’s department 
phrey Bauer, 71, formerly associa-| store and publisher of the Jewish 
ted with the Harry M. Frost Co.,| Criterion. 


selor for the Pittsburgh Sun-| 
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TO TRY YOUR FIRST QUART OF 


“LAUDABLE’ PRODUCT—Nalley’s Inc., 

Tacoma, is using this ad in west- 

ern Oregon dailies to introduce 
Praise, its new salad dressing. 


Ads Can't Avoid 
Praising Product; 
It's Called Praise 


Tacoma, April 18—Praise, a 
new premium-quality salad dress- 
ing brought out by Nalley’s Inc., 
specialty food packer, gets the full 
praise treatment in a six-week in- 
troductory promotion that will 
reach a peak in western Oregon 
this week. 

“They all praise a new, mild 
Praise!” is one ad headline. Copy 
in another ad says, “Everybody 
praises a Praise salad.”” To make 
sure the consumer gives the prod- 
uct a whirl, two-color six-column 
ads in six dailies in and around 
Portland are headlined: 

“We'll pay you 50¢ to try your 

first quart of Praise.” To collect, 
the consumer buys a quart for 
from 59¢ to 63¢, tears off the tab 
from the label and mails to Nal- 
ley’s. 
_ The new product has been quiet- 
\ly tested, both as to the name and 
as to acceptability of the product 
itself, for nearly six months. For 
this work, Nalley’s turned to Pa- 
cific National Advertising Agency, 
Seattle and Portland. (Ruthrauff 
& Ryan, Seattle, handles other Nal- 
ley products.) 


s First announcement of Praise 
was made at a trade luncheon in 
Portland in late March; there was 
no hint as to the nature of the 
product until the speaking began. 
Nalley’s president, L. Evert Lan- 
don, and the director of marketing, 
‘Henry Willis, were the main 
| speakers. 

| A broadside to the trade, with 
'the teaser headline, “Words of 
'Praise for you and your custom- 
| ers,” followed. 

| Consumer promotion opened last 
week with teasers in single-column 
newspaper ads that asked, “Who 
gets the Praise?” and “Coming to- 
morrow, plenty of Praise for 
everybody.” 

This week the campaign stepped 
up with 1,140-line ads that con- 
tained the first public announce- 
/ment of the product and the offer 
|of 50¢ to whose who try a quart 
| (25¢ for those who try a pint). For 
the next four weeks two-column 
follow-up ads push the 50¢ offer. 

Newspaper advertising is sched- 
uled in the Eugene Register-Guard, 
Salem Statesman, Salem Capital- 
Journal, Portland Journal, Port- 
land Oregonian, and Vancouver 
Columbian-Sun. 


= Spot radio is carried over a six- 
week schedule on KORE, Eugene, 
KSLM, Salem, and the follow- 
ing Portland-Vancouver stations: 
KEX, KGW, KOIN, KPOJ, KVAN, 
|and KXL. 
Point of purchase banners and 
| display material, tie-in mats and a 
pr drive supplement the campaign. 
Promotion for Praise is sched- 
uled to open in late April in the 
Salt Lake City area. 
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LATEST 
CIRCULATION 
NEWS 


PROGRES 
ETA 


NEW YORK'S FASTEST-GROWING EVENING NEWSPAPER 


nex wrk 


THAN EVER! 


issued 1950. 


WORLD 
TELEGRAM 
& SUN 


POST | 


—28,353 


Source: A, B. C. Publisher Statements for 
6 months ending March 31, 1950 

(5-day average, Monday through Friday) 
compared with 6 month figures for 
comparable period ending March 31, 1956; 
as filed with A. B. C., subject to audit. 


POST enly New York evening newspaper 
to show GAINS for the 6* year period 1960 thru 1956 


*6 year period chosen, since first 
© TRB merged circulation statement of 
, the World-Telegram and Thé Sun 


JOURNAL 
AMERICAN 


—53,526 


New York Post mm | 
; H f 
| 
os 
| sou Work LO8F ie § 
CoG wf 
NewVork Pose : Med ’ 
7 Average Net Pig, Mondays through Fridays—3 months ending March 31, 1956, as filed with A. B. C., subject to audit. 
s h F s—3 months ending March 31, 1956, as oth 2: B.C. enbints to onl is 
. C., subjec audit, 
ew es : 
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the NEW YORE a _ 
; has achieved its © ts 
GZ ~ a der interest only: : 
7 ™ at See PRM hich | 
oa It is the only evening paper e x“ _ P| 3 
Ae has not resorted to contests and a 
ass . il by 
Fe similar promotion which =. : 
, | : tion. ; 
é/ S| attract circula | : 
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ec w ams = 
9 S. State Ha, 7-1991 
if you have GUTS... 
and really want a challenging job in city 


of 40,000 in the real West, can write solid 
copy, produce rough layouts and create 


Chicago 


sell advertising for radio, direct mail, | ot 
newspapers, TV, billboards, trade and/| . 


consumer magazines you may be inter- 
ested in this small agency. We have ex- 
perienced steady, hard-earned, fast growth. 
.0 glomor job, we work every aay (and 
many nights) to give our clients an hon- 
est dollar's worth of advertising and pro- 


ming 
Conventions 


*Indicates first listing in this column. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- | 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 


motion. If you're interested, we offer you! C April 30-May 2. Assn. of Canadian Ad- 
initially $400-500 per month, quarterly | fas vertisers, 4lst annual convention, Royal 
bonus and a chance to really show your | art se York Hotel, Toronto. | 
creative ability. If you like to really work | an k May 2. Sixth Ohio Valley Industrial 


t 


te “Advertising Age help you with your 


advertising personnel problems. . 


PUSS teh 
as cae, dad 


wish for 
ri sinés 1 


hard you'll increase your income. ..even| in ¢ 


work into partial ownership. If you feel 
this makes sense contact 
Bill Douglas 

Douglas Advertising Agency 

Rapid City, South Dakota 
P.S. We'll answer all replies. il 
Creative Man for leading point-of-sale 

rt d t ee COULD a 


Advertisers Conference, sponsored by the 
Cincinnati Industrial Advertisers, Nether- 
land-Plaza Hotel, Cincinnati. 

May 3-4. International Advertising 
Assn., annual convention, Hotel Plaza, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W.Va. 

May 7-8. Outdoor Advertising Assn. of 
America, painted display conference, Ho- 
tel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 

May 16-18. Catholic Press Assn., annual | 
convention, Statler Hilton Hotel, Dallas. 

May 20-23. National Industrial Advertis-_ 
ers Assn., 34th annual conference, Palmer | 
House, Chicago. 

May 21-22. Seventh annual Distribution | 


|STAND-UP TUBE—Bristol-Myers has 


Ipana toothpaste standing on its 
head. This b&w page runs in the 
May issue of Good Housekeeping. 
Doherty, Clifford, Steers & Shen- 
field, New York, is the agency. 


July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 


and Advertising Forum, Chicago Tribune, | Sept. 23-25. Advertising Federation of 


main studio, Station WGN, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising 
| Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 

June 3-6. National Sales Executives In- 


ternational Distribution Congress and | 


Sales Equipment Fair, Conrad Hilton 
Hotel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N.Y. 

June 17-19. New England Newspaper 


Advertising Executives Assn., summer | 


meeting. Sebasco Lodge, Sebasco Estates, 
Me. 

*June 17-22. National Advertising Agen- 
|cy Network, 25th annual management 
conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
| Spring conference, William Penn Hotel, 
Pittsburgh. 
| June 24-28. American Newspaper Clas- 
| sified Advertising Managers Assn., 36th 
|} annual convention, Long Beach, Cal. 


June 24-28. Advertising Assn. of the, 


| West, 53rd annual convention, Los An- 
| geles. 

June 28-30. Newspaper Advertising Ex- 
| ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 


| America, Tenth District convention, Sham- 
| Tock Hilton Hotel, Houston. 

| Sept. 27. Magazine Publishers Assn., 
| fall meeting, Westchester Country Club, 
| Rye, N.Y. 

| Oct. 1-3. Direct Mail Advertising Assn., 
| annual convention, Hotel Statler, New 
| York. 

| Oct. 8-10. American Photoengravers 

Assn., 60th annual convention and exhib- 
| it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
| Assn., annual convention, Bellevue-Strat- 
| ford Hotel, Philadelphia. 
| Oct. 15-16. Inland Daily Press Assn., an- 
| nual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
| annual convention, Chicago Athletic Assn., 
| Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
| Chicago. 

Oct. 22-23. Boston Conference on Dis- 

tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
| ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
|of America, Hotel Ambassador, Los An- 
geles. 


Van Precht Named A.M. 

| William H. Van Precht has been 
jnamed advertising manager of 
Craft, Model & Hobby Industry, 
|New York. He formerly was busi- 
|ness manager of American Brewer. 
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“How we increased sales — 
almost overnight in 25% of 
the chain store market!” 


by J. W. Rose 


General Sales Manager 
Libby, McNeill & Libby 


You've probably said a hundred times — “I want 
sales results from my advertising!” I’ve said it, too! 
And let me tell you how I got it recently! 

Last fall we put on an “Easy Do” promotion in 
the chain supermarkets distributing Everywoman’s 
magazine. We led off with an eight page promotion 
in Everywoman’s and received excellent cooperation 
in getting additional placement of Libby products in 
most of the supermarkets selling the magazine. The 
Libby-Everywoman’s “Easy Do” display material 
was so effective we had to make a re-run to supply 
all requests. Sales increases were far better than we 
could have hoped for... well over the same period 
of iast year! 

Re-orders of Libby products after the promotion 
is clear evidence to me that the Everywoman’s pro- 
motio.: had an effect on our sales pattern in these 
stores. 

As Everywoman’s covers 25% of the food chain 
business in the United States, you can see that this 
was an important sales-builder for Libby. 

It is just further proof to me that when you use a 


magazine properly you get results! 


Editors note: To hear how you too can 
get results, call or wire Everywoman’s 
Magazine, 16 East 40th St., New York, 
N. Y. We'll be glad to tell you. 


 EVERYWOMANS 


—gets results in the fastest-growing food chains! 


Full-Store promotion 
of all Libby products as shown 
here is typical of our success. 


End Isiand displays 
like these helped account for 
much of our increase in sales. 
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U.S. Steel Pushes Kitchens l 

US. Steel Corp., Chicago, is) 
planning a retail promotion, 
“Kitchen Call,” designed to sell 


Network Gross Time Charges 


Source: Publishers Information Bureau 


kitchen cabinets of steel. High spot NETWORK TELEVISION 
of the promotion will be the “U.S. % Jan.-Feb. Jan.feb. % 
Steel Hour” television show on | Feb., 1956 Feb., 1955 Change 1956 1955 Change 
—_ 23. a —_— on the) gage oon. $ 6,418,210 $ 3,567,696 +80 $ 12,800,256 $ 7,285,891 +76 
ae te s — inform ate a rt 16,928,361 14,694,726 +15 34,748,816 30,525,867 +14 
“Kitchen Call” wn that dey te the|CUmante® omen ——. a — « 1,321,235 — 
ten a Bead ae alee Amd ERE * 13,845,000 12,419,641 +11 28,540,116 25,592,336 +12, 
po pe be a et dealers. Thousand.| "Ms" $37,191,571 $31,279,338 +19 $ 76,089,188 $64,725,329 +18) 
line ads wiil appear in daily papers | NETWORK TELEVISION TOTALS TO DATE 
in each of the markets in which 
“U.S. Steel Hour” is seen. Trade) aac aed ages: — eee 
attention has been drawn to the |J0% ++ $ 6,382,046 $17,820,455 $14,674,255 $38,876,756 
promotion by 22 ads in 12 eal Pa 6,418,210 16,928,361 —— 13,845,000 37,191,571 
SY AER $12,800,256 $34,748,816 $28,519,255 $76,068,327 


papers and magazines during the 
first three months of this year. 
to a local operation. 


**Effective Sept. 15, 1955, DuMont Television Network changed from a national network 


AMERICAN 
METAL MARKET 


newspaper in its field 
with a DAILY reader- 
oudience of 30,000 
tonnege buyers of 
metals. Ask for per- 
vinent facts & figures! 
18 Clift St., Mew York 38 | 


_UPA Forms UPA Enterprises 
UPA Pictures Inc., Burbank, 
| Cal., has established UPA Enter- 
| prises Inc. for the purpose of 
|merchandising cartoon characters. 
Mister Magoo and Gerald Mc- 
Boing-Boing head up the cast for 


which franchises are being set with | 


national manufacturers. At the 
same time, UPA formed UPA Mu- 
sic Inc. and UPA Music Publish- 
ers Inc. to promote tunes and com- 
positions featured in UPA cartoon 
productions. Charlotte Gilbert, 
merchandise supervisor, will head 
up the new divisions. 


too late 


Magazine 


A Fairchild Publication 
7 East 12th Street, New York 3 
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INTERNATIONAL—“The refreshment of friendship” is the theme for 
Pepsi-Cola’s overseas advertising. Shown here is one of the outdoor 
posters. 


With New Delhi Operating, Pepsi Has 
243 Overseas Plants in 72 Countries 


New York, April 17—A Pepsi- | overseas is a familiar one— and it’s 
Cola bottling plant was opened) spelled C-O-K-E. Coca-Cola got 
April 6 in New Delhi, India, giving| started in the international busi- 
Pepsi-Cola International its 243rd| ness before Pepsi and was realizing 
overseas plant in its 72nd country. | dividends from its foreign opera- 

Last year 20 new Pepsi plants | tions while Pepsi was first learn- 
went up in 12 countries—lIran,| ing the pitfalls. 

Iraq, Austria, West Germany,| Mr. Rhodes, in an interview with 
Mexico, Philippine Islands, Mau-| ADVERTISING AGE last week, con- 
ritius, Spain, Brazil, Venezuela, ceded that Coke still outsells Pepsi 
Uruguay and Canada. overseas, but he expects the tide 

This year at least 20 more new| to turn. He is hoping to make the 
ones will be established. Oslo will|same inroads internationally that 
get a new plant this summer, a sec-| Pepsi has made domestically on 
ond one will be opened in Spain,| Coke’s share of market. He points 
four or five will open in Mexico) out that in two big markets—Mex- 
and a dozen new ones are sched-|ico and Venezuela—‘We already 
uled in South America. | outsell Coca-Cola.” In the latter 

In short, Pepsi has cocked its|country, Pepsi has 11 bottling 
big guns for a major overseas as-| plants. 
sault on the soft drink market. Di-| Pepsi’s international operation is 
recting this campaign from the) similar to Coke’s. The company 
57th St. headquarters of Pepsi-| derives its foreign income primari- 
Cola International is John Rhodes,| ly from the sale of concentrate to 
vp in charge of marketing, a Brit-| the local bottling plants. These 
isher who originally came over! plants are, in almost all cases, lo- 
here as a Schweppes vp. |cally owned. In about a half a 

'dozen countries—such as Britain 
and Brazil—Pepsi has set up sub- 
sidiaries to make the concentrate 
because currency restrictions pre- 
vent importation. 


s Pepsi officials are close-mouthed 
about the contribution foreign mar- 
kets make to total volume, but AA 
understands that overseas sales of| 
Pepsi are no less than 50% of do-| 
mestic sales—or one-third of total 
volume. 
Pepsi's 


® Pepsi-Cola International will 
| work closely with foreign business 


competitive problem men who are interested in going 


A THE CHEMSTRAND CORPORATION 


éG LON 


FAIRCHILD LIST DIVISION Premium mailing lists 
(contain the individual's full name plus the complete 


During 1955, The Chemstrand Corporation 
used 27,666 Fairchild List Division 


names in 17 separate mailings. 


; 


name and address of the store or firm) in the 


MEN’S WEAR MAGAZINE has many Alexanders 
among its subscribers—some uptown, some down- 
town, some across town, But we were too late for 
Alexander the Great. And we're sorry. For he was 
a real leader. Why, if he were in the toga business 
today, he would recognize at once THE LEADER- 
SHIP FASHION REPORTS, the features in every 
issue of the leadership publication, MEN’S WEAR 


Magazine. Too bad we missed him and vice versa. 


men’s, women’s and children’s apparel industries, as well 


as in the home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on 
the rental fee of Fairchild mailing lists. 


FAIRCHILD LIST DIVISION 


7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 
(0 Men’s apparel (0 Women’s & children’s apparel 
(0 Home furnishings [) Shoes 
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city STATE 
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Advertising Age, April 23, 1956 


into the bottling business. Pepsi 
will do a market research study for 
them, help them to design and in- 
Stall the plant and provide them 
with the technical know-how. 
Once the plant is established, the 
bottlers get the famous Pepsi 
trademark and complete advertis- 
ing and marketing assistance. Pepsi 
International has regional offices 
of its own throughout the world. 
Some 190 persons now are em- 
ployed by the company overseas. 
From New York, Pepsi supplies 
its overseas bottlers with an aston- 
ishing variety of advertising mate- 
rials. These include advertising 
mats for use in newspapers and 
magazines, commercial announce- 
ments for radio, television and 
movie houses, outdoor posters and 
special aids, such as balloons with 
the Pepsi trademark and official 
Pepsi-Cola uniforms for driver- 
salesmen and plant personnel. 


® Every bottler receives an adver- 
tising and sales promotion manual 
from which he can order these ma- 


terials. Pepsi International exer-| 


cises close control over all adver- 
tising. Bottlers are advised that the 
materials in the manual have 
“proved successful in other mar- 
kets,” and “we urge you to make 
only the changes which are abso- 
lutely necessary.” All changes must 
be approved by Pepsi. 

The light, high-fashion advertis- 
ing now used by Pepsi in the U.S. 


r — 


The refreshment 
of friendship 


FRIENDLY—This Pepsi-Cola newspa- 
per ad is one of a series available 
to overseas bottlers. 


has been adapted for overseas use. 
“The refreshment of friendship” 
currently is the world-wide adver- 
tising theme. 

Mr. Rhodes told AA that, con- 
trary to reports, Pepsi Internation- 
al does not plan to integrate its 
advertising with one agency, a la 
Coca-Cola and McCann-Erickson. 
Kenyon & Eckhardt recently suc- 
ceeded Biow Co. on the Pepsi ac- 
count in the U.S. and Cockfield, 
Brown & Co. on the Canadian end; 
K&E is also in the process of set- 
ting up an international division. 


® But Mr. Rhodes said Pepsi will 
continue to use the many different 
agencies it has abroad. These agen- 
cies are selected by the local bot- 
tlers in consultation with Pepsi 
International. 

The American agency is used by 
Pepsi to prepare the ad materials 
for the local bottlers. Pepsi Inter- 
national also places, through the 
domestic agency, schedules in ex- 
port publications. It currently runs 
a 13-page schedule in Life Inter- 
national and a 13-page schedule in 
Life En Espanol. 

A new Pepsi-Cola agency was 
appointed recently in Britain. Col- 
man Prentis & Varley acquired the 
account from Masius & Fergusson, 
which is headed by Leonard N. 
Masius, a Lord & Thomas alumnus. 
In Britain, Pepsi is bottled by 
Schweppes Ltd. Pepsi, of course, 
bottles Schweppes in this country, 
as well as in Canada, Mexico and 
—as of this week—Venezuela 
(AA, April 16). These, however, 
are separate, rather than recipro- 
cal, agreements. 


‘Sports Illustrated’ 
Reader Has Money, 
Politz Study Shows 


New York, April 17—Get this 
picture. The guy is 38, he has an 
income of $9,550, he owns a house 
valued at $19,800, he has charge 
accounts, a tv set and a car. 

Who is he? The median Sports 
Illustrated subscriber, as limned 
by a national direct mail study of 
SI subscribers made by Alfred 
Politz Research. 

As for this guy’s wife, she wears 
cashmere sweaters and fur coats, 
and she owns a home freezer and 
a dishwasher. 

Almost none of SI’s families are 
in the income bracket headed 
“under $3,000.” In the $10,000 to 
$15,000 bracket are found 20% of 
all SI subscribers, while one in 
every four subscribers has an in- 
come over $15,000 yearly. 

Attesting the affluence of Sports 
Illustrated’s audience is the fact 


that one mailing of questionnaires | J 


included a $5 bill in each envelope. 
Of the people thus approached 
40.8% responded. One respondent 
wrote, “Dear Mr. Politz, you ob- 
viously found the money tree. 
Won't you please tell me where it 
is?” 

In any event, Politz “achieved 
an effective response rate of 82.5% 
from the random selection of 9,528 
names taken from the December, 
1955, full SI subscriber list of 
450,000.” 


| ization of Ironrite Inc., 


10S 


Kuttner & Kuttner Adds One 
Ironrite of Chicago, sales organ- 
Mt. Clem- 
ens, Mich., maker of automatic 
ironers, has appointed Kuttner & 
Kuttner, Chicago, to handle its ad- 
vertising. Ironrite will introduce a 
new rental-sales plan in Illinois 
and part of Indiana with a drive in 
newspapers, radio and television. 


Newsprint Production Up 
Canadian newsprint production 
for February amounted to 514,673 


tons, an increase of 7.3% or 35,387 
tons over February, 1955. Daily 
production averaged 20,521 tons, 
up 3.5%. Production rate was 
102.1% of 1956 rated capacity com- 
pared to 103.3% in January. 


Milford Forms Company 
Richard G. Milford, partner in|’ 
John R. Rutherford & Associates, | 
Chicago publishers’ representative, 
has sold his interest in the com-| 
pany and will establish his own 
representation business in Chicago, | | BOTTLED—The Glass Container Man-| 
effective May 15. |ufacturers Institute will run a 


campaign during June, July and 


Blair Companies Move August promoting soft drinks bot- 

John Blair & Co. and Blair-TV, | tled in glass. Consumer magazines| 
station representatives, will move po be used, plus business papers | 
to their new offices at 415 Madison| and the labor press, Kenyon & 
Ave., New York, on April 28. Eckhardt is the agency. 
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Dealer ads 
rate-holders —"feelers” 


are done with equal! skill. Nearly 
half acentury at it, to back this up 
SAY P. But better send for free specimens. 


WALK anvertisine treocrapny 


| Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 


Evening Tribune. 


San Diego drive-in bank — on original woter 
color pointed for the Son Diego Union and 


% aw 


IN BANK DEPOSITS | 


1955... 


Here is a richly diversified market ... with 
tremendous buying power. Here is an isolated 
market... 120 miles from any other major metro- 
politan area. San Diego is a growing market, too 


1954..... $628,489,000 


- $685,776,000 


responsive market — at lowest cost . . . use the 
saturation coverage of San Diego’s two “‘respon- 
sive” newspapers — the San Diego Union and 
Evening Tribune. 


— now 2Ist in the nation. To sell this highly 


COP ey NEWSPAPERS 
15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and 
Greater Los Angeles... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Kelly Named Representative 
Arthur J. Kelly, Chicago, has 
been appointed midwestern ad- 
vertising representative of West- 
ern Industrial Publications, Los 
Angeles, publisher of 
Trucking and Tile. Mr. Kelly, who 
also represents Babcox Publica- 
tions, Akron, O., formerly was 
with Hospital Management and 
Moore Publishing Co., Chicago. 


Van Cleve Joins Michener 
Virginia Van Cleve, formerly 


with the creative department of! 


Western | 


McCann-Erickson, Cleveland, has) 


joined Michener & O'Connor, Har- | 


risburg, as an account executive. 


TWO TOURS for 
WOMEN WHO WRITE 


Dateline: Evrope July 22-Aug. 19 $939 
A Food Writer's J Aug. Sept. 21 
987 


for information write to 


STUDY ABROAD, INC. 
250 West 57th St. N.Y. 19, NY 


Hoener Beard Venezian 


SPEAKING TOUR—William K. Beard Jr., president of Associated Busi- 

ness Publications, New York, spoke to members of the Oregon 

chapter of the National Industrial Advertisers Assn., at a dinner 

meeting in Portland. The next day, Angelo R. Venezian, assistant 

vp, McGraw-Hill Publishing Co., New York, was guest speaker 

at a meeting of the Oregon Advertising Club. Edgar P. Hoener, pub- 
lisher of the Timberman, introduced the speakers. 


Greatest Morning and Sunday Circulation in Washington State 


READERS? 


Seattle’s 
Women’s Clothing 
Stores 
CHOOSE THE 
POST-INTELLIGENCER 


over the second paper 


Seattle's women’s apparel merchants 
know the paper that women prefer. 
That’s why these stores choose the 
Post-Intelligencer by more than TWO 
to ONE! Last year the Post-Intelli- 
gencer carried 975,273* lines of 
WOMEN’S APPAREL advertising. 
The second paper published 459,924" 
lines. See your Hearst Advertising 
Service man for details. 

*Media Records 


The Seattle 
POST-INTELLIGENCER 


Represented Nationally by 
HEARST ADVERTISING SERVICE 


— 


Friskies Dog Food 
Ofter Gets Push on 
‘Burns, Allen Show’ 


Milling division of Carnation Co., 
will make an unprecedented offer 
of a free can of Friskies and a 
booklet on dog care to any viewer 
who sends in a canned dog food 
label from any brand. No money 
is required. 

The offer will be made for six 
weeks, starting May 7, on the 
CBS-TV “Burns & Allen Show.” 
Viewers will be asked to send their 
dog food labels to George Burns. 
In return they will get free cou- 
pons for regular 16-oz. cans of 
Friskies, plus the Carnation book- 
let, “The Dog in Your Life,” auto- 
graphed by Gracie Allen. 


= According to Donald H. Arvold, 
general advertising manager of the 
pet foods, cereals and feeds divi- 
sion, the promotion is designed to 
help grocers sell a premium prod- 
uct, and build demand for Friskies 
by giving dog owners a chance to 


‘|test Friskies at no cost. 


Grocers will be invited to par- 
ticipate in a contest to guess how 
many labels will be received by 
June 30. The retailer who comes 
closest to the actual number will 
receive $1,000 in cash. 

Erwin, Wasey & Co., Los An- 
geles, is the agency. 


Offers Drop-Ship Catalog 

Fradkin Advertising, New York, 
is offering a mail order catalog in 
which all manufacturers drop- 
ship individual orders for their 
merchandise directly to the cus- 
tomers of the catalog purchasers. 
Considered a selling tool for the 
beginner in the mail order field, 
the catalog is imprinted with com- 
pany name and address and can 
be further personalized by the 
inclusion of the mail order opera- 
tor’s own products. A sample 
catalog and further information 
may be obtained from the agency, 
114 E. 40th St. 


Los ANGELEs, April 17—Friskies | 
dog food, produced by the Albers | 
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juBiLeE—Celebrating its golden an- 

niversary, Planters Peanuts is us- 

ing this counter card to offer a 

peanut server, created by Oneida 

Ltd., for 25¢ and one Planters 
can coupon. 


GE Will Use Print 
Media in Drive for 
New Fluorescent Tube 


New York, April 17—General 
Electric, in introducing a new 
fluorescent lamp with “double the 
light output” of present tubes, last 
week revealed an extensive adver- 
tising campaign set for this spring 
and fall. The lamp itself will be on 
the market before the end of 1956. 

R. A. Lundgren, of the GE large 
lamp department, said the “revo- 
lutionary” tube will be advertised 
in late May with pages in Busi- 
ness Week and Time, and again in 
October, November and December 
in the same two publications and 
some 30 other magazines and news- 
papers, including Fortune, News- 
week, Wall Street Journal and 
U. S. News & World Report. The 
complete schedule is not yet set. 

Batten, Barton, Durstine & Os- 
born, New York, is handling. 


Leo Burnett Names Two 
Leo Burnett Co., Chicago, has 


Justin Joins Screen Gems 

Edward L. Justin, formerly vp 
of Kagran Corp., has been named 
director of the expanded mer- 
chandising department of Screen | 
Gems, New York, tv producer-| 
distributor. 


appointed Henry Hannath (Bob) 
Marshall and James R. Coufal 
copywriters. Mr. Marshall former- 
ly was with Biow Co. and Ogilvy, 
Benson & Mather. Mr. Coufal pre- 
viously was with Allen & Rey- 
nolds, Omaha. 


600 W VAN BUREN ST-+ CHICAGO 7 
TELEPHONE STATE 2-5367 
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Use Media with 
Imagination, 


JWT Exec Urges 


New York, April 17—Using me- | 
dia with imagination is more im-| 
portant today than ever, accord- 
ing to Arthur Porter, vp and me- | 
= director of J. Walter Thompson 

0. 

In a speech before the Dotted | 
Line Club here recently, Mr. Por- | 
ter said there are three fundamen- | 
tal steps in media work: Determin- 
ing marketing strategy for the 
product, determining copy strate- 
gy and deciding on media strategy. | 

After these have been taken, he. 
said, there is a dynamic fourth | 


SUPERWOMAN—This 75’ tall figure of a housewife tuning in a Motor- 

ola tv set is referred to by its creator as the largest cutout of a hu- 

man figure in the U.S. Hixson & Jorgensen, Los Angeles, is the 
agency for the Motorola distributor in that city. 


step. This is “the degree of in-| Porter cited an aluminum ad in| eration in planning a client's pro- | 


Iron Age, which used a delicate,| gram, from nighttime tv to direct 
fragile approach to underscore | mail. And if the evidence showed 
aluminum’s lightness and beauty after thorough analysis that sky- 
—in contrast to the usual heavy| writing, carpenters’ aprons and 
metal advertising in Iron Age. street car-benches were the best 

Another technique, he said, in-|combination for a specific pro- 


genuity and creativeness that is ap- 
plied to the job of projecting the 
client’s message to the market.” 


s Often, he said, it can be a mat- 
ter of the timing of an advertising 
message. In this connection he 


cited an Eastman Kodak “Photog- | nance. Mr. Porter said the Charles| ommend them for a minute.” 
” : Pfizer “Spectrum,” a 12-page sec- 
raphy at Work” page in the Feb.|~. pe ng * age 
20 Neweweek Fs ran at the/ tion of editorial and advertising Motorola Names Seven 
same time as a cover and inside | #PPearing in all issues of the Jour-| in Marketing Realignment 
news story on the exact subject of | ‘A “ the ry pe Medical! tn line with a realignment of 
ssn., illustrates this approach. functions in its consumer products 


the ad. > 
Sometimes, he continued, it con-| “We at Thompson believe that marketing organization, Motorola 
Inc., Chicago radio and tv manu- 


cerns the position selected, or the | the total advertising job is a cre- 
adaptation of the manner and tech-|@tive one, from the construction | facturer, has made several execu- 
nique used by the editors. Or it | of marketing plans right oN | tive changes. S. R. Herkes, former- 
could be the reverse, making an ad| through to copy and media and) jy yp and general manager of Mo- 
torola-Chicago Inc., was appointed 


conspicuous because of its differ-|™erchandising plans,” said Mr.| 


ence. He cited a Kraft cheese lent-| Porter. “We believe that in order|/y, in charge of sales; Allan G. 

en ad in Chain Store Age, posi-|t0 be highly creative—and effec-/ wijliams, formerly administrative 

tioned in the editorial section of | tive—advertising planning must assistant to the vp for marketing, 

the magazine, with layout, type|>¢ approached utterly without in-| has been named general sales man- 
“hibitions of any kind, other than| ager. 


face, photos and a run-over col-| d 
umn “taking the cue” from the|@ knowledge of what constitutes); David H. Kutner, formerly di- 
rector of advertising, was named 


magazine’s editorial material. good taste. 
“We believe that all forms of| merchandising manager; J. B. 
media must receive careful consid- | “Kip” Anger was promoted to the 


= For the reverse technique, Mr. 


volves sheer weight and domi-/| gram, we wouldn’t hesitate to rec- | 
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|new post of national radio sales|Glenn, Jordan, Stoetzel), Chicago. 
manager; Charles P. Lloyd to She has been with the agency 
another new post, national televi- several years, formerly as assist- 
|sion sales manager; John W. Car- ant media director. 


iroll has been named Chicago 
© SC/SSORS-T/P ART« 


‘branch manager, and T. H. Ellis, a 
The most convenient and the quickest way to 
produce smart printed promotions js to use 


newcomer to Motorola, is special 
| accounts manager. 

the Clipper Scissors-Tip way. Free sample 
copy, yours to use, no obligation. Address... 


‘Stoetzel Boosts Mrs. Murphy 


Mrs. Leona Murphy has been 
Box 806M Peoria, lilinois 


appointed director of media of 
Stoetzel & Associates (formerly 


abvertisers akE SOLD 
ON THE MEDIUM THAT SELLS 


IOWA 


827,428 


| 
| 
| 
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ADVERTISING LINEAGE GAINS 
WALLACES’ FARMER AND 
1OWA HOMESTEAD 
1951-1955 


792,125 


| 
| 
| 


| 
| 


712,900 


668,300 


1952 


1953 


| WALLACES’ FARMER 


AND 


| IowA HOMESTEAD 


| 
RICHARD 5S. PIERCE, PUBLISHER * DES MOINES, IOWA 


| 


Ww 


IN DEED WE D0 


Yes, actions speak louder than words, 
that’s why we specialize in action. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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bright,” said Mr. Edmunds. 

He could see nothing to be}! 
alarmed about in the increase in 
instalment buying. By 1965, he 
predicted, instalment credit would 


s 
Ford Economist 

Sees $550 Billi 
ees ] 10n climb to $48 billion, half of it in 
1 cars. , , 
| “Consumer credit,” he added, “ 
eee ae |. ces 
javailable to provide a_ higher 

‘People’s Credit’ 


'standard of living to younger 
Can‘t Be Treated Too 


people and those less well off.” 
Speaking to 200 executive of- 
Severely, Says Edmunds 


ficers of companies which loan 
money or sell on credit, Mr. Ed- 
ANN ArsoR, MicH., April 17—|™munds had a reassuring thought 
The automobile industry will ac-| about current congressional con- 
count for $16 billion of a gross na-| cern over consumer credit. 
tional product of $550 billion by'| 
1965, a Ford Motor Co. economist | ® “Consumer credit is the people’s 
predicted in a speech before the| credit and cannot in the long run 
National Consumer Credit Confer-| be dealt with more severely than 
ence here last week. business or other credit,” he said. 
Stahrl Edmunds, the economist,); Mr. Edmunds pointed out that 
also predicted the nation’s dis-| business loans have increased more 
posable income would rise 40% in | this year than personal instalment 
the same period and that there! buying. 
would be eight times as many two-| Before predicting that the auto 
car families. industry’s income would climb 40% 
“In short, the future looks real|in the decade, Edmunds referred 


JACKSON, MISS. 
State Times 


(EVENING AND SUNDAY) 


Delivers 
18.3% more 


dealer and carrier circu- 
lation in the Jackson city | 
zone than any other eve- | 
ning newspaper. | 


(Based on information taken from A.B.C. 
publishers statements for the 6 months | 
ending September 30, 1955.) 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 

30% more automobile lineage... 
107% more appliance lineage... 
More total display advertising... 
More total classified advertising 


since the State Times started publication than 


@ UNiteD staves street Ponape 
JUNE SHOWERS—This four-color U. S. Steel spread will appear in the 
June issue of Ladies’ Home Journal and in the summer and fall 
editions of Bride’s Magazine. The ad, part of an Operation Shower 
campaign, promotes steel housewares as gifts for brides. Batten, 
Barton, Durstine & Osborn, New York, is the agency. 


to last year’s $12 billion in sales “Expenditures are down for ra- 
as “unusual.” dio, television and musical instru- 
He said 1956 sales should amount | ments, food, household operation, 
to about $11 billion—‘a more|sports equipment, beauty care, 
normal car year”’—then climb jewelry and watches, clothing, pub- 
steadily toward 1965. lic transportation and_ spectator 
Two-car families, of which there amusement,” he added. 
are 4,300,000, will climb to 10,000,- 
000 by 1965, Mr. Edmunds pre- Eggs Get Year-Round Push 
dicted. The Poultry & Egg National 
He said the gross national prod- _Board, Chicago, plans a stepped- 
uct would climb from last year’s| up promotion designed to give eggs 
$388 billion to $550 billion in the|a more prominent role in family 
10-year period. |meals and national nutrition. Fol- 
llowing the January Egg Month 
# Mr. Edmunds observed that|campaign and Easter promotion 
Americans’ values are changing.! will be a May promotion of eggs 
“They want bigger and better | for picnics; June, eggs for wedding 
cars and bigger and better homes,” |} cakes and picnics; July through 
he said. October, a special effort to stim- 
“They are spending far more|ulate sales of smaller eggs; Sep- 
money on education, religious and tember, eggs for school lunches; 
welfare activities, medical care, October, eggs for fall and Hal- 
clubs, travel and personal busi-|loween, November-December, eggs 
ness,” he said. |for holiday cooking. 


vee 


‘Commuter’ Issues Rate Card; 
Plans Expansion to Coast 

The Commuter, a_ bi-monthly 
magazine “to entertain, edify and 
serve as the voice of commuters” 
which bowed last October (AA, 
Oct. 24, 55), has issued its first 
advertising card. Rates are divid- 
ed into general and local suburban 
classifications, with general ad- 
vertising calling for $400 a page; 
$290 for two-thirds page, and cor- 
respondingly lower charges for 
smaller space. For local suburban 
advertisers, the charge is $200 a 
page; $145 for two-thirds page. 

The Commuter was founded as 
a weekend project by a group of 
New York, New Haven & Hartford 
commuters. Robert E. Baker, who 
serves as publisher and advertis- 
ing manager at 39 South Ave., New 
Canaan, Conn., plans for expan- 
sion to Boston, Chicago, Phila- 
delphia and San Francisco, the four 
largest train commuting cities 
other than New York. 


‘Ticker Tape’ Tells What 
to Do with ‘Excess Money’ 
Chicago’s educational tv station, 
WTTW, is putting on a ten-week 
series, “Ticker Tape,” a half-hour 
weekly program which explains 
the ins and outs of investments to 
“people faced with the important 
problem of what to do with their 
| excess money.” The title of the ini- 
tial program, April 12, was “What 
|Everybody Ought to Know about 
this Stock and Bond Business.” The 
one on April 19 was “Stocks and 
Bonds—Why and When to Buy.” 
The show features a_ regular 
panel of three financial experts 
plus a guest panelist each week. 
Questions by phone or by guests 
will be answered by the panelists 
after a brief discussion of the sub- 
ject of the evening. The program 
moderator is Sam B. Lyons, editor, 
| Finance. 


for 


Advantages 


Agencies and Advertisers 


* PROTECTION AGAINST COMPETITIVE ADVERTISING 
Just imagine! Only one advertiser for each product classification, in theatres 


selected, for as little as one or as many as 52 weeks. 
* MINIMUM COMPETITION FOR ATTENTION 


Only 3 to 5 different non-competing advertisers are shown in the theatres in 


which you advertise. And, 85% to 95% of the viewers 
tisement. 


* FREQUENCY 


remember your adver- 


18 to 35 performances per week with a showing of your advertisement at each 


performance. 
* FLEXIBILITY 


You can advertise in as little as one or as many as 16,000 theatres per week— 
and, in the weeks that lie ahead, your advertisement will be seen by as few 
as 10,000 in one theatre or as many as 60,000,000 in 16,000 theatres. 


* DRAMATIC USE OF COLOR 


Made-to-order one minute film commercials in beautiful Eastman color. Avail- 
able for your use—one of America’s finest and most complete Film Production 


Studios. Air conditioned, too! 
* COVERAGE 


—_ 
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A yearly cumulative audience that equals 90% of the persons in a community 
over 15 years of age who are mentally and physically able to attend theatres. 
44% of this cumulative audience will be exposed to your advertisements for 
thirteen or more times. 


any other Jackson evening newspaper. 


(Lineage data based on 
media records statistics.) 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 
New York, Chicago, Detroit, Kansas City, Atlanta, 
Oklahoma City, Dallas, Charlotte, San Francisco 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 70 E. 45th St. 
New Orleans, La. New York, N. Y. 


y 
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For Meany Te the Theme Ponies ta ter “Hemmer: Vimy Utnpartnm” 
Fee The Lowest Pedr Rian Pimmwinr Harn 


BANK*/HIGHLAND PARK | 


ee me 


BOOSTER—The Bank of Highland 
Park, Highland Park, IIl., boosts 
business by boosting do-it-yourself 
dealers. This ad in the local news- 
paper is the second of a series 
urging citizens to patronize com- 
munity businesses. Dancer-Fitz- 
gerald-Sample is the agency. 


CBS TV Film Sales 
Extols ‘Balance’ 
in Programming 

New York, April 17—CBS Tele- 
vision Film Sales currently is pro- 
viding almost 700 half-hours of 
programming to sponsors and sta- 
tions throughout the country, Fred 
J. Mahlstedt, director of operations 
and production for the distributor- 
producer, reports. 

Of these half-hours, 25 have been 
added since March 1. In addition, 
two CBS Film shows, “Navy Log,” 
and the Gene Autry show, which is 
also syndicated in some areas, are 
carried on the CBS network. 

The film company revealed it has 
three series now in production in 
Europe: “The Legionnaire,” “The 
City” and “Richard the Lion- 
hearted.” Three other shows will go 
before the camera shortly. 

Mr. Mahlstedt feels that a well 
balanced film distribution opera- 
tion in the future will include a 
combination of first run syndica- 
tion, re-run syndication and net- 
work and national spot scheduling. 
He indicated that his company is 
planning with all these outlets in 
mind. 


Food Editors Conference 
Planned for May 4-5 

A conference for editors, writers 
and public relations people who 
prepare news material for insti- 
tutional or food service publica- 
tions is planned for May 4-5 at the 
Sheraton Hotel, Chicago. Material 
presented will include background 
information on companies and 
products, results of research, ad- 
vance technical developments, 
marketing plans and policies, uses 
for new products and new applica- 
tions for established products. 
Companies committed to make 
one-hour presentations are Ac’cent 
International, Armour & Co., Gen- 
eral Foods Corp., H. J. Heinz Co. 
and Kraft Foods Co. 

The institutional editorial con- 
ference precedes the National Res- 
taurant Assn. convention to be 
held May 7-11. For information, 
or registration, write Don Swan- 
son, Ac’cent International, 20 N. 
Wacker Dr., Chicago. There is no 
charge. 


‘Caldwell News’ Becomes 
Scripps League Paper 

The News-Tribune, Caldwell, 
Ida., has become affiliated with the 
Scripps League of Newspapers and 
plans have been made to print it 
jointly with another Scripps 
League affiliate, the Free Press, 
published in the nearby city of 
Nampa, Ida. Plans are for a new 
printing plant to be erected on a 
seven-acre site midway between 
the two cities. 
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||previously was with RCA Inter- 


|]. M. Mathes Names Five; 
Gets Odorono, Peggy Sage 

J. M. Mathes Inc., New York,’ 
|has appointed James O. Rankin, 
| Neil Landy and Richard F. Creedy 
|to its copy staff and Edward J. 
Garvey and Laurence N. Gross ac- 
count executives. Mr. Rankin for- 
merly was vp and creative direc- 
tor of Hilton & Riggio; Mr. Landy 


national; Mr. Creedy was with 
Ted Bates & Co.; Mr. Garvey was 


general sales and merchandise co- 
ordinator for the men’s division of | 


'|Pacific Mills, and Mr. Gross was | 


|with Benton & Bowles. 

Northam Warren Corp., Stam-_ 
ford, Conn., has moved its Odor- | 
ono deodorant and Peggy Sage 
cosmetic accounts back to Mathes | 
after a five-month stay at Dowd, | 
Redfield & Johnstone. 


Booklet Gives Shoe Industry 
Figures; Includes Ad Costs 


HEAR YE—May is 
National Tavern 
Month, and pret- 
ty Pat Percy 
hangs out the 
welcome sign for 
Pabst Brewing 
Co., co-sponsor 
of the month 
with the National 
Licensed Bever- 
age Assn. Pabst 
also has available 
other Tavern 
Month promo- 
tional material. 


Cale 


|published by National Shoe Man- 
|ufacturers Assn., New York. In- 

“Facts & Figures on Footwear,”|cluded is a section on national 
the 10th annual edition, has been | magazine advertising based on fig- 


ures by Publishers 


Bureau. According to these fig- 
ures, $8,280,701 was spent in 1955 
—$3,316,474 of this by men’s shoe 


113 


) manufacturers, $3,234,418 on wom- 
len’s shoes. Pages were 390.8 for 

men’s shoes; 545.7 for women’s 
| Among other statistics given in the 
|booklet was the 1955 per capita 
lconsumption of leather shoes in 

leading countries of the world, 
|which showed that the U.S. leads 
with 3.45 pairs per capita; United 
| Kingdom, 2.80, down to .005 for 
| China. 


oa Sells ‘Metal Working’ 

Materials Handling Laboratories 
|Inc., Boston, publisher of Modern 
| Materials Handling, has purchased 
Metal Working from Sutton Pub- 
lishing Co., White Plains, N. Y. 


‘| OFFICE SPACE - AT PARK AVE. 
| 1000-5000 Feet 
Fully Air Conditioned - Partitioning 
120 East 56th St., New York, N. Y. 
Rents Begin at $450 monthly 
Julien J. Studley, Inc. * PL 1-3394 


OTTAWA 
Citizen 


Boor 


re% 


HAMILTON 
Spectator 


UNITED STATES REPRESENTATIVE | 


IN CANADA 


“ 
‘ Shorts a 


ne 


* 


~ 


| 
| 


The 7 Southam Newspapers are truly local. Each has its own 


editorial policy appealing to its specific market area. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


MEDICINE HAT 


WINNIPEG 


Tribune Herald 


CALGARY 


News 


EDMONTON 
Journal 


Cresmer & Woodward Inc. (Can. Div.) 
New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


VANCOUVER 
Province 
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So | packed up 
and departed 
quicker than you 


could say 'Aloha'!" 


Lucia Lewis, the Chicago Daily News 
most traveled of travel editors, has just 
received another award. You're right... 
a trip to Hawaii! She was top-winner in 
the Mark Twain Travel and Writing 
Awards, and although Mrs. Lewis goes 
‘round the world as casually as most 
folks go ‘round the corner to the store, 
away she went, and who wouldn't? Her 
articles on far-off places have sent thou- 
sands of happy readers on thousands of 
happy trips. The News goes into 600,000 
homes a day, and travel-advertisers ap- 
preciate the power of the big Saturday 
Travel Pages. Bon Voyage! 


The CHICAGO DAILY NEWS 
HITS HOME 


Park & Tilford to 
Add Liquor Brands 


to Replace Lost Ones 


New York, April 17—‘“Negotia- 
tions for the addition of several 
imported liquor brands are near- 
ing successful completion,” Stan- 
ley L. Brown, president of Park & 
Tilford Distillers Corp., told stock- 
holders at the company’s annual 
meeting here. 

“The imminent expansion of 
our import department through 
the acquisition of several agencies 
for world-renowed brands,” Mr. 
Brown said, “will help us regain 
our substantial foothold in the field 
of imported wines and spirits— 
which was undermined when an 


us of four brands we had been 
marketing with outstanding suc- 
cess for 22 years.” 


® Loss of the four brands—Vat 69 
Scotch, Booth’s House of Lords gin, 
Booth’s High & Dry gin and Mar- 
tell cognac—is the basis of a $90,- 
000,000 damage suit filed here 
April 3 in federal court by P&T 
against Distillers Co. Ltd., Nation- 
al Distillers Products Corp., Hiram 
Walker-Gooderham & Worts, Dis- 


tillers Corp.-Seagrams, and vari-| 
ous subsidiaries and affiliates of 


those companies (AA, April 9). 

While nobody at P&T would 
name the brands the company 
hopes to get, it is understood that 
P&T expects to import by fall at 
least one brand of Scotch whisky, 
a French brandy and an English 
gin as well as some French wines 
|and liqueurs. 


‘Six Manufacturers Schedule 
Six -Page Gatefold in ‘Charm’ 


Six manufacturers are joining 
forces to promote a “Hat to Heel” 
beach wardrobe in a_ six-page 
color gatefold in the May issue of 
Charm, Initiated by West Coast 
swimsuit manufacturer, Rose Ma- 
rie Reid, the campaign includes 
Kleinert swim caps and beach 
bags, Haymaker beach shirts, Cal- 
ifornia Cobbler beach _ shoes, 
Helena Rubinstein waterproof lip- 
stick and mascara, and American 
Optical Co. Cool-Ray Emeraldlite 
sunglasses. 

Besides promoting the beach 
wardrobe idea, the ads advise 
women to “speed-shop” for indi- 
vidual items in store-established 
“Beach Boutiques.” Carson Rob- 
erts Advertising, Los Angeles, 
coordinated the campaign. 


Four A’s Elects Holmberg 

L. O. Holmberg, vp of Compton 
| Advertising, Chicago, has been 
elected chairman of the central re- 
gion of the American Assn. of Ad- 
vertising Agencies. Other officers 
elected include Arthur G. Rippey, 
partner in Rippey, Henderson, 
Kostka & Co., Denver, vice-chair- 
man; E. J. Lauesen, vp of Fuller & 
Smith & Ross, Chicago, secretary- 
treasurer (reelected), and Milton 
H. Reynolds, partner in Allen & 
Reynolds, Omaha, governor (re- 
elected). 


Ogden Advances Paul Wood 

| Ogden Publishing Co. New 
York, publisher of the Glass 
Packer and Glass Industry, has 
‘appointed Paul T. Wood advertis- 
‘ing manager of Glass Industry. 
Currently ad manager of Glass 
Packer, Mr. Wood now will be 
responsible for advertising in both 
publications. 


WITI-TV Names Meyerson 

J. I. Meyerson, formerly nation- 
al sales representative of Time 
Inc. radio and tv stations in Den- 
ver, Salt Lake City and Albuquer- 
que, has been named general 
manager of WITI-TV, new Mil- 


waukee station which will begin: 
telecasting May 21. 


international conspiracy deprived .== 
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Good turn for machine tools 


Road bu tress Belip Som crew's tomdbrldbe re cee ate 
the machomery fon rams pronboctir 


Good turn for machine tools 


Read how hanks kelp Amenca’s toulbudders = eee 
ee eee ee 


x . a CHASE 

YHASE i : MANHATTAN 

MANHATTAN <a > 
BANK 


“DEAR SIR: YOU CuUR”—The ad at left, which Chase Manhattan placed 

in magazines through Kenyon & Eckhardt, showed an inspector at 

work. It was cleared by experts, but nobody anticipated the 

receipt of five letters protesting that the worker would soon be 

blinded without safety glasses. Another letter, predicting the same 

dire end, appeared in the April 2 issue of AA. Chase quickly sub- 
stituted a bespectacled man. 


Name Abrams to ANA Board 


of advertising, Revlon Inc., has | advertising manager of American 
been named to the board of direc- Viscose Corp., now with J. Walter 
tors of the Assn. of National Ad- ;|Thompson Co. 


, vertisers. He fills the vacancy left 
George J. Abrams, vp in charge | by Charles W. Rice Jr., former 


<< 
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ONE WILL DO! 


Just one station . . . WBNS Radio . . . will 
fatten your sales average in Columbus and 
Central Ohio. WBNS delivers the most listen- 
ers . . . twice as many as the next biggest 
station. The most and also the best. With 
28 top Pulse-rated shows, WBNS puts push 
behind your sales program. To sell Central 
Ohio . . . you've got to buy WBNS Radio. 


CBS FOR CENTRAL OHIO 
Ask John Blair 


COLUMBUS, OHIO 


The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 
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TV Tape Steals 
NARTB Spotlight 
from Color TV 


(Continued from Page 1) 
Saturday when Ampex Corp., 
Redwood City, Calif., sprang it at 
. CBS-TV affiliates’ session (AA, 
\pril 16). The Ampex device con- 
isted of a 900-lb. console housing 
a couple of hundred tubes, many 
control buttons and, on top, a 
pair of reels for passing two-inch- 
wide tape past a high-speed mag- 
netic-recording drum. 


s The new machine, said Ampex, 
could put 65 minutes of sight and 
sound on a single 14” reel—re- 
wind it in less than two minutes— 
and then play it back with much 
better fidelity than a kinescope 
film. It could then be erased and 
used again (100 re-plays guaran- 
teed), and could also be cut and 
pasted like a sound tape. 

In general, Ampex proposed its 
recorder as the complete successor 
to kinescoping. Networks, it was 
pointed out, could use the mech- 
anism for delayed broadcasts to 
eradicate the effects of the East- 
West time differential. 

As for what stations might even- 
tually do with it—the question 
was downright appalling, but nev- 
ertheless a favorite topic of corri- 
dor conversation. Broadcasters 
could be heard furtively suggesting 
that a lot of questions about net- 
work option time might be “re- 
solved” as stations simply taped 
network shows and put them 
where they pleased. 


s “The tape could put all pro- 
gramming in the hands of the 
stations,” one CBS-TV affiliate 
boldly asserted. As an example— 
and the logical first step—he sug- 
gested that special events such as 
a Presidential message might be 
taped and delayed so as not to 
disturb a profitable local program. 

Asked whether the networks 
were likely to permit this kind of 
program juggling, he _ replied: 
“That’s the $640,000,000 question.” 

Whether or not the Ampex de- 
vice was really that “hot,” there 
was no doubt that its demonstra- 
tion in the Ampex chambers was 
the star attraction of the conven- 
tion, playing to 100-200 people an 
hour during most of the four days. 
Philip Gundy, manager of Am- 
pex’s audio division, promised that 
commercial deliveries would begin 
next February, and by Wednesday 
afternoon 70 orders had been 
placed—at a maximum price of 
$50,000 apiece. 


= CBS ordered three $75,000 pro- 
totypes for immediate delivery, 
and so did NBC, notwithstanding 
the fact that RCA has its own tv 
tape machine somewhere in the ex- 
perimental stage. Storer Broad- 
casting ordered 12 of the later 
$50,000 models and Mutual Broad- 
casting ordered eight. 

The magnetic tape even turned 
up on the NARTB official pro- 
gram—in a political forum. 

There, J. Leonard Reinsch, 
WSB, Atlanta, and radio-tv con- 
sultant of the Democratic Nation- 
al Committee, announced that Am- 
pex is installing its recorders at 
the two major-party conventions, 
for use without charge by all tv 
newsmen. He also predicted the 
tape will be a help in handling the 
televising of Presidential news 
conferences. 


Fogel Joins ‘Baby Talk’ 

Irene R. Fogel, formerly head of 
her own agency, Promotion Serv- 
ices, has been named merchandis- 
ing and promotion director of 
Baby Talk, New York. 


| 


Gray 


PARTIES AND PLACES—Those Coke bottles on the left 
are no accident; they’re at a party thrown by Mc- 
Cann-Erickson, Chicago, for NARTB delegates. Also 
in the picture are Gordon Gray and Ted Bergmann, 
WOR, WOR-TV, New York; George Jeneson, Mc- 
Cann, New York, and Bob Brewster, McCann, Chi- 


Bergmann Jeneson 


Spencer 


posed: Kenneth 


Bedwall 
cago. At an MCA-TV party three overseas delegates 


Cleveland 


Cleveland, head of MCA-TV, Lon- 


don, and Norman Spencer and Colin Bedwall of 
General TV Corp., Melbourne. The latter two will 
operate one of Australia’s six stations when the sub- 
continent inaugurates tv in November. 


‘Thank Heaven for TV’s 
Successes’ Is Trenner’s 
Cry to Mutual Members 


Cuicaco, April 19—Any radio 
man who attended the National 
Assn. of Radio & TV Broadcasters 
convention here two years ago 
would hardly believe his senses 
upon witnessing this year’s ver- 
sion. 

In fact, he would have found 
very little to see or hear. In con- 
trast to two years ago when radio 


NARTB Meeting 
—Radio— 


station men were bleeding finan- 
cially and forming dissenting com- 
mittees and sales groups right and 
left, this year’s radio man was both 
quiet and contented. Relegated to 
a definitely junior role at the con- 
vention sessions, he appeared to 
take a wry pleasure in seeing all 
the heat—governmental and other- 
wise—placed upon his rich tv 
cousins. 

Also, if not rich, he was certain- 
ly no longer bleeding. Whatever 
may have happened to radio pro- 
gramming, spot sales were doing 
nicely. From the Southeast, a pro- 
gramming consultant reported this 
way on his clients: “They’ve 
jammed in so many spots the disc 
jockeys don’t even have breath 
left for conversational patter.” 


= Except for a perfunctory “radio 
day,” nearly all the convention 
program was devoted to tv prob- 
lems. The chief exception occurred 
when members of the Federal 
Communications Commission took 
a breather from their long “town 
meeting” confab on video troubles 
and suggested they may have to 
take up the notion of limiting the 
number of radio stations in a par- 
ticular community. 

Commissioner Richard Mack, 
who brought up the suggestion, was 
right on the beam. Station “crowd- 
ing” was the only beef likely to be 
heard from the radio operators. 

There were other points of fric- 
tion, of course. The fm broadcasters 
banded together to battle a threat 
by television to take over their 
allocations (see story on Page 3). 
And radio definitely shared with 
tv the heat generated by govern- 
ment complaints about over-com- 
mercialization. 


= But the best expression of a 

happy change in radio’s once- 

shaky commercial position was this 

statement (which significantly was 

made outside the convention prop- 

er): “Thank heaven for tv’s suc- 
” 


Its ‘author, if not in so many 


Bei: Se TOE RR Se 


In the Back Seat at NARTB Meeting, 
Radio Men Watch TV Industry Stew 


words, was Harry Trenner, net- 
work sales vp of Mutual Broad- 
casting Co., who delivered a speech 
on the theme at an MBS affiliates 
meeting the day before the conven- 
tion. 

In a cocky analysis of radio vs. 
tv, Mr. Trenner started off by dis- 
missing the errors of the “new and 
potent advertising medium”— “the 
$3,500,000 Mickey Rooney mistake, 
the $4,000,000 Dennis Day flop, the 
$5,000,000 ‘Red Buttons’ error.” 

This, he said tolerantly, was a 
lot of money—“but you don’t play 
in this league with white chips; 
they’re all blue ones.” So Mr. Tren- 
ner turned to tv’s successes: 


@ “Let’s take ‘I Love Lucy.’ Huge 
success, but Philip Morris ain’t 
there any more. 

“Robert Montgomery presents 
the ‘Lucky Strike Theater,’ but 
now it’s someone else’s theater be- 
cause Lucky Strike ain’t there 
anymore. 

“The ‘Colgate Comedy Hour,’ 
$6,000,000 a year—no show, no 
soap.” 

At this point Mr. Trenner paused 
to point out that it was not just 
rating successes he was talking 
about; some of the shows men- 
tioned were great commercial suc- 
cesses too. 


® “Here in Chicago,” he went on, 
“a man named Jules Montenier 
started out with a white coat and 
a test tube and built a business 
called Stopette with one piece of 
advertising, a tv show called 
‘What’s My Line.’ Nothing, but 
nothing else, is responsible for 
that business. 

“So Stopette has canceled 
‘What’s My Line.’ Hazel Bishop 
has canceled ‘This Is Your Life.’ 
And so on and so on...” 

By this time, the former Wein- 
traub agency radio-tv chief sug- 
gested, the point should be clear. 
These shows and others (he men- 
tioned Milton Berle for Texaco and 
“The Medic” for Dow) did not go 
off the air because of public apathy 
—they are still running. 


= “The sponsors just took the tra- 
ditional route—buy a show, build 
a show, sell off half, then quit. 
Still good shows, still good ratings, 
but no longer good business invest- 
ments for their original sponsors. 

“Doesn’t it begin to look as if the 
mistakes are very expensive, but 
the greatest penalty is the suc- 
cesses?” 

Mr. Trenner gave public thanks 
to tv for “raising the budget sights 
of advertisers,” but he also pre- 
dicted that a lot of that additional 
money is not going to stay in video. 
“This is the reason,” he said, “why 
more agencies and advertisers are 
talking to us about network radio 


| today than at any time in the last 
| four years.” 


= The Mutual sales vp had a piece 
of business to offer as a case in 
point: McKesson & Robbins has 
bought the “Bob & Ray” show, 45 
minutes five days a week-—some- 
thing Mutual described as the 
“biggest radio sale in many years.” 

Mr. Trenner had one final thrust 
regarding this “incontrovertible 
story” of his—that Mutual is the 
only network that can tell it. 
“We’ve no other network invest- 
ment to protect,” he explained, and 
added: 

“I'd hate to see the day when 
the only radio networks in exist- 
ence were those owned by tv net- 
works. Your industry can’t win a 
fight with one hand tied behind its 
back.” 


® Take away some of the crowd- 
rousing blasts at the other net- 
works, and Mr. Trenner’s attitude 
of jaunty content with tv’s “suc- 
cesses” was not far from the way 
a lot of station men talked. 

Radio Advertising Bureau, in its 
traditional convention pitch, ex- 
pressed some similar notions. It 
made concessions about television’s 
“huge audience and its dominance 
of the children’s audience.” But 
it struck at the “back breaking 
costs that only the billionaires can 
afford,” and it sowed doubts about 
tv’s value in the “marginal” time 
periods—early and late evening 
and the daytime. 

Other points of the RAB presen- 
tation: 


e First results of the Pepsodent 
radio-only spot campaign (Foote, 
Cone & Belding) were publicized. 
They showed that after eight 
weeks 34.2% of consumers and 
49.4% of dealers in tv markets 
were familiar with the “wonder 
where the yellow went” jingle. 


e Against newspapers, RAB ar- 
gued radio’s ability to provide the 
same even coverage on the fringes 
of the retail trading zone where 
metropolitan daily circulations 
“often dwindle into nothingness.” 


e The bureau made one conces- 
sion of newspaper superiority—in 
the area of “merchandising the 
advertising.” 

The RAB also worked hard at 
building the new National Radio 
Week, scheduled to start May 13. 
Sherril Taylor, RAB vp, told con- 
ventioneers that set manufacturers 
have spread the word to dealers to 
shift their co-op money into radio 
during that week, and he predict- 
ed that the festivities will stimulate 
enough additional sales to produce 
the “highest-billing May month in 
the history of broadcasting.” 


® On the “problems” side, Walter 
E. Wagstaff, KIDO, Boise, told of 
an impending effort to rally fresh 
support from station operators for 
NARTB’s much-criticized Radio 
Standards of Practice. 
Concurrently with the conven- 
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| tion both ABC and Mutual held af- 
| filiates meetings, with the same 
purpose in mind: To put across 
some drastic programming changes. 
Both proposals were apparently 
well received by station men. 


s Mutual’s “Realistic Radio” pro- 
| posal was the most drastic, and in 

fact was quite a new departure 
| for the industry, on two counts: 

1. It involved a sharp “realistic” 
| reduction in option time—down to 
five hours a day, compared with 
nine hours for the other three nets. 

2. It also involved a “swap”: Be- 
sides the option time, Mutual was 
to broadcast 15 hours a week of 
“free” programming, which the 
stations could sell as they pleased 
locally. In exchange Mutual was to 
keep all proceeds from nearly half 


the option time. The stations 
would guarantee to carry this 
“pre-cleared” bloc, and Mutual 


could in turn sell advertisers a full 
net of 560 stations. 

On the ABC sector, the problem 
was that of filling the hole left 
at night by the demise of the net’s 
“Monitor’-like “New Sounds” 
format. The proposed replacement 
ealls for a mixture of “personali- 
ty” shows, mysteries, dance bands 
and a two-hour “mood music” disc 
show late at night. 

The new ABC format is sched- 
uled to go on the air, piece by 
piece, during the month of May. 


s During the convention the Ra- 
dio Pioneers Club made several 
awards to major contributors to 
the progress of radio. Dr. Lee De 
Forest received a special citation 
on the 50th anniversary of his in- 
vention of the audio tube, and a 
posthumous award went to Edward 
J. Nally, former president of RCA, 
for “almost 75 years” of service 
in the comraunications industry. 

Others honored were Freeman 
Gosden and Charles Correll, crea- 
tors of “Amos 'n’ Andy,” and Ju- 
dith Waller, public affairs repre- 
sentative of NBC. 


$450,000 Lever 
Order Given to 


‘Chicago Tribune’ 


(Continued from Page 1) 
share the space, but the company 
has refused to identify them. The 
unprecedented contract is to start 
June 3. While it calls for an aver- 
age of two fuil pages per week for 
a full year, it is understood that 
space actually will run in page and 
half-page units. 


® Batten, Barton, Durstine & Os- 
born placed the order for Lever 
Bros. with the Tribune, but the 
104-page saturation campaign is 
reported to be the brainchild of 
Augie Becker, Foote, Cone & Bel- 
ding vp in New York. FC&B and 
perhaps other Lever agencies will 
presumably share with BBDO in 
the billings. 

The Chicago Tribune was select- 
ed, AA was told, partly because 
Nielsen data is available for the 
city and because the Chicago Trib- 
une consumer panel will give 
Lever two additional check points 
on the effectiveness of the unusual 
saturation plan. 


‘Esquire’ Names Two 

Esquire, New York, has ap- 
pointed Henry Thole, formerly 
New York and New England rep- 
resentative for Sports Afield, a 
sales representative. Mr. Thole 
will replace Billi Malone, who now 
will devote much of his time to 
the development of the travel! 
business. Esquire also has named 
Paul Spring, most recently an ac- 
count executive of Aubrey, Fin- 
lay, Marley & Hodgson, Chicago, a 
representative on its Chicago sales 
staff. Mr. Spring also has been a 
vp of Robert Christopher Agency 
and on the sales staffs of Glamour, 
Harper’s Bazaar, Mademoiselle 
and Vogue. 
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Bachelder Uses 
Props to Debunk 


Research ‘Gimmicks’ 


(Continued from Page 2) 
research projects now under way 
at the institute and pointed up the 
strides made towards developing a 
factual body of data on all phases 
of industrial advertising and mar- | 
keting. 


|more plusses in favor of the Eisen- 
|/hower Administration than mi- 
| nuses. 

| The Democrats, he said, would 
carry the South unless Sen. Kefau- 
| ver is the candidate. 

General chairman of the com- 
mittee in charge of the session was 
Lendell A. Layman, president, 
Henry A. Leudon Advertising, 
Boston; program chairman, Paul 
Bachman, district manager, Iron 
|Age; arrangements chairman, G. 
|Lincoln Ryther, advertising man- 
= Richard B. Eckman, vp, Dickie-|ager, Compo Shoe Machinery 
Raymond, Boston, opened the af-|Corp., Boston, assisted by Malcolm 
ternoon session with a study on/C. Choate, vp, media and research 
methods for measuring direct mail| director, Cory Snow Inc., Boston; 
readership and ways to increase) publicity chairman, Belden Brown, 
this readership. advertising department, Grinnell 

He said, “How to cope with the|Co., assisted by C. Frederick 
guy who says, ‘Nobody reads direct| Sterns, group copy chief, Dickie- 
mail advertising because I don’t) Raymond, Boston. 
read it,’ is one of our biggest prob- 
lems.” Mr. Eckman declared that 
in 1938 a direct mail volume figure 
was developed with Theodore H. 
Brown, professor of business and 
statistics at Harvard Business 
School, assisting on the project. 


Wellman, Buschman Forms 
(Communications Subsidiary 
| Wellman, Buschman & Hines, 
|Cleveland agency, has formed a 
subsidiary, Business Communica- 
, = tions Inc., which aims to provide 
C. Leonard Shaw, publicity man-| clients with “complete and unified 
ager of Norton Co., Worcester,|communications with all groups, 
Mass., spoke on plans for opening| customers, employes or the gener- 
the company’s new plant at Santa | a] public.” 
Clara, Cal., on May 7. He said| Wade E. Shurtleff, formerly in- 
press, radio and television would dustrial relations manager of 
be used, as well as six business) Willys-Overland Corp., has been 
papers on the West Coast, and four| named president of the new com- 
direct mail pieces would be used | pany. 


to announce the opening. 
Rockford Papers Change Size 


# Paul Wooton, member of the! The Morning Star and Register- 
editorial board of Chilton Publica-_ |Republic, Rockford, Ill., have a 


| 


(Continued from Page 3) 


Coopers Saddled a Bikini, Rode a 
Jockey Briefs to Win by a Length 43 


in scanty briefs, surely American 


facturers are paying royalties for) men would be willing to wear such 


the Jockey patterns, trademark and | 
the promotional work done by 
Coopers. 

The man who tells the story is 
A. R. Kneibler, creator of the brief 
style and now senior vp of Coopers. 
A onetime advertising and mer- 
chandising man from Philadelphia, 
Mr. Kneibler joined Coopers as 
sales manager in 1929. 

Times were bad throughout the 
knit underwear business, Mr. 
Kneibler recalls. There was a grow- 
ing lack of interest in union suits, 
which had been the company’s big 
line for decades. There was also a 
general trend toward the wearing 
of less clothing, and on the horizon 
loomed a preference for woven 
boxer shorts, started by Army un- 
derwear issues in World War I. 
All this had cut deeply into the 
knit underwear business. 

Investments in knitting machin- 
ery were too heavy to allow easy 
conversion to woven goods, and 
the company was having a rough 
time surviving on only its union 
suit and hosiery lines. Thus by 
1934, after four years of depres- 
sion, Coopers suspected its time 
had come. 


@ “We were only a few steps 
ahead of the sheriff in those days,” 
Mr. Kneibler muses. The time was 


tions and veteran Washington | new format. Now the papers have | 
correspondent, spoke on national | a nine-column page with an l1l-em | 
election trends, predicting strate-| column width. Classified pages will 
gies the two major parties will be published in 10 columns, 10 ems 
use. He said it was felt there were wide. 


more than slightly ripe for a new 
idea when he spotted the Riviera 
picture. The idea in it was roughly 
this: If men in France could ap- 
pear on public beaches clad only 


garments beneath their outer gar- 


ments—particularly since they of-| 


fered a solution to the problem of 
discomfort, bunching and creeping 
that many men complained of in 
boxer shorts. 

So, after hasty designing, pattern 
making, re-gearing of machines and 
a production start, Coopers’ Jockey 
shorts hit the market early in 1935 
and started a trend that now has 
millions of men and boys wearing 
knit brief underwear. And at this 
point Coopers’ story might have 


been merely another success story, | 


with Coopers marrying Jockey and! 


The White Cat Klosed- 
Krotch Union Suit 
marvelously casy 

It has caught like 

fire. Men have ‘ 
chat it corrects the de~ 
fects of the ordinary 
Union Suit, and has 
every good feature of 
old-style drawers. The 


White Cat ] 


Klosed- Krotch — 7 


Teate Maa) 


Union Suit 


smooth, clastic, convent ~ No stam mor opeming 
tented). The tabric w 


won Suit thar gres perfect combert. 
ty whe sre this new anion suit are “aking & 
it is 8 gure, profitable sclier. If you haven't 
seen it —there’s money in warring. bor particulars 
and saaples 


the two living happily ever after. | PREJOCKEY—In days when union 
* | suits were in vogue, Coopers was 


While this has largely been the 
case, it still doesn’t fully explain 
Coopers’ continuing leadership in 
the knit brief field. 

Coopers believes the explanation 
is in its merchandising program. It 
was Mr. Kneibler’s idea at the out- 
set that Jockeys could be much 
more than just a business reviver 
—that with proper handling the 
Jockey idea could be parlayed into 


a bread-and-butter line on a long- | 


term basis, and that if Coopers 
could hold the lead, its future 
would be pretty solid. 


® The principle of Coopers’ mer- 
chandising of Jockeys, as J. H. 
Wyss, vp for sales and advertising, 
explains it, is to sell Jockeys as a 
quality line and sell it through 
the retailer, not just to him—to go 
into the retailer’s shop and do 


everything possible to help him have been provision of 


pushing its Klosed-Krotch special- 
ty. This matter-of-fact ad appeared 
in The Saturday Evening Post in 
1911, in an era of candidness some- 
where between Queen Victoria and 
motivation research. 


sell Jockey briefs. 

By putting this plan into effect, 
Coopers in 1935 scored some mer- 
chandising “firsts” often thought 
to be post-World War II ideas. 
When Jockeys hit the market, they 
became the first men’s underwear 
style to be displayed above the 
counter, the first available in self- 
service displays and the first to be 
pre-packaged—Jockeys have been 
sold in cellophane wrappers since 
the day they were first marketed. 

Other Coopers aids to retailers 
“stride 
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LUCKY SEVEN—Shown here are the winners of the first awards for merchandising in the 
Associated Business Publications competition for busin:ss paper advertising in 1955. 
Winners and agencies: Division 1 (new products and new packaging), Donahue Sales 
Corp., McCann-Erickson, New York; Division 2 (product promotion), Argus Cameras 
Inc., Young & Rubicam, Detroit; Division 3 (merchandising consumer advertising), 
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Armour & Co., Tatham-Laird, Chicago; Division 4 (seasonal promotions), Prince 
Gardner Co., Grey Advertising Agency, New York; Division 5 (dealer promotions), 
Aldon Rug Mills, Hicks & Greist, New York; Division 6 (public relations advertising 
and miscellaneous), Syracuse Ornamental Co., Moser & Cotins, Utica, N. Y., and Di- 
vision 7 (multiple-page ads); Reynolds Metals Co., Clinton E. Frank Inc., Chicago. 
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forms” showing Jockeys in action, 
periodic releases of limited quan- 
tities of colored Celanese Jockeys, 
provision of sales training films to 
teach clerks how to sell—with 
Jockey shorts used as an example 
—and point of sale material and 
ad mats. 

Coopers does not, however, do 
any cooperative advertising. De- 
spite this, Mr. Wyss claims Coopers 
gets more linage in retailer adver- 
tising than any other competitor 
in the knit brief field, many of 
whom support co-op ad programs. 


® A basic ingredient in the han- 
dling of Jockeys has been to build 
the product as a prestige article, 
sold only in the better stores. This 
has meant that Coopers has had 
to re-evaluate its outlets from time 
to time, and thus far it has closed 
out some 2,200 accounts just to 
maintain product prestige and re- 
tailer pride in carrying the line. 

Thus, when Jockey shorts hit 
the market in January, 1935, the 
product didn’t immediately pro- 
duce tremendous revenue for 
Coopers’ coffers. “As a matter of 
fact,” says Mr. Kneibler, “we lost 
money for a year or two.” But the 
decision to go it slow and easy at 
first and play the Jockey idea to 
the fullest gave early signs of suc- 
cess. 


When Cooper’s new-fangled 


Kneibler 
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INSPIRATIONAL—F rom this 1934 photo of a male sunbather on the 
Riviera came the idea for the knit brief underwear style pioneered 
in the mid-’30s by Coopers Inc., maker of Jockey shorts. Regarded 
as a turning point in the company’s life, this photo is now one of 
Coopers’ treasured documents. 


shorts first appeared in the display | 
windows of the old Davis Store, 


stock need and partially as a pro- 
motion stunt; it turned out to be 


in Chicago, one cold gray January | an effective one. 


day, Jockeys sold so fast that Coop- 


ers had to run hourly shipments of 8 By 1936 Coopers had patented 
stock on a commuter train from | the “Y” frontal support form in 
Kenosha, some 55 miles away. 

Even more dramatic was a spe-| ithe Jockey line to include thigh- 
cial flight several months later to|length, knee-length and ankle- 


rush stock from Kenosha to Mad-| length variations of Jockeys. 


ison, Wis., partially to fill a real 


Wyss 


STRATEGY—Coopers’ advertising manager, W. R. Vos, lays out pro- 
posed ads before A. R. Kneibler, creator of Jockey briefs and now 
senior vp for foreign licensees, and J. H. Wyss, vp for sales and ad- 

vertising. 


aW\S HAND 


illustrates the indispensable 


hand craftsmanship 
of the Finisher . . . 


whose skill in following copy 


often means the difference 
between ordinary 
and exceptional 


photoengraving reproduction. 


‘THO 


COLLINS, 
MILLER & 


HUTCHINGS, INC. 


AMERICA'S FINEST PHOTOENGRAVING PLANT 


333 WEST LAKE STREET, 


AT WACKER DRIVE - 


|Jockey shorts and had expanded 


In 
1936 it also licensed a Canadian 
manufacturer to produce Jockeys 
on a royalty basis, thus beginning 
Coopers’ vast foreign licensee en- 
terprise. 

Today Coopers’ full line includes 
the Jockey knit briefs, undershirts 
and T-shirts (which were market- 
ed along with Jockeys from the 
start), woven sport shirts, and 
stretch knit socks (which it put on 
the market only months after Es- 
quire’s stretch line appeared a few 
years ago). 

The history of Coopers advertis- 
ing predates the advent of Jockeys 
by quite a few years. Earliest 
remembered ad was one Mr. 
Kneibler recalls seeing in The Sat- 
urday Evening Post some time in 
the late 1890s. It wasn’t too dif- 
ferent, however, from another 
Coopers ad that appeared in the 
Post in 1911, an unpretentious 
work that represented the Klosed- 
Krotch union suit as an item that 
sold “over the counter easily.” 

When the Jockey line came out 
years later, Coopers found that its 
biggest advertising job was pro- 
tecting the Jockey name. Since it 
was the first of its kind on the 
market, the Jockey appellation 
tended to become a generic term. 
Coopers estimates that it has been 
only in the past two or three years 
that the term “brief” has become 
the accepted name. 


® In advertising Jockeys, Coopers’ 
first line of attack was to empha- 
size that the product eliminated 
squirming—that it gave a sense of 
compactness and hence of well be- 
ing. This theme gradually was ap- 
plied to other trends—a wartime 
emphasis on men of action in the 
service and a postwar stress on 
active men in sports and athletics. 

The present trend in Jockey ad- 
vertising is to pose Jockey shorts 
in fashion and travel contexts. 
This idea, according to W. R. Vos, 
Coopers’ advertising manager, is 
based on motivation research. 
Coopers’ advertising in the past 
few years, Mr. Vos says, has re- 
flected more and more the research 
finding that sales would grow as 
the product became associated with 
style and high-prestige pursuits. 

Current ads feature Jockeys as 
one of several fashionable styles 
in men’s wear, along with hats, 
jackets and shoes. Frequently in- 
cluded as allied fashionable men’s 
wear is, of course, Coopers’ line 
of stretchable men’s hosiery. 


® Coopers is spending $446,000 in 
advertising this year, almost all of 
it on its print schedule. Esquire, 
Life, The Saturday Evening Post 


hs Sports Illustrated are the ma- 
jor vehicles for Jockey promotion, 
while the junior sizes of Jockey—| 
bought by mothers—are advertised 
|in Good Housekeeping, Ladies’ 
|Home Journal, McCall’s, Parents’ 
| Magazine and Woman’s Home) 
Companion. Ads for Coopers’ ho-| 
|siery and sport shirt 
|earried in Esquire and Sports Il-| 
| lustrated. With an eye to college | 
sales, Coopers also runs a couple’ 
of Jockey insertions annually in 
each of about 40 college newspa- 
pers. 


meanwhile, Coopers this year is 
for the second year running ads 


publications: Daily News Record, 
Esquire’s Apparel Arts and Men’s 
Wear. 

Coopers this fall will achieve an- 
other “first” in the men’s under- 
wear field when it will begin pro- 
moting Jockey junior sizes on the 
“Home” show (NBC-TV), making 
Coopers the first men’s underwear 


lines are | 


On a new advertising front, 


in three major garment trade) 
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| line to be advertised via this me- 
| dium. One- minute spots have been 
scheduled for the show over a 
period of nine weeks preceding the 
opening of schoo] next fall. 

The Coopers account has been 
handled by Henri, Hurst & McDon- 
ald, Chicago, since 1948, when it 
was moved from Charles Daniel 
Frey Co., Chicago, which had held 
the account since 1935. Coopers’ 
p.r. is handied by the Public Rela- 
tions Board, Chicago. 
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22 E. HURON ST. 
CHICAGO 11, iil. 


Annual retail 
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spending ... 


These big-talking 


your direct channel to 


looking for a big, rich market? 


sales in Flint 


and the Saginaw Valley top 
ONE BILLION DOLLARS! 


J MICHIGAN'S 2nd RICHEST MARKET! 


The stars shine on WWNEM-TV. 
Smart advertisers know the po- 
tential of Michigan's second rich- 
est market... and the influence 
of its most importont station. 


Here, in the Flint-Saginaw market, average city- 
family income is $6,092.75. And retail sales are 
more than one billion dollars. 


That's a lot of 


@ $298,940,000 for food 

@ $243,634,000 for automobiles and eccessories 
@ $51,806,000 for home furnishings 

® $36,387,000 for drug products 


dollars listen to WNEM-TV. 


86.9% of the market homes are television homes — 
tuned to WNEM-TV for the best local and network 
picture. For WNEM-TV is the only station completely 
covering the 274,067-set Flint-Saginaw market. 
ARB and PULSE say WNEM-TV is the BIG ‘‘first’’. 


See Headley-Reed or Michigan Spot Sales. 


WNEM.-TV (i!) 


A GERITY STATION 
serving Flint, Saginaw, Bay City, Midland 


Michigan's Golden Valley 
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FILM FOLLIES—Along the Conrad Hilton’s fifth-floor Rialto, and elsewhere, dolls, music 
and hoopla seemed to help tv film sales at the NARTB meeting. The KSTP Karnival 
Karousel across the street from the main doings gets a once-over from George Wiess- 
ner, KSTP-TV, St. Paul, Minn.; Rogan Jones, president, KVOS-TV, Bellingham, Wash., 
and Seymour Mann, sales manager, Bert Love Co. At the CBS-TV Film Sales suite 


Wiessner Jones Mann Goldman 


FCC ‘Won't Be Stampeded’ in UHF 
Hassle, McConnaughey Tells NARTB 


(Continued from Page 1) 
a chance to discuss their particular | 
problems before the Senate com-| 
merce committee. 


= Telecasters were warned by 
FCC Chairman McConnaughey 
that there will be continuing con- | 
gressional demands for tighter 
regulation of their industry unless 
a way is found to end the scarcity | 
of tv outlets. | 

With no prospect left that the 
commission will be able to find 
additional channels in the popular 
vhf band, Mr. McConnaughey 
proposed that all segments of the 
industry join in financing a “crash 
research program” looking toward 
the development of uhf receivers 
and transmitters of increased sen- 
sitivity and range. 

“It is obvious,” he said, “that 
the future expansion of televi- 
sion broadcasting toward an eco- 
nomically stable nationwide com- 
petitive business must depend, in| 
large degree, upon the business 
and technical ingenuity of free 
enterprise to improve the practical 
usefulness of the only spectrum 
space that can be allocated to tv.” 

While Westinghouse Broadcast- 
ing Co. promptly came forward 
and signed up to support the 
“crash” research program pro- 
posed by Mr. McConnaughey, the 
chairman’s expressed reservations 
on the effectiveness of uhf were a 
blow to uhf operators. 


® Benedict Cattone, counsel for 
the newly organized Committee 
for Competitive Television, termed 
the proposal “a stall,” and one uhf 
operator said, “It is two years too 
late.” 

Before the chairman spoke, uhf 
operators had mapped an inten- 
sive campaign of their own to 
“force a decision” on the future 
of uhf by June 1 (see separate 
story on Page 1). 

While the FCC chairman told 
broadcasters that congressional 


attacks on their industry originate 
largely with disgruntled segments | 
of the broadcast industry, he cau- | 
tioned, “That is not to say that the 
American public does not have as 
large a stake in the proper solu-| 
tion of these problems as if it had | 
originated the complaints.” 

He told the industry the FCC 
will not be stampeded into “hasty, 
ill-advised action in a frantic effort 
to ward off the barbs of critics.” 

He said FCC will resort “to any) 
reasonable and practical means” | 


we must not deprive the rural) 


population of existing service in 
order to accomplish that objective. 


s “Nor shall we make second-class 
citizens of the population in large 
areas of the country in order to 
provide other sections with a mul- 
tiplicity of program sources and 
outlets,” he added. 

In proposing the _ industry- 
sponsored “crash program” of uhf 
research, he said, FCC is receiving 
conflicting reports about the ef- 
fectiveness of uhf. 

“The commission’s task may 
well turn out to be that of finding 
a practical means to keep uhf alive 
while the incomparable genius of 
American inventors can deter- 
mine whether the medium is worth 
saving for the benefit of the Amer- 
ican public within the foreseeable 
future,” he said. 


s Elaborating on the need to end 
the present shortage of stations, 
the chairman said the present as- 
signment plan is not altogether 
compatible with the basic econom- 
ics of the business of a national 
competitive television broadcast 
structure. 

Hinting of drop-ins and other 
measures to squeeze in additional 
stations, he said: 

“The commission should not 
adopt a television assignment poli- 
cy which is ‘tailored’ to a precon- 
ceived plan of television economics 
or which regiments the business 
economics of the television indus- 
try. 

“However, the commission, in my 
judgment, should alter its present 
policies to permit the development 
and expansion of tv in accord with 
natural economic laws insofar as 
this is possible within the terms of 
the Communications Act, requir- 
ing ‘equitable distribution of facil- 
ities to states and communities.’ ” 

Earlier in his address, Chairman 
McConnaughey said FCC wel- 
comed the investigations under 
way at the Senate commerce com- 
mittee. He said the net result is 


| 


Roble Graft 


House committees on _ interstate 
commerce as “extremely relevant.” 
e said the commission’s own 
study of the existing chain broad- 
cast rules will not be completed 
until June 30, 1957, but he added 
there is always a possibility that 
the commission may act on a par- 
ticular phase of the work before 
the final report is ready. 
the 


s During “town meeting” 


|Commissioners John Doerfer and 


usually a better understanding by | 


Congress of the real problems fac- 


ing the commission and the in-| 


dustry. 


s Chairman McConnaughey made} 


another passing reference to con- 
gressional probes of tv during a 
“town meeting” Tuesday after- 
noon, at which industry members 
peppered questions at all seven 
members of the commission. 
Asked to comment on the vari- 


Washington, he said he regarded 


Richard Mack both cautioned 
broadcasters that recent efforts to 
limit competition in the industry 
could have far-reaching legal re- 
sults which might not be pleasant 
for the industry. 

In his remarks, Commissioner 
Doerfer discussed proposals that 
FCC regulate the operations of 
community antenna systems, 
which have been under attack by 
station operators in the West. 

Once the commission gives 
standing to these antenna systems 
by taking jurisdiction over them, 
Commissioner Doerfer said, they 
may acquire legal rights which 
could be used to deprive the sta- 
tions themselves of some of their 
freedom. 


® A political telecast forum dur- 
ing Television Day featured a brief 
debate between the two major 
parties, represented by Presiden- 
tial News Secretary James S. Hag- 
erty, for the Republicans, and J. 
Leonard Reinsch, WSB, Atlanta, 
for the Democrats. 

Little was revealed about the 
two parties’ advertising plans, ex- 
cept that Mr. Reinsch—who is 
also a radio-tv consultant to the 
Democratic National Committee— 
emphasized that the Democrats 
plan to lean heavily on five-minute 
tv spots. 


® In the keynote address ABC 
President Kintner defended broad- 
casting against its critics, but 
urged the industry to clean up the 
misuses of the medium. 

Mr. Kintner said he was not 
bothered by charges of “huckster- 
ism” except that it furnished the 
kind of atmosphere in which 
broadcasting’s critics flourished 
regardless of the 
wildness of their 
accusations. 

The ABC pres- 
ident said most 
broadcasters are 
not “tasteless 
corner cutters,” 
but urged indi- 
vidual companies 
or NARTB to see 
that over-com- 
merciali- 
zation, bait and 


Robert Kintner 


| switch come-ons and other misuses 
to help uhf thrive or prosper, “but ous investigations under way in| are stopped. 


“If we don’t clean up this mi- 


areas or other segments of the|the studies by the Senate and/nute fringe of our business, we 


McGough Gittleson Reczek 


may become public utilities with | 
rates and programs selected for| 
us,” he said. He added that this 
would mean programming for the 
lowest common denominator. 


= The ABC head also entered a 
word of defense for the half-hour 
show. People like a familiar show 
|with a familiar face, he said, but 
they also like new faces in special 
shows for variety. 

| Mr. Kintner ridiculed sugges- 
|tions that networks operate a 
| monopoly by pointing out that they 
are among the “fiercest competi- 
tors” in business. 

“TI never expected to come here 
and feel obligated to defend the 
network conception as being in 
the public good,” he said. “Net- 
works sell nationally to national | 
advertisers to move goods nation- | 
ally.” | 

Should the government or some- 
body else upset the option time 
practice, networks will not be able 
to produce the kind of news, infor- 
mation and_ eptertainment mse 
they now carry, Mr. Kintner con- | 
tinued. He tagged the critics of the | 
network system as stations which 
can’t get an affiliation or film com- | 
panies that can’t sell a show. 

“If soap, automobile or other ad- 
vertisers can’t buy time simulta- 
neously in good periods, general 
business and the national economy 
of the country will be affected,” 
he predicted. 


| 


® The ABC executive agreed that 
“one phase of the monopoly charge 
has real meaning.” This, he said, 
is the government’s plan for tv 
that keeps almost half the top 100 
markets in a “monopoly or duop- 
oly” situation when there should 
be three, four or five stations in 
each community. He urged tele- 
casters to redouble their efforts to 
get the FCC to take prompt action 
on this “pressing” problem. 

Mr. Kintner said there is a place 
in tv programming for the efforts 
of all—networks, sponsors and in- 
dependent producers. He advised 
broadcasters to work more closely 
with advertisers and agencies in 
an effort to counteract the antag- 
onism growing up on Madison Ave. 
“because we don’t understand 
their problems and they don’t un- 
derstand ours.” 

The network executive conclud- 
ed his address by suggesting two 
special projects for the industry: 


e An impartial definitive study to 
be made to establish the reaction 
of children to programming in the 
late afternoon and early evening 
hours. This would be used to talk 
back to people who say tv has had 
'a bad effect on youth. 


e A motivational study to deter- 
mine the reaction of individual 
listeners and viewers to programs 
and commercials. This would show 


Jason Mahistedt 


Harris 


two lovelies, Eve Reczek and Nancy Jason, helped out; they are shown with Leslie 
Harris and Fred J. Mahlstedt of the syndication company. National Telefilm Associ- 
ates featured an old-line saloon atmosphere, with Chet Roble at the music box. Others 
shown are E. Jonny Graff, NTA, Chicago; Wally McGough, WTVN-TV, Columbus, O.; 
Norman Gittleson, WMUR-TV, Manchester, N. H., and Harold Goldman, NTA sales vp. 


the industry something of how 
much progress it is making cre- 
atively. 


® At a meeting on the tv code 
Wednesday, G. Richard Shafto, 
WIS-TV, Columbia, S.C., said, 
“The industry too long has endured 
censure due to the unruly conduct 
of a relative few.” 

He characterized some of the 
criticism that has been directed at 
the industry as “irresponsible and 
incredibly naive,” but he added 
the industry should—and does— 
acknowledge that “there are those 
among us who conduct their af- 
fairs in a fashion inconsistent with 
the minimum standards of the tel- 
evision code.” 

In his code presentation, Mr. 
Shafto emphasized that “just as 
we must regulate our own affairs 
—or be regulated—we must be our 
own public relations men—or oth- 
ers will fill that void, too.” 

Besides calling for 100% sub- 
scription and adherence to the 
code, he urged operators to air no 
less than three code spot an- 
nouncements daily, in addition to 
normal use of code identification 
at sign-on and sign-off. 


® Radio’s and tv’s public relations 
|problems dominated the formal 
|report of NARTB President Ha- 
rold Fellows at lunch Wednesday. 
“There rests upon no single com- 
| pany of people a greater responsi- 
|bility than rests upon you,” he 
jexclaimed. To carry out these 
responsibilities, he said, the indus- 
\try has pledged itself to standards 
‘of practice. 

| “Insofar as you depart from 
these minimal suggestions, you 
welcome the kind of control im- 
| plicit in recent suggestions of a 
nationwide, government-sponsored 
program and advertising monitor- 
ing system,” he said. 

Commenting on charges that 
there is “too much advertising” on 
the air, Mr. Fellows observed: “If 
it is effective advertising and ac- 
complishes its mission (which is 
to move goods and services and 
thus contribute to the general 
prosperity of the nation), I hardly 
think it can be too much. 


® “But if, on the other hand, it 
is ineffective advertising—blatant, 
repetitive, annoying, overly insist- 
ent—then it serves neither the 
nation, the advertiser nor the 
economy.” 

In his annual report, Mr. Fel- 
lows indicated the long effort to 
activate a television circulation 
audit is still at least a year away 
from fruition. 

He said methodology studies may 
be completed in time for a pilot 
survey this fall and that by 1957 or 
1958 “we may be able to produce 
the first industrywide figures on 
television circulation.” 
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Newspapers Are 
Target of TVB’s 
New Promotion Film 


Cuicaco, April 18—If the reac- 
tion of today’s audience is any in- 
dication, the Television Bureau of 
Advertising has a hit show on its 
hands. Its new Cinemascope-size 
film was previewed at the 
NARTB convention today before 


an enthusiastic crowd of telecast-| 


NARTB Meeting 
—TV Bureau of Advertising— 


ers, advertisers and agency men. 

Stars of this production, which 
is TvB’s answer to the Bureau of 
Advertising’s “traveling show,” 
were Oliver Treyz, president of 
TvB, and Eugene Accas, director 
of operations for the video promo- 
tion group. They handled the au- 
dio portion of this fast-paced film. 

Newspapers were the major tar- 
get of the film. It begins with a 
dramatic buildup to the assertion 
that tv has now passed newspapers 
as the No. 1 medium with national 
advertisers with investments of 
$785,000,000. 


= On a bluer note, TvB reports 
that television ranks fourth in lo- 
cal advertising expenditures, three 
places behind the first-place news- 
paper medium. However, tv is 
gunning for these customers too, 
using such weapons as a new bro- 
chure designed to help department 
stores make more effective use of 
video. 

A major section of the film was 
devoted to a comparison of tv 
with newspapers in the Chicago 
market. Chicago was selected, Mr. 
Treyz pointed out, because “about 
one year ago the Chicago Tribune 
promulgated some of the world’s 
greatest nonsense in comparing its 
Audit Bureau of Circulations state- 
ments to television sets in use.” 


@ These were the findings, as re- 
ported in the film: “Over-all, Chi- 
cagoans give to tv viewing an 
amount of time which is more 
than five times greater than that 
given to newspaper reading. In a 
week’s time, for every 12 hours 
and 19 minutes of newspaper 
reading, there are 68 hours, 57 
minutes spent with television.” 


SEVEN DIRECTORS NAMED 
TO NARTB TV BOARD 

Cuicaco, April 18—In spirited 
elections, with all contestants nom- 
inated individually from the floor, 
tv members of the National Assn. 
of Radio & Television Broadcasters 
today picked seven members of the 
tv board of directors of the asso- 
ciation. 

James D. Russell, president- 
general manager of KKTV, Colo- 
rado Springs, was the winner of a 
three-way contest as director rep- 
resenting TV-only stations. Of the 
dozen nominees for six other 
places on the board, the successful 
candidates included Joseph E. 
Baudino, Westinghouse Broadcast- 
ing Co., Washington; and W. D. 
Rogers Jr., president of KDUB-TV, 
Lubbock, Tex., who were offered 
for re-election. Others elected were 
John E. Fetzer, president of 
WKZO-TV, Kalamazoo; Payson 
Hall, director of radio-tv 
Meredith Publishing Co.; Howard 
Lane, general manager, KOIN-TV, 
Portland, Ore., and Harold P. See, 
general manager of KRON-TV, 
San Francisco. 


Rogers Elected TvB Chairman 


W. D. (Dub) Rogers Jr., presi- 
dent and general manager of Tex- 
as Telecasting Inc., owner and op- 
erator of KDUB-TV and KDUB, 
Lubbock, Tex., and KPAR-TV, Ab- 
ilene-Sweetwater, Tex., has been 
named chairman of the Television 
Bureau of Advertising. 


for | 


PATRICK E. O'ROURKE, formerly west- 
ern sales manager, has been named 
advertising director of Family 
Weekly, Chicago. The post was 
formerly held by Leonard S. 
Davidow, publisher of the Sunday 
supplement. 


ABC Members 
Asked to Decide 
Free-List Issue 


(Continued from Page 1) 
nation from the bureau. 

The cleavage which has de- 
veloped over the issue of showing 
an occupational breakdown of free 
as well as paid circulation of ABC 
business papers on ABC reports 
was pointed up by a long night 
letter sent to advertisers and agen- 
cies last Friday by Donald C. Mc- 
Graw, president of McGraw-Hill 
Publishing Co. 

Mr. McGraw’s telegram sought 
“an expression of your views... 
so that the information thus ob- 
tained can be passed on to mem- 
bers of the ABC board prior to 
their meeting.” He made it clear 
that he and his company are 
strongly opposed to including free 
copies in the breakdown. 

McGraw-Hill refused to say how 
many were sent out or how many 
replies were received, nor what 
their tenor was, but said they had 
been turned over to the ABC 
board. 


a The telegram characterized the 
proposal as a move “which could 
well take the buying of advertis- 
ing back almost 50 years,” and 
one that could “jeopardize the 
prestige, usefulness, and possibly 
the very existence of the ABC.” 

Buyers would be confused by 
claims that imply total ABC cir- 
culation without distinguishing be- 
tween paid and free, it said, and 
added: 

“The rules...and procedures of 
the Bureau have been designed to 
develop for both publishers and 
advertisers honest, audited figures 
of paid circulation. The entire ma- 
chinery and significance of the 
Bureau revolves around this con- 
cept. The success of the ABC is 
due to its single-minded adherence 
to this one purpose and its con- 
scious avoidance of any bypaths or 
alien areas of activity... 

“I fear that the listing of unpaid 
circulation on statements emanat- 
ing from the ABC—long identified 
as the auditor of paid circulation 
only—may tend to lower the qual- 
ity of ABC statements and veer 
away from the Bureau’s basic con- 
cept. I believe that the adoption of 
this proposal will weaken the en- 
tire structure of ABC to the serious 
disadvantage of printed media and 
the advertisers they serve.” 


GEORGE GUNDLING 

Easton, Mp., April 17—George 
Gundling, 67, vp and Philadelphia 
manager of Ward-Griffith Co., 
newspaper representative, died 
April 12 at his home here. Born 
and educated in Jersey City, N. J., 
Mr. Gundling began his career as 
a compositor on the Jersey Journal. 


Last Minute News Flashes 


‘Godfrey and His Friends’ Goes Off Air 


New York, April 20—“Arthur Godfrey and His Friends’’ will have 
its final broadcast July 25, after seven and a half years on the Columbia 


119 


'UHF Men Apply 


| 
| 


Broadcasting System tv network. Mr. Godfrey said he will concentrate | 
his time on “Arthur Godfrey Time” and “Arthur Godfrey Talent, 


Scouts” and periodically may present special one-hour broadcasts. The 
present Godfrey schedule covers 13% hours of air time weekly. Re- 
placement plans for the 8-9 p.m. Wednesday slot have not been an- 
nounced. 


D’Arcy Will Get Fedders-Quigan from BBDO 


Lone Istanp Ciry, April 20—Fedders-Quigan Corp. will shortly) 


switch its room air conditioner advertising from Batten, Barton, Dur- 


stine & Osborn to D’Arcy Advertising Co. Fedders has been at BBDO) 


for 8 years. It is leaving because of “conflict of client interest.” 


Duggan-Phelps Folds; Execs, Accounts Join Best 

Cuicaco, April 20—Duggan-Phelps Advertising will close up shop 
April 30; its accounts will be handled by Gordon Best Co., Chicago. 
Frank E. Duggan, managing partner, and John G. Fogarty, who has 
been with Duggan-Phelps, also will join Gordon Best. 


Hudson Is Expected to Name New Agency Soon 

New York, April 20—Hudson Pulp & Paper Corp. seems likely to 
select its new agency, successor to the Biow Co., early next week. High 
on the list of remaining contenders are Doyle Dane Bernbach and Nor- 
man, Craig & Kummel. 


Jaguar Ads Push New Automatic Transmission 

New York, April 20—Jaguar Cars North American Corp. will use 
full-page ads in The New Yorker and Sports Illustrated next month to 
announce that its XK-140 convertible and coupe will now be available 
with automatic transmission. The Jaguar is the first imported sports 
car to have this feature. Cunningham & Walsh is the agency. 


Armour Sets Local Drive in Chicago 

Cuicaco, April 20—Armour & Co. will launch a big “Chicagoland 
First” drive in May, with an eight-page section in the Chicago Tribune, 
large-space ads in all four daily newspapers, radio and tv spots and 
spreads in Food Mart News. The ads will feature Armour employes and 
also bacon smoked with cherry wood, a new product to be tested here. 
Tatham-Laird is the agency. 


Weinrott Named Exec VP of Kling Films 


Cuicaco, April 20—Lester A. Weinrott, executive producer for CBS 
in Chicago, and before that director of tv for Ted Bates, New York, 
will join Kling Film Enterprises as exec vp in charge of sales and pro- 
gramming May 14. Harry W. Lange continues as exec vp and general 
manager of the tv and film studio operations in Chicago and Hollywood. 


Lever Ltd. Names BBDO; Other Late News 


e Lever Bros. Ltd., Toronto, has appointed Batten, Barton, Durstine 
& Osborn, Toronto, to handle Canadian advertising for Rinso and Sun- 
light soaps. These accounts were previously handled by Ruthrauff & 
Ryan, which is closing its Canadian office (AA, April 16). BBDO 
opened its Toronto office April 16. 


e Jerome R. Feniger, of Cunningham & Walsh, New York, has been 
named vp in charge of media for Liggett & Myers. At 30, he is the 
youngest vp ever elected by the agency. 


e Lehn & Fink Products Corp., New York, has appointed Emanuel 
Goren advertising-merchandising manager of the Lehn & Fink division, 
producer of Hinds creams, Etiquet deodorants and Lysol disinfectant. 
Mr. Goren has been merchandising manager since 1952. 


e Edward Anthony, former publisher of Collier’s and Woman’s Home 
Companion, has been named counselor on public affairs by the Sev- 
enth Co., New York, an agency which prepares economic and statistical 
reports and acts in an agency capacity for foundations, educational 
organizations, individuals and industry. 


e Estimated net operating profit for American Broadcasting-Para- 
mount Theaters, New York, for the first quarter of 1956 increased 
34% over the same period last year. Earnings were $2,570,000—60¢ a 
common share—compared with ’55’s $1,917,000, or 45¢ a share. Capital 
gains were $253,000, compared with $33,000 in the same quarter of 
1955. 


e Rembrandt Tobacco Corp. will introduce a new Regent king-size 
cigaret in a red flip-top box to New York next week, using 1,750-line 
ads in all newspapers and 250 radio spots weekly. The company next 
plans to enter Los Angeles, Chicago and Philadelphia. David J. Ma- 
honey Inc., New York, is the agency. 


@ The Chicago Tribune will convert its present eight-page tabloid tv 
listing section, printed on newsprint, to a-full-color, 24-page television 
supplement, TV Week, with the Saturday, June 2 issue. The new 
854”x11%” supplement, to be printed on glossy stock, reportedly will 
be included with each Saturday issue. 


e Shepherd Stigman, formerly assistant pr director at Foster D. Snell 
Inc., has joined the pr department of G. M. Basford Co., New York, as 
an assistant account executive. 


e Lester A. Delano has been appointed director of marketing and mar- 
ket research at North Advertising. Prior to joining North Mr. Delano 
was director of research at the Christiansen Agency, Chicago. 


e Warren Ambrose, former creative group head for the Biow Co., New 
York, has been appointed copy chief of the Chicago office of Compton 
Advertising. 


In 1918, he joined Bryant, Griffith 
& Bronson, newspaper representa- 
tive, as a salesman. 

In 1936 Mr. Grundling became a 
vp of the company, which was 
merged in 1941 with Chas. H. Eddy 
Co. to form the present Ward-Grif- 


fith Co. Mr. Gundling had been 
manager of the company’s Phil- 
adelphia office since 1951. He was 
active in the Poor Richard Club 
as well as in the Philadelphia 
chapter of the American Assn. of 


Newspaper Representatives. 


Political Leverage 
to Force FCC Action 


(Continued from Page 1) 
“Our approach is not te ask any- 
one to chouse sides. Rather we 
are seeking to dislodge the FCC 
from their refusal te act on the 


allocations situation and _ insist 
FCC declare its intentions by 
June 1, 


“We intend to ask our congress- 
men and senators to express to this 
Senate committee their concern 
over FCC’s two-year failure to pro- 
pose a solution or declare a policy. 
There are 15 senators on this com- 
mittee. We must have eight favor- 
able votes.” 


® This is how the competitive tv 
group plans to make enough im- 
pact on Congress and the FCC to 
insure action before the congress- 
men and senators leave Washing- 
ton for the summer. Each uhf op- 
erator has been asked to write or 
wire every member of the Senate 
commerce committee and every 
FCC commissioner urging prompt 
action. 

The station men will point out 
that they have operated for two 
years with the commission’s inde- 
cision hanging over their heads; 
now they think it’s time for a ver- 
dict, one way or the other. 

“If the commission said tomor- 
row, ‘uhf is good and we're for it 
without doing anything more,’ 
even that would be some help to 
us,” John W. English of WNAO- 
TV, Raleigh, N. C., co-chairman of 
the Committee for Competitive TV, 
told AA. “Of course they have said 
this in the past, but they forgot. 
Now if they would make a state- 
ment that they are for uhf and 
are going to do something about it, 
it would be a help.” 


® In addition to writing the key 
Senate committeemen and mem- 
bers of the FCC themselves, the 
stations will ask their congressmen 
and senators to contact the com- 
mittee and the commission, re- 
questing action on the situation by 
June 1. 

To further convince the elected 
representatives that people in their 
home territory have a stake in 
uhf, each station will ask at least 
25 community leaders—from labor, 
farm organizations, educational 
groups, civic clubs, politics, ete — 
to write their congressmen and 
senators urging prompt FCC action 
on the matter. They also will be 
asked to write or wire the chair- 
man of the commission and the 
head of the Senate commerce com- 
mittee. 


® This mail campaign to the com- 
mittee and the commission is to 
get under way as soon as possible 
and should be completed by April 
25. Already there are nearly 40 
stations backing this concerted 
drive; several others have indi- 
cated that they will join as soon as 
they get the necessary approval 
from top management. 

The second phase of this cam- 
paign calls for an effort to im- 
prove the lot of uhf television by 
getting some sort of legislation that 
will entice set manufacturers to 
make all-channel receivers. There 
has been a steady decline in the 
number of combination uhf and 
vhf sets coming off the assembly 
line. 


® A number of bills have been 
introduced in Congress to correct 
this situation, usually by adjusting 
the excise tax. Some of the meas- 
ures call for an elimination of the 
10% tax on all-channel sets; others 
would reduce it enough to counter-~- 
act the price differential between 
an all-channel set and a vhf-only 
set. 
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Advertising Age, April 23, 1956 


REPRESENTATIVES WANTED 
Only independent national Jewish weekly 


POSITIONS WANTED 


POSITIONS WANTED | 
LAYOUT ARTIST 


CREDITS 


THE ADVERTISING MARKET PLACE 


a By ae Desires to — to Midwest or og requires reps with background in trade 
R , 25 : = 2 othes ... By Brooks| west from N.Y.C. 8 yrs. experience in| publications aimed at school and church 
ates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap _ | — eee By Nature | Sales Promotion, Direct Mail, and Agency. | executives and with some contact with the 


type of firm which advertises in The Ca- 
tholic School Journal and Church Man- 


agement, etc. 
x . ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
WANTED: aggressive & intelligent 

PUBLISHER'S REPRESENTATIVE 
for only monthly in English exclusively 
devoted to art, technics, history & power 
of movies. Now in 7th year. Small (4000) 
specialized circulation. Henry Hart, 31 
Union Sq., New York City 3. 
Midwestern publisher trade field inter- 
ested in energetic publishers’ representa- 
tives with other established trade paper 
clients to serve New York area. Send full 
details. Box 8338, Advertising Age. 


Box 8349, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
TV COPYWRITER (FOOD & DRUG) 
Stagnating in small, well-known agency. 
Yng, versatile. Fresh, lively thinking. 
Box 8350, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
SALES PROMOTION .. 
ADVERTISING .. 
Young energetic executive now Ad Mgr 
for top N. Y. soft goods Mfg. Creative 
Merchandising, point-of-purchase, mail- 
that-sells, can oversee national campaigns, 
shows, packaging. Will travel. 
Box 8351, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


To a firm who wants $100,000.00 in extra 


ASST - DIRECTOR - PROD. TV, 
RADIO, FILMS; CHI. N.Y. B’GRDS 
Box 8345, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Good qualifications mean a job “well 
done” for you. Here are mine: 8 years 
exp. working up from artist, copywriter 
and layout man to creative art and copy 
group head and adv. mgr. Proven ability 
in mfg. and retail. Know agency proce- 

dure. Age 31. Married. 
Box 8347, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL ADVERTISING 
Nine years in industrial advertising and 
sales promotion for manufacturer selling 
engineered products to building construc- 


lines (maximum—two) 30 letters and spaces per line; u 

i ; upper & lower case 40 
line. Add two lines for box number. Copy deadline, Chicago office, Sedans 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


STE ASS YEN SS 


HELP WANTED | HELP WANTED 
Experienced industrial space salesman to | SALES PROMOTION MANAGER 
head Chicago office of national monthly. | National mercantile organization needs 
Must have broad experience in Midwest-| experienced executive. Should be thor- 
ern market. Base Salary $8,000, plus com-| oughly familiar with all types of advertis- 
mission, plus expenses. ing-publication, direct mail, newspaper, 

Box 8340, ADVERTISING AGE television and the use of these media in 
480 Lexington Ave. New York 17, N.Y. the selling of apparel and home furnish- 


GOING UP? We are. Ad department of | "85 merchandise. Require a man with 


ideas and a background of big time retail, 


mobile equipment manufacturer you know 
has upstairs spot for all-around industrial 
ad man with proven ability. Will work 
directly with manager in large depart- 
ment. Must be sober, enthusiastic, and 
have full industrial ad know-how. Ideal 
family town in progressive Southwest 
area; will negotiate moving. Submit back- 
ground and present earnings to: 
Box 8344, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


national advertising, or mail order experi- 
ence. Must have recently earned $15,000 
or more per year. Give full details includ- 
ing personal data, education, experience 


in detail, recent earnings 


Box 8341, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 


tion and industrial markets. Experienced 
in budgeting, space, direct mail, writing 
and production sales literature, exhibits, 
etc. Married, 36 college graduate can 
furnish refrences. 

Box 8348, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


N. Y. ADVERTISING AGENCY 


sales yearly— 

—and believes Direct Mail can get it: If 
you have the product and list, I can build 
you a yearly business of $100,000.00 to 
$250,000.00 up. $48,000.00 yearly to physi- 
cians, $175,000.00 patent medicines, $128,- 
000.00 insurance premiums sold in one 
year by mail. Age 60. Salary $500.00 
monthly plus commission over minimum. 
Your chance to get a $12000.00 man for 


200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


MIDWEST PUBLISHERS’ REP. seeks ad- 
ditional publications. 
Box 8339, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Publishing-Established 11 years. 2 Nation- 
al Industrial Newspapers. Present volume 


half price. 


BAKNARD’'S — NATIONWIDE 209 S. State St. Ha 7-1991 Chicago hed, Well Fi ed wit 
Ad a a earch New advertising media that can only be 4 Mnaustrial’ a conaumner ae 900 hts ae Ce  . = a hE gy 7 
Vv. r sold to the finest accounts needs full ti will consider merger for expansion or act fe a , : ys 
Wa _2-2306 202 S. State Chicago! or part-time men throughout the a as Y. ¥Y. office for substantial agency. Copy, Contact—Approx. 10 yt. exper. yg Sy tS 
varied consumer, trade, indus’! accts. All Will merge or sell. Minimum capital re- 


Highest business and social references ex- 
h d. Corr d confidential. 
ADVERTISING AGE 
New York 17, N. Y. 


to follow up leads and write new business. 
Men who have sold quality accounts can 
earn extra money. Minimum commission 
on one sale $68.25. Give background data. 


Box 8342, ADVERTISING AGE 


We have an immediate opening in our 
Midwestern territory for a man with trade 
paper sales experience. Age 28 - 35. Salary 
and commission. Please write in confi- 
dence. DO NOT CALL 

HOWARD PUBLISHING COMPANY 


media except TV; also publicity, collater- 
al mat’l. Now small 4A agency; seek sen- 
ior spot, heavier accts. 
Box 8353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


quired, $15,000. Box 502, 1474 Bway, N. Y. 


MISCELLANEOUS 


PUBLISHERS-ADVERTISERS 
Why pay premium prices for newsprint 


Box 913 
480 Lexington Ave. 


200 S. Prospect Park Ridge, Il. 
Medium-sized package goods agency needs 
copywriter who is either trained or un- 
trained, but willing to work long and hard 


480 Lexington Ave., New York 17, N.Y. 


ADVERTISING MANAGER 


SALESMAN, traveling, sell best quality 
imported billiard balls. Part time, com- 
mission basis. G. Srebrov, 549 Riverside 
Drive, New York 27, N. Y¥ 


YOUNG SALES & ADVERTISING EXEC. 


when we can print for you. Standard or 
Upgrade paper. Complete publishers’ fa- 
cilities, from composing to bindery-letter- 
press-large midwest plant-competitive 
prices. 


WRITER 


Box 8355, ADVERTISING AGE 


to get someplace. Salary open. Give all 
200 E. Illinois St., Chicago 11, Illinois 


facts in reply—history, references, etc. Unusual assignment with 30. Admin. & planning exper. at top man- 


growing international com- agement level of small appliance mfr. 


200° Thiincis Sty Chicago 11, Tlinols || fratve! cppertunlly, in | Pharmeceutioal ap OE. : = 
lg see aawKET nding arenes sb: Prensionst ||| Pany, located Evanston, Ili- || Creative. Good writer & speaker | | sioek. color Mlustrations for advertising 
k for a ain tee cin cn cat nois for qualified advertising 200 E. Illinois St., Chicago 11, Illinois |raphers. Also one million black and 
3 aSRRANES HESSuoeen |] seta cea tee eckeee ||| man with volume consumer ee 
: a, “ i An 3 4424|| plete information on education and pre- product experience in Latin- Advertising Representative wanted to se 
: Bankers Bidg. SS on American markets, preferably represent established, audited na- 
; soft-beverages. Must read and ae gy a A “Our 45th Year” 


AGY. FOOD MERCHANDISER $15M 
Direct 3 field men. Meat pkr. cont. 
TWO FIELD MERCHANDISERS $9M 
Retail meat exp. East & midwest. 

POSTER ARTIST southwest. ..$10M 
CREATIVE COPY STAFF... .$8-12M 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


BOX NUMBER 904 
480 Lexington Ave., New York 17, N. Y. 
Assistant 


aA Media Director 


Opportunity with growing AAAA 
agency for man in thirties with 
sound experience buying all print 
media, consumer and_ industrial 
trade. We need a man who can take 
over full media responsibility for an 
important group of accounts. Must 
be able io analyze account problems, 
make specific recommendations to 
agency executives and meet with 
clients. Salary commensurate with 
age and experience. Your inquiry 
will be treated in strict confidence. 
Send resume to Personnel Director, 
Meldrum and Fewsmith, 1220 Huron 
Road, Cleveland 15, Ohio. 


not have more than two publications 
—none in Automation field. Chicago- 
Clevel area. 

Box $10, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


write Spanish well and know 
how to merchandise. Salary 
$7500/8500 up. Immediate ad- 
vancement for man who can 
assume additional responsi- 
bility. Send complete résu- 
mé for early interview. Infor- 
mation submitted held strictly 
confidential. Box 919 AD- 
VERTISING AGE 200 E. Illi- 
nois St., Chicago 11, Illinois. 


WY 
@>M) door 
to success 
open 


for young man, 27-32, 
as an Advertising As- 
sistant with growing industrial firm. 
College graduate; experience in 
direct mail; executive potential. 


SUCCESSOR WANTED 


Well-established and ade- 
quately financed small Chicago 
agency serving fine industrial 
clientele. Sole owner nearing 
retirement age. Needs a man 
on his way up with some ac- 
counts and about one-third his 
time free to service ours, plus 
ability to take over completely 
in very few years. Wide open 
opportunity for right man. 
Want to close deal within 90 


ASSISTANT ADVERTISING MANAGER 


An excellent opportunity for ad- 
vancement with an international 
soft-beverage company in Evans- 
ton for a qualified young man 
who knows Spanish, production, 
copy, layout, and Latin-American 
markets. lary $6000/7000 up. 
Submit complete résumé for in- 


PHOTOENGRAVING SALES TRAINEE 


Top notch engraving plant in Chicago 
wants to train a young man in sales. 
Salary while training. Also has open- 


Good salary for man with right ing for waince on production desk. tarview. 
3 ONED ADVERTISING MAN ~~ g days. Box 917 ADVERTISING 
os sei say Rt background. Chicago firm, AAA-1 Box 909, ADVERTISING AGE AGE 200 E. Illinois St. Chica- Bet int Se te hail 
; rsi r > . . “* , Illinois i i 5 is , : 
wae Pas comuning experience as rating, making paper products, a a ae eee ae go 11, Ulineis. 
r Advertising ‘ianaget AO selling nationally. Tell us about 
appliances. Soun administrator; * ADVERTISING MANAGER WANTS COPY WRITERS Creative Package Designer 


ia; specialist in creat- ourself, please. Your i 
knows all media; speciali y please. Your reply will The market for qualified copy 


TO BECOME A STUDENT OF AN 


: ; “ writers i | 
ing complete campaigns and mer extremely favorable currently. I have “ Challenging opportunity with lead- 


d 

: “ P . 

Whar chandising them to trade channels. be held in strict confidence. INTERESTING BUSINESS numerable openings for men ng ing national manufacturer of resale 

me A business-like ad man for manu- 29, single, now preparing the lay- || experience in foods, packaged goods, bev- per products, located in Pitts- 

cs facturer, or experienced idea man BOX 911 ADVERTISING AGE . . | erages, hard lines, automotive and indus- = . Must be able to create new 

2 ; for agency. Salary needs reasonable outs, copy, pasteups and me- trials. Incomes range from $8,000-$20,000. =, and design packaging. 

i for experience. Box 922 ADVERTIS- 200 EAST ILLINOIS STREET chanicals of an annual 200,000 || Confidential representation— |; Write full details, including educa 
ING AGE 200 E. Illinois St., Chicago line retail newspaper budget and |} Executive Advertising Consultant tion and experience. Salary open. 
11, Tlinois CHICAGO II, ILLINOIS ix neil aaael Fi WABASH EMPLOYMENT AGENCY Box 901 ADVERTISING AGE 

og campaign. Five 202 S. State St. Chicago 4 WAbash 2-5020 200 E. Illinois St., Chicago 11, Il. 
“ years with present company. ' ; “ 
a 1955 AAAA examination re- 


ported: “Above average ability 
in advertising production .. .” OPPORTUNITY 


re pees ae Oa py om FOR SMALL CHICAGO AGENCY OR SUCCESSFUL 
ACCOUNT EXECUTIVE 


advertising constantly in condition. 

Let's get together soon and talk over 

ideas. Write box 918 ADVERTISING 

a > Sne Oh. Caeage ol, Here is an opportunity to join a well established, medium-size, 
20 year old Chicago Agency—and participate in management 
—supported with excellent production, art and media facilities 
and providing good experience in Food, Farm, Building Equip- 
ment, Insurance and Industrial fields. Write in confidence for 


AGENCY MERGER 
an appointment. 


WANT MEN—NOT ACCOUNTS 
Small, new agency with accounts waiting 
“ Box 902 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FREE LANCE ADS THAT SELL 
Ads that get resulte—created for agen- 
. cies or individual advertisers by expe- 
rienced writer/art director team from 
one of N. Y.’s largest agencies. Serv- 
ices include copy, layout, finished art, 
promotional material. Write for infor- 
mation today. 

Box 912 ADVERTISING AGE 
480 Lexington Ave., New York, N. ¥ 


ONE LARGE OFFICE 
Dignified Chicago Near North Side. 
Air conditioned, automatic eleva- 
tor, tile floors, fluorescent light. 
Size 15 x 21 feet. Call DElaware 
7-3870. National Sporting Goods 
Assn., 716 N. Rush St., Chicago. 


ADVERTISING DIRECTOR 


Check yourself in this situation— 


(0 $20,000 is the starting salary for this job (maybe more to the right man). 
Are you interested? 


(0 Would you like to be Advertising Director of a well-known large manu- 
facturer in the food field? 


for us to handle. 
only idea. Need or , no time 
to build. Open to suggestion. Chicago. 


Box 907 ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 


MARKET RESEARCH | TOP 
EXECUTIVE AVAILABLE | FOOD SER W 


Highly exp. Age 36. Have run own 
research organization for last 7 Large food manufacturer 
seeks a top Food Merchan- 
diser to train, supervise and 
administer Sales Programs. 
The man we seek may be 
an Assistant District Sales 
Manager whose talents 
haven’t been recognized 
yet, or he may be a Sales 
Manager who for one rea- 
son or another seeks greater 
growth opportunity. 

Please send a résumé of 
your experience, education 
and salary requirements to: 
Box 914, ADVERTISING 
AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


WANTED — 
SEASONED COPY WRITER 


with industrial background, pref- 
erably with good share of it in the 
road-machinery or excavatin 
equipment field. . . . You woul 
join a veteran team at a salary 
commensurate with experience in 
a long-established Chicago agency 
—to work on one of the fast-grow- 
ing major accounts in the field. 
The opportunity to grow in salary 
and importance would be up to 
you. Your reply should include 
a complete résumé of _— experi- 
ence, selected samples of your 
work (we'll return them), educa- 
tional background and references. 
Final selection will be made by 
personal interview. 


Box 996 ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Illinois 


(© Have you had any substantial previous experience in the advertising of 
a consumer type product? 


(0 Have you ever held a similar position in industry rather than in an 


advertising agency? Box 915 ADVERTISING AGE | 


480 Lexington Ave., N. Y. 17, N. Y. 


(C0 Do you feel capable of directing all phases of an advertising department 
including the administration of an annual budget of over $2,000,000? 


ARTIST 


Kansas City Agency wants experi- 
enced creative layout and finished 
art man. Write age, qualifications, 
experience and salary desired. 


Bob Holloway 


CARTER ADVERTISING 
AGENCY, INC. 


912 Baltimore 
Kansas City 5, Missouri 


( Have you had diversified experience in all media including television, 
radio, newspaper and outdoor? 


(0 Are you capable of planning overall strategy and integrating advertising 
with heavy sales promotion? 


(0 Are you interested in working in a large city in the Middle Atlantic states? 


(0 Are you now covered by a pension plan, and a welfare plan that covers 
you and your dependents free of cost? 


(0 Would you like to talk to us in absolute confidence? Our own employees 
know of this advertisement. 


{) For an interview, write Box 905, ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. Please give a brief résumé of your qualifications 
and your experjence. 
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DISPLAY SALESMAN | 


Midwest Display Manufacturer wants 
representation in Greater Chicago 
area for wood, or combination wood, 
metal, plastic ee kits, counter 
displays and racks 
wee — make in uiries—ORDERS! 

x 908, ADVERTISING AGE 
200°) E “ilinois St., Chicago 11, Illinois 


DRAKE PERSONNEL, INC. 
Confidential Nation-Wide 
Account Executive 000 


12, 
To 35. Indust. biked. auto. prod 
Cave SUED dcenccaupeasdensesed $10-12,000 
onsumer copy. 4A ad agency 
Public Relations Asst. ............. $7,200 


Adv. or Mktng courses. Sales ability 
BETTY CLEM 
220 S. State St. Chi HA 7-8600 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


SPACE SALESMAN 


Cc m ine seeks an aggres- 
sive man capable of assuming com- 
goose van responsibilities. Experience in 
ich Ohio ew — 
Salary, , A-- ex 
mé to Box 921 
Chicago 11, Illinois. 


. Send r 
Er Mlinois “St. 


ADVERTISING EXECUTIVE 
NEW Challenge 


ded 


Seeks 


Twelve years of well 
experience with leading ; in “adver- 
tising, sales, and pane relations, serve 
to equip this qualified advertising man to 
deal sensibly with planning, budgets, and 
es coordination as well: as with the 
of copy, prod layout, and 

direct mail. 


At 34, he is presently advertising director 
of a medium sized, well established con- 
sumer manufacturer but desires, after 
seven years, to make a change. = seeks 
a stimulating as well as rewardin : 
tion of responsibility, preferably Sith a 
top-flight advertising agency er manufac- 
turer handling consumer goods . . . where 
creativity and bold thinking are gen- 
uinely respected. 


If the pastioutes combination of his skills 
and managerial talents sound interesting 
and if your headquarters are in New York 
or San Francisco, he would welcome your 
candid an Box 916 
Advertising as 480 Lexington Ave. New 
York 


“PLAY BALL” 


ACC’T EXECUTIVE ............-- $15,000 
Radio-T/V sets and/or electronics 
ACC’T EXECUTIVE .........-.+-- $ 8,000 
Good copy and contact background 
SR. COPYWRITER ............++> $10,000 
Consumer & Industrial Products 
SR. COPYWRITER ............-+++- Open 
Creative and merchandising B/G in Foods 
MGR., COMMUNICATIONS ...... $15,000 
Heavy experience in use of varied 
media for employee relations 
MARKET RESEARCH MGR...... 
Solid in foods or related 
For these and dozens of other advertising 
or related openings, contact in confidence 
GEORGE E. PYLEKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 8. State St Chicago4 WaAbash 2-5020 


- $14,000 


DOUG SMITH, INC ] 
[_pous smrri,1xc. | 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


MR. MAGAZINE PUBLISHER 


If you are interested in increasing 
your advertising lineage in the Mid- 
west, and you publish a magazine 
or magazines that are important in 
their field—we are interested in 
talking with you. 

We can furnish the very best of 
references but more important we 
feel is the fact that we can assure 
you top notch sales performance. 

Phone, write or wire 
0. A. Feldon & Associates 
185 N. Wabash Ave. Chicago 1, Illinois 


Phone Franklin 2-4842 


FM Stations Join 
for Defense of 
Band Allocations 


(Continued from Page 3) 
Crosley Broadcasting Corp.; and 
non-broadcasters, including the 
National Assn. of Manufacturers. | 

At a special “defense meeting” 
Sunday night, a resolution was 
drawn up and presented at the 
session yesterday, which proposed 
an organization—FM Broadcasters 
Inc.—to “act as the representa- 
tive of the fm industry in any 
matters before the FCC or Con- 
gress where fm interests may be} 
jeopardized under circumstances 
which would prevent NARTB from | 


effectively acting on the industry’s | 
behalf.” 

The membership almost unani- 
mously passed the resolution, thus 
putting machinery in action to! 
form FM Broadcasters. 


= The new group, definitely not| 
a separate trade association, but} 
aimed toward “keeping fm as it is 
by using it more fully,” has the 
verbal blessing of Harold Fellows, 
NARTB president. 

The new group has as one of its 
aims a $10,000 emergency fund to 
“fight any legal and public rela- 
tions battles that may have to be 
fought.” An attorney, Leonard 
Marks, of Cohn & Marks, Wash- 
ington, has been appointed, and a 
public relations counsel will be 
named next week in Washington. 

FM Broadcasters will incorpo- 
rate with a five-man board of gov- 
ernors and the following officers: 
F. Merrill Lindsay, WSOY-FM, 
Decatur, Ill., president; Edward A. 
Wheeler, WEAW-FM, Evanston, 
Ill., vp; Gardner Green, Browning 
Laboratories, Winchester, Mass., 
secretary, and Ben Strouse, 
WWDC-FM, Washington, treasur- 
er. The fifth man on the board is 
Calvin Smith, KFAC-FM, Los An- 
geles. 


® Although out of the approxi- 
mately 550 broadcasters in the fm 
business, only about 40 are at 
present directly concerned with 
multiplexing, much interest was 
evidenced in the multiplex sys- 
tem at the session. (Multiplexing 
is a system by which two or more 
programs are broadcast simultane- 
ously on the same frequency.) 

These “beep” broadcasters, 
many of whom favor the multiplex 
system, feel they need more time 
to convert, and at a special meet- 
ing they drew up a petition which 
will be filed with the FCC next 
week, asking for an extension 
to compulsory multiplexing until 
July 1, 1957. 

George Heinemann, program di- 
rector of WMAQ-FM, Chicago 
NBC outlet, told how he gave fm 
a shot in the arm with a method, 
“New Dimensions,” which uses 
both fm and am in programming 
to give the listeners “stereophonic” 
radio sound. 


Galvin-Farris Names Allvine 

Earl Allvine has been elected a 
vp of Galvin-Farris Advertising 
Agency, Kansas City, Mo., and will 
manage the agency’s new branch 
office in Kansas City, Kan. Fred 
D. Farris, formerly vp, also was 
elected exec vp. The agency plans 
to move to new offices in the Mer- 
chandise Mart Bldg., Kansas City, 
Mo., by May 1. 


WE NOW NEED 
cH Copy Chief Food Bkgd. $12,000 
Frec ewe cbngaaltme 4 

utive 

Home Ec. $ 7,000 
Placement i aniichemniiceatl 
Counselors iim SASER « 20008 ~ 


| Providence, Sacramento, Seattle, 


| be included in the final report. 


Transport Ad Market | 
Study Set for April 23 


(Continued from Page 3) 
was made by Fact Finders Associ- 
ates, which also will conduct half 
of the surveys in the current pro- 
ject. The remainder will be han- 
dled by other research organiza- 
tions engaged by local member 
companies. 

Mr. Chalfant said he expects the 
final report to be ready for distri- 
bution in June. A preliminary re- 
port may be presented at the as- 
sociation’s annual meeting May 
28-30 at Sea Island, Ga. 

Cities to be included in the sur- 
vey are Albany, Atlanta, Bingham- 
ton, Chicago, Cleveland, Dallas, 
Detroit, Duluth-Superior, Harris- 
burg, Indianapolis, Minneapolis-St. 
Paul, New Orleans, New York, 


Schenectady, and Troy. 
The Newark pilot study also will 


—* The First 
— ll 


mined Research? 


Isn't it checking available sources 
for the latest data compiled and 
published? Thus the researcher 
knows where he must start to pin- 
point the type of information 
which is needed for a particular 
marketing program. 


Because the 556-page Annual 
Market Data & Directory Num- 
ber of Industrial Marketing is 
saving so much time and energy 
for so many marketing men, we 
suggest it can be exceptionally 
helpful to you, too. 


It contains basic data about every 
important industry and trade in 
the U.S. and Canada. The infor- 
mation is based not only on gov- 
ernment statistical services, but 
also on market research published 
by trade associations, business 
publications, etc. 

It also gives you basic data about 
business papers that reach any 
given market. Covers over 2,500 
business papers. Indexes them by 
field served. Gives ad rates, cir- 
culation, page size, name of the 
editor, etc. 


It's really an amazing book—the 
only one of its kind in the world. 
If you are at all interested in ad- 
vertising and selling to business 
and industry, you definitely 
should try the Industrial Market- 
ing service which includes a 
monthly copy of IM plus the 
556-page Annual Market Data & 
Directory Number, June 25th — 
all for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


STATE 


'l give all takers 5 to |, 


and | take home 


a bag full of bucks!" 


The wise gentleman likes a sure thing. 
He knows that lots of people are pretty 
fuzzy about which Chicago daily news- 
pauper gives its readers the most news 
in a year. So he gives ‘em 5 to 1 odds, 
then shows them proof in Media Records 
that the Daily News leads every other 
Chicago newspaper (by more than a 
million lines in 1955!). Wise advertisers, 
too, like a sure thing. They know that 
this high news-content is in their favor. 
Chicagoans read the Daily News to get 
the news. They take it home to read, 
and because it goes home — 


The CHICAGO DAILY NEWS 
HITS HOME 
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Represented by Sawyer Ferguson Walker 
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